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Today’s Apex Hour-Saving Appliances—automatic hom 
A laundry—automatic dishwashers—new Spiral Dasher clothes 
washers—and new Home Cleaners—al/ have the 
ahead-of-the-field design and performance which has made 
Apex the recognized leader in appliance engineering for nearly 
{0 years. See the Apex 1951 line on display in Chicago at 
1472 Merchandise Mart; and on the 17th Floor at the Furniture 


Mart. See for yourself why Apex gives you more to sell in 1951! 
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With the built-in hot water tank that SUPER-heats and keeps its water at pasteurizing 
180° for hygienic washing, rinsing + Water-scrubbing cleansing action + Exclusive self- 
cleaning tub + Most efficient forced-air drying + Quieter operation, with vinyl-coated 
racks, “under-coating” and rubber mountings. 
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Fiberglas —the largest washing machine agitator in the world 


DRYERS (gas and electric models). * 100% automatic 
thermostatic control * Lower, safer operating 
temperatures © Highest evaporation * Automatic drying-time 


selector * Vacuum drying system * Largest feed opening * Lowest 
electrical and gas consumption 


The only full-size ironer that folds away into a compact utility cabi- 
net for use in any room * Exclusive Apex free-running "Floating 
Roll” — roll presses against shoe for greater, more uniform pres- 
sure and better, easier ironing * Two thermostats * Two open 
ends * Two speeds * Two controls: finger and knee * Easy to clean. 
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Production of this, the 31st statistical issue of 
ELEC TRIC AL MERCH ANDISING, would 
not have been possible without the generous 
contributions in time and information of all 
branches of the industry, including the deal- 
ers and utilities who responded to our sur- 
veys, the associations who furnished statistical 
data and the manufacturers who provided 
specific and sometimes confidential information 
for the editors. The best thanks, we believe, 
is the magazine itself—the biggest and most 
comprehensive in our history 
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7c NEW GREAT: 


THE ONLY 


REFRIGERATOR 


THAT 


COUNTS 


FIRST iv 


Automatic Refrigeration 


Again Westinghouse retailers are first — 
first with the world’s lowest priced com- 
pletely automatic Refrigerator. 

This year there are three, brilliant, new 
additions to the kitchen-tested, home- 
proved, Frost-FReEE line... the only 
Refrigerator that counts. FROST-FREE 
counts door openings, because warm air 
causes frost to form. FROST-FREE counts 
so that it automatically defrosts before 
frost builds up . . . defrosts only when 
and as defrosting is needed . . . not when 
a clock says so. 

Because of FRrost-FrREE, Westinghouse 
retailers are set for a big year... 
backed by the greatest advertising, sales 
promotion and point-of-sale support in 
Westinghouse history. 

FROST-FREE is the leader of a superbly 
styled, distinctly different 1951 Westing- 
house Refrigerator line. The minute you 
set eyes on these Refrigerators you'll say; 
“They're New! They're Great! They’re 
Westinghouse!” 














See them at Chicago’s 
Winter Market + Space 501 
American Furniture Mart 


YOU CAN BE AF 


Your prospects will be seeing these two great products 
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Tie WESTINGHOUSE 


SPEED ELECTRIC RANGE 
WITH SUPER SPEED COROX UNIT GETS 











FIRST in 


Automatic Speed Cooking 





Westinghouse retailers are FIRST with the hottest 
new product to hit the range market in years, the 
range with EVERY THING— 


SUPER SPEED COROX* UNIT, the FASTEST 


heating surface unit on the market... . 


MIRACLE SEALED OVEN with Fiberglas 
HeatGuard Seal... 


TWO-LEVEL SPEED COOKER with a 2,000- 
watt unit that converts easily into a 
FOURTH surface unit... 


COLOR-GLANCE CONTROLS, easy to dem- 


onstrate from clear across the room. 


Yes, this new ’51 Westinghouse Range line has what 
it takes to get business and really satisfy customers. 

*T.M. 
WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division * Mansfield, Ohio 





ITS 
demonstrated on TV's Top Dramatic Show: WESTINGHOUSE “STUDIO ONE“ 
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Cfamaglas makes 1951 your year for 


MORE electric water heater sales! 


Parmaglas cases 10 more 


i 
THAN ORDINARY WATER HEATERS! EO RO 


Water Heaters can't rust because 


Think what this means to YOU! 


Every prospect for an automatic water heater can now - . , { 
afford Permaglas because it COSTS NO MORE than : : . ass can e 
an ordinary water heater! Mass production savings : 

make this possible. More than a million water heaters 

have been shipped from A.O. Smith’s huge Kankakee 

Works. Such popularity now pays off in new profit 

opportunities for you—with Permaglas models and 

sizes to fit every customer’s budget and hot water need! 


Outsells because it outfeatures! 


These features add up to MORE “sell.” The 
famous glass-surfaced steel tank that can’t rust 
because GLASS CAN’T RUST! Ceramitron 
Construction—new Permaglas exclusive—assures 
positive protection of glass-surfaced steel tanks 
against attack by all corrosive waters! High limit 
control ... an extra safety protection . . . standard 
equipment on all Permaglas models. Permaglas is 
the electric water heater that can be demonstrated! 
All these features make Permag/as easier to sell, 


In 1950, A.O. Smith led all manufacturers in 
volume of national consumer water heater 
advertising! And MORE powerful national 
advertising is about to break the big 1951 
Permaglas news to your customers and prospects. 
Make it mean Big Business to you! 


Send for free Don Herold book on New 
PERMAGLAS CERAMITRON Construction— 
and PERMAGLAS Profit Opportunities! 


WATER 


A. ©. Smith Corporation {“¢ 

Water Heater Division, Dept. EM-151 ae 
Kankakee, Illinois 

Send me, FREE, a copy of Don Herold’s new book 

on Ceramitron Construction and facts about the new .) cs 


Permagias sales opportunities in 1951. 


Name AUTOMATIC WATER HEATERS 


Firm Boston 16 * Chicago 4 * Dallas 2 * Denver 2 * Detroit 2 * Houston 2 


Street 4 : am : Los Angeles 12 * Midiand 5, Texas * Milwaukee 2 * New York 17 
Philadelphia 3 * Phoenix + Pittsburgh 19 * Salt Lake City 1 
San Diego 1 °* San Fr i 4 + Seattle! + Tulsa3d 
Washington 6, D.C. * International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Ltd. 


City Zone___State 
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The National Appliance-Radio-I¥ Picture 


of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The Midwest 


Reports 


By ROBERT W. ARMSTRONG 





**™ YEAH,” said the dealer, “It 

was quite a year, biggest I 
ever had. But I’m not sure I want 
it to happen again. My heart’s not 
as good as it used to be.” 

It was, indeed, quite a year and 
this dealer was expressing a senti- 
ment common to many eastern mer- 
chants 

You remember that Christmas of 
’*49 was pretty good, with TV doing 
most of the volume-making work, 
but even then some retailers had 
short-supply headaches and there 
was talk in the public press about 
investigating tie-ins. 

January was a surprise, because 
for most stores in the East it was a 
good sales month, with TV, auto- 
matic washers and_ refrigerators 
moving at a brisk clip. Of course, in 
the New York area everybody was 
cutting price on TV, because it was 
an open secret that new models 
and lower list prices were just 
around the warehouse corner. 


No Let-Up in February. John L. 
Lewis had his miners out on strike 
in February, but appliance sales 
were still booming at the December- 
January level, except in upstate 
New York, which reported declines 
in refrigerator sales. Long Island 
dealers, expecting a post-Christmas 
slump in TV, were surprised when it 
didn’t materialize and Washington 
had a field day with electric house- 
wares and Washington’s birthday 
promotions 

March saw the start of the big 
battle between Macy’s and the Fair 
Trade Laws (still unsettled at this 
writing) and a further speedup in 
the rate of sales, particularly for re- 
frigerators and automatic washers. 
GI insurance money began to find 
its way into the tills of retailers 
and helped boom TV sales, but 
cagey dealers began to smell a TV 
slump coming. 

April proved their suspicions. TV 
did slip and white goods were dis- 


appointing. But merchandise was 
short, nevertheless, and some dis- 
tributors cut cooperative advertis- 
ing allowances. Eastern dealers be- 
gan plans to push air conditioning, 
hoping that this would fill in the 
usual summer gap in TV. 


Dead Tradition. Only in Wash- 
ington, D. C., were eastern dealers 
happy with refrigerator sales during 
May and it looked as though the old 
traditional refrigerator selling sea- 
son was dead. But merchants had to 
admit that sales were, all in all, bet- 
ter than in 1949. TV was still in 
the doldrums and promotions were 
busting out all over. 

Up until the end of June sales 
were fair, but not sensational. Re- 
frigerators began to pick up in the 
last couple of weeks; fans sold well; 
in one or two areas portable radios 
moved quickly; TV was sleeping in 
the sun. 

Then came the big bang—Korea. 
Right after the Fourth of July the 
panic began. Distributors suddenly 
became hard to reach; merchandise 
became hard to find. Refrigerators, 
ranges, washers and TV zipped in 
and out of dealers’ stores. Inven- 
tory became a major problem and 
a few dealers publicly opined that 
they wouldn’t have to cut prices any 
more. 


No Panic, Just a Rush. Panic 
buying ended in August for most 
eastern appliance dealers, but the 
sales rush kept right on going. 
Washington, more mercurial than 
most cities in response to interna- 
tional developments, reported that 
sales were below July levels, but 
even there dealers were finding mer- 
chandise hard to get. By Septem- 
ber, prices were showing signs of 
going on a bender of their own and 
the new Regulation W hadn't hurt 
anybody. Dealers were worried 
about scarcities and some were try- 
ing to beat the government to the 
punch by stockpiling. Others re- 
membered their service problems of 
World War II and began to make 
tempting offers to the servicemen 
of the dealer next door. And con- 
sumers who remembered their eat- 
ing problems of the last war were 
successfully creating a boom in 
freezer sales. October was more 
of the same—a_ scrambling for 
merchandise, a record sales month. 
Both months had color troubles, but 
it was in October that the FCC hit 
the industry over the head with its 
decision authorizing the CBS sys- 
tem. That had its bad effects, but 
dealers shook their heads and 
walked swinging right into another 
stiff punch in the form of an excise 
tax on freezers and TV. This served 
to stimulate sales even more up until 
the November 1 deadline, but again 
the government crossed up retailers 
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with tightened restrictions on Regu- 
lation W. By this time the industry 
was like a fighter who’s ahead on 
points but out on his feet. Sales 
were still good but as the war situa- 
tion worsened the supply picture 
looked darker and darker. Cobalt, 
aluminum, copper—all were cut. 


November Decline. Sales slipped 
in November. One Philadelphia 
dealer figured his sales were off 50 
percent from Octoher and 40 per- 
cent from the previous November. 
Long Island dealers recalled that in 
November of 1949 they were en- 
gaged in a hectic search for TV sets, 
but in 1950 they were all stocked up 
and turnover was lethargic. On this 
suburban arm of New York auto- 
matic washers, dryers and small 
freezers were still in short supply, 
but dealers were offering free 
turkeys with TV sets and advertis- 
ing lay-away plans. Up in Buffalo 
the picture was much the same. One 
dealer there reported wringer wash- 
ers quiet, automatics hard to get, 
ranges slower, refrigerators and TV 
up a little. 


Pickup in Washington. The last 
few days of November saw sales be- 
gin to improve in Washington. Here 
and there individual items picked up 
speed. For example, one depart- 
ment store reports, “Major appli- 
ances have begun to pick up some. 
Refrigerators, ranges, and automatic 
washers are going very well, but 
conventional washers are slow. 
Small appliances have shown no 
great activity as yet. Freezers are 
in great demand, but it’s difficult to 
get the exact model the customer 
wants.” 

Another Washington store says, 
“Sales of small appliances going 
very well, but there isn’t much evi- 
dence of Christmas rush yet 
(Dec. 4). Major appliances are pick- 
ing up. Regulation W has had some 
effect, but, since prices have been 
going up from time to time anyway, 
we feel customers were prepared for 
it and are willing to buy. The excise 
tax hasn’t hurt TV or freezers.” 

A third Capital store complains it 
is loaded with TV, short of freezers 
and ranges, heavy on refrigerators. 
Traffic appliances are slow. 

At this writing it’s too early to 
tell how Christmas business meas- 
ured up against previous years. At 
this writing dealers all over the East 
are in much the same position: sales 
are off and inventories are up. They 
expect that sales will pick up again 
and some even look for a buying 
wave that will make the July panic 
look like a ripple. But meanwhile, 
they can only sit on their over- 
stocked floors and wait, sure in the 
knowledge that before 1951 is over 
they'll be lucky to have any merch- 
andise at all. 


By TOM F. BLACKBURN 
FES RRR TAS AAR EIBRES 


HE late Duke of Wellington 

declared that the trouble with 
war was that one lost control of 
events. 

It is plain to see that the Korean 
fracas has shifted the center of 
gravity from the retail dealer to 
the manufacturer and the distrib- 
utor. Possibility of promotion has 
been quietly taken out of the dealer’s 
hands. From now on it may be, 
“What can we get?” 

It is thought by this column that 
dealers and distributors are quietly 
laying their paws on as much mer- 
chandise as they can store away or 
afford to hold, in the belief that it 
will return a bankers profit within 
the end of the year. A look inside 
the Goldblatt’s department store 
warehouse is said to be an eye- 
opener. 

The head man of one of the 
largest appliance manufacturers in 
the country said recently in Chicago 
that you will never see the price 
structure break when wages are ris- 
ing. He declared that the economy 
of the United States is adding $9 
to $12 billion a year in wealth to 
the country. Even though the gov- 
ernment is going in the hole $5 
billion a year, it will take a long time 
to overcome these gains made else- 
where. He said that the U. S. 
natural resources are not depleted, 
that with U. S. giving money to 
farmers and to labor and old people, 
there is going to be a lot of spend- 
ing. Social security, unemploy- 
ment pay have taken away the de- 
sire of the bulk of the population to 
save money. It wants a high stan- 
dard of living and will spend every- 
thing it can get to maintain it. 
Therefore, even though the govern- 
ment is being mismanaged, there 
is going to be a huge volume of 
business for a number of years to 
come. He admitted that television 
is going to take money from other 
appliances, and other kinds of busi- 

(Continued on next page) 








“Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART + KALAMAZOO STOVE & FURNACE CO. - SPACE 512-8 


Neat from the customer's side! User has 
catalog data at correct reading angle 
with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections 


as your needs demand. . 
>), 
. 7 
\ 


\\\es 


\ 
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Save Time, Temper, Money! | 4 , 

Do you use loose leaf data in buying, selling, speci- y/ 4 SIMPLE AS 

fying? Then you need EVER READY. Every cat- Z 

alog sheet is instantly available and in place. No Ss B A a C 

delay, no annoyance, no chance to mislay any sheets 2 

or to miss related sheets and items. Each section 

holds one inch of punched sheets. Each section stays 

in place, yet is removed or replaced instantly. 4 aK 

Remove any single section for page replacement | #0 

without disturbing the balance of the whole set. Se Cc 

EVER READY is lifetime built, handsome. Tens A. Open Section 8. Replace sheet, 

of thousands in use. Order yours today! close section C. Replace section 
ee 


ORDER TODAY! ALL SHIPMENTS EXPRESS 


Geneva Mfg. Co.; 428 Stevens St, Geneva, lil. 
Gentlemen: Please ship me: 

ao~-Ne. 12 EVER READY Holder. 15 in. wide, Compeny.. 
12% in. deep, 51% in. tilt. Sturdy steel, 
dark green boked enamel. Capacity, 12 se 
tions. With wings ond 2 sections: $5.65 Eo. 

ooe.Ne. 24, like No. 12. With wings ond 2 padross 
sections. 29 in. wide, 1244 in. deep. Capac 
ity, 24 sections. $8.50 Eo. 

~.-.Add'l Sections, $1.00 Eo 

NOTE: Check Kolomozoo 4-post 0), Ring Binder 3-post 


MONEY BACK GUARANTEE! 
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ness. For five or six months of 
1951 it will be a period of confusion, 
with many industries getting out of 
balance, he stated 

Another man high in the metal 
world told this column that the five- 
percenters and the black market 
boys were all ready to march re- 
gardless of what Washington or- 
dered 


Fears One-Third Down Law. Re- 
garding credit restrictions, another 
manufacturer's sales manager says 
he feared one-third-down restric- 
tions next year some time. This 
would really hurt. Today Sears is 
selling 60 percent of their appliances 
on time, retail dealers around 90 
percent, and department stores 
around 80 percent. 

The cutbacks, he said, thanks to 
the fact that we were at an ex- 
tremely high level when they were 
made, will not hurt as much as those 
credit restrictions. For the high 
cost of living is sneaking up on 
people and they just don’t have the 
money. Lay-away plans are already 
in full bloom, he said, and there may 
be an angle in leasing out appliances 
and keeping title 

In merchandising, Wieboldt’s in 
Chicago has liked the self service 
angle so well that it is spreading it 
to its other stores. There are 3,850 
basic items in the hardware section 
of a Wieboldt department store, in- 
cluding appliances. Those the cus- 
tomers can pick up and bring to the 
service desk are paid for there. 
Other orders are sent out. Much 
clerk hire is saved, and there is not 
the shoplifting one’ would suspect 
The department is fenced in with a 
single gate for exit and entrance. 

The argument that small dealers 
are being slighted in favor of big 
outlets from the standpoint of de- 
livery of merchandise was not borne 
out on a telephone survey by this 
column. The bigger buyer, being 
more aggressive and aware of busi- 
ness changes, does a better job than 
the small dealer, but it hasn't 
reached the stage where anybody 
is hungry for merchandise yet. 


Back to Selling in TV. The blast 
of advertising in the daily papers in 
the Middle West indicates that the 
appliance business is something that 
must be gone after. Advertising 
tells the truth about conditions bet- 
ter than any word of mouth. Tele- 
vision sets are particularly being 
pushed because, being big ticket 
items, they are hit by restrictions 
Goldblatt’s department store in Chi- 
cago has the idea of reserving a TV 
set for $1 for 30 days, which gives 
the customer a chance to accumulate 
the regulation down payment. 

In Toronto, Canada, Modern Ap- 
pliance & Radio Service was plug- 
ging an 18-in. Admiral at $539.95, 
and tying in with the Joe Louis 
fight. This was also being done by 
the Hutchins Radio Sales & Service 
there 

In St. Louis, Stewart-Warner TV 
is doing something new—running 
testimonials from dealers, such as 
Woods Radio Shop, Carlinville, 
A. P. Ross Electric, Washington, 
Mo., and Standard Television Co., 
St. Louis. The Seidel Co. is offer- 
ing free demonstrations in St. Louis 
homes. 

In the Midwest both automatic 
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and conventional washers seem to 
be in a state of shortage. Refriger- 
ators can be had and even in the 
cities there has been a run on home 
freezers. One dealer who had a 
warehouse full of them for two 
years was cleaned out by the 
Korean scare. Pop-up toasters are 
scarce. 

There seems to be profitable op- 
portunity in servicing television 
sets. Even a veteran appliance 
dealer like Harry Burns of Chicago 
(Modern Appliances) has found 
that he can make more money by 
maintaining television than he can 
by selling appliances The deal 
seems to be to handle the installa- 
tion and service for a number of 
dealers and department stores. Or- 
ders come in over the transom and, 
if you can get the manpower, it’s 
a good business because there is a 
lot of service connected with it 


Cobalt Lowdown. Off the record 
advices on cobalt—stuff that is used 
in porcelain enamel and radio and 
TV tubes—are to the effect that the 
government went off half-cocked 
setting up restrictions, with the guy 
who wrote the order believing there 
were substitutes. 

It is not possible to switch to or- 
ganic sprays instead of porcelain 
enamel because makers are in a 
tight place with titanium, also 
scarce. One substitute for cobalt 
in porcelain enamel is nickel, equally 
hard to get hold of. Cobalt is the 
stuff that binds the steel to the por- 
celain enamel, and without it you 
will have peeling and cracking. 
Known stockpiles are not large be- 
cause the porcelain enamel people 
have had so much bigger a year 
than expected. If the government 
order was cracked down upon, 
chances are that we might be back 
to the black japanned finish of old- 
time coal stove ranges 

There was, however, considerable 
talk of possible substitutes for 
cobalt. One of the largest manu- 
facturers of appliances told report- 
ers in late December that his firm 
had discovered such a substitute but 
refused to divuige details 


The South 


By AMASA 8. WINDHAM 


HIS column realizes there is 
little sanity in attempting to 
forecast a business trend for 1951. 
In the two weeks before this was 
(Continued on page 10) 
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The Futurtantle 


The G ranger 


NCHOR 
a0io " 


BE SURE YOU KNOW 
ALL THESE FACTS 


Only ANCHOR can provide your 


tomers with ALL of the most Ultra 


cus 


Modern advantages for consistent 


top-notch, long-range TV reception 


Here's why! 

@ ANCHOR has the highe 
TWO-STAGE BOOSTER 

@ ANCHOR has the highest Signe 
Ratio 

@ ANCHOR is the 
available. The 

@ ANCHOR’S Single Kn 

nt for Be 


of construct 
s the or 
Boosters in rece 

@ ANCHOR’S TWO-STAGE BOOSTE 
ernly styled with stream 

soft mahogany le 

@ IMPORTANT ANCHOR’S 
BOOSTER is often 
4)fF 


™Two-S 
the answer to inst 
vitres wel ~ 


where their 


New Single Stage M 
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$49.50 List Price. 


Expensive high 
towers—still unsat- 
isfactory reception. 


Hazardous instal- 
lations subject to 
damageand repair. 


ONE SALE 


Many trips to re- ONE UNIT 


pair or maintain 


faulty installation. ONE CALL 


ONE satisfied 


customer. 


Dissatisfied cus- 
tomer complaints 
costly. 


If you are a dealer and have your own service men who make the installations 
on the TV sets you sell, it stands to reason that an installation of one of the many 
fine simple-to-install antennas, plus an ANCHOR BOOSTER will make a faster and 
more profitable installation for you, or your service agency, as well as a completely 
satisfied customer. REMEMBER, return calls due to dissatisfaction cost you money. 
SERVICE MEN: take an ANCHOR BOOSTER with you on every installation. 


ORDER FROM YOUR JOBBER TODAY 


ANCHOR RADIO CORP. 


2215 SOUTH ST. LOUIS AVENUE CHICAGO 23, ILLINOIS 


ANCHOR ENGINEERING ALWAYS A YEAR AHEAD 


1951 
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THE Mingest 


home cleaning system ever invented 


FILTER QUEEN demonstration means a sale 8 times out of ten! 


FILTER QUEEN has approximately twice the profit of the average 
vacuum cleaner. 


SHAMPOOS 


pean FILTER QUEEN dealer policy is highly selective. Only top level 


aggressive dealers may enjoy the protection of FILTER QUEEN 
franchises. 


FILTER QUEEN ... fully equipped . . . scrubs, waxes, buffs, polishes, 
shampoos, vacuums, dusts, spray-paints, de-moths and aerates. 
Cleans and polishes wood, linoleum and tile floors, rugs, upholstery, 
walls, blinds and power polishes automobiles. 


FILTER QUEEN cannot be duplicated. It is protected by patents that 
DEMOTHS have been tried and proved in the United States courts. There is 
CLOTHES nothing like Filter Queen. Not even a good imitation! 


FILTER QUEEN is the ONLY home-cleaning system that positively 
has no kind of bag... paper or cloth . . . inside or outside! A selling 
feature that instantly interests women. 





Sound, Long-Range Mi 


aia! Lire WO Mes 


That Identifies a 
Your Store With ‘ Coe 

Top Quality | | 

Merchandise 


WIRE OR PHONE COLLECT FOR DETAILED INFORMATION ON A 
HIGHLY PROFITABLE, SELECTIVE AND SENSIBLE FRANCHISE. 


HEALTH-MOR, INCORPORATED 
203 N. Wabash Ave., Chicago], Ill. - Phone ANdover 3-6500 
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Distributor Shop Foreman Reduces 
Service * roblems 


OVERBROOK, PA.: Michael Viall, Shop Foreman Service 
Department, Philco Distributors, Inc., enthusiastic over re- 


duction of service problems of motors. 


“We find that the Klixon inherent overheat Protectors and 
relays used in our refrigeration compressors are giving ex: 
cellent performances. Klixon Protectors have practically elimi- 


nated burnouts caused by overloading and overheating.” 


Klixon Protectors Reduce Service Calls and 
Repairs by Preventing Motor Burnouts 


The Klixon Protectors illustrated are built into the 

motor by the motor manufacturer. They keep motors 

in such equipment as refrigerators, oil 

burners, washing machines, etc., work- 

—" ing by preventing the motors from burning 
Reset out. Reduce service calls, minimize repairs 
and replacements by requesting equipment 


Automatic that has motors with Klixon Protectors. 


SPENCER THERMOSTAT 
Division of Metals & Controls Corp. 
2501 FOREST ST., ATTLEBORO, MASS. 


LIxO 


oa ST paren 





THE NATIONAL APPLIANCE - RADIO - TV PICTURE 





written, your reporter tried without 
success to get some sort of prog- 
nostications from 17 retailers, four 
distributors, one manufacturer, three 
utility officials, an electric league 
secretary and half a dozen ki- 
bitzers. No luck. 


Outlook For 1951. Nevertheless, 
we'll try anything once, so—after 
taking a long look and quaffing a 
julep or two to get up courage— 
here are a few guesses as to the 
prospects for 1951 down in the 
southern section: 

1. The year 1950 will stand as a 
peak year in appliances for some 
time to come. The year 1951 may 
turn out to be a humdinger, but 
shortages and curbs will keep it 
from making any new records 

2. The buying public will, in time, 
get used to the credit curbs and in 
a month or so, you won't hear too 
much griping about them. The vol- 
ume of buying, at least, will not be 
nearly as affected by curbs as it was 
in November and December. 

3. Drastic shortages, if and when 
they come, will hit the South later 
than any other section. Just as the 
flood of new merchandise is always 
late in reaching down here, the cur- 
tailment usually follows the same 
pattern 

4. The months of January and 
February will be as good as 1950— 
after that, only a dolt would attempt 
a forecast. 

5. Television won’t get nearly as 
big a play as it got in 1950. For 
one thing, the threat of color has 
finally reached the South and made 
itself felt for many dealers who had 
no such complaints during last 
year. For another thing, saturation 
is rising and the wild, rabid buy- 
ing of last fall has skidded con- 
siderably. 

6. Lesser known brands of mer- 
chandise will get a big shot in the 
arm. 

7. Service and repair work will 
be improved. It carried many a 
dealer over and kept him in busi- 
ness during the last war, and there 
will be plenty of it. 

8. Distributors will advise—and 
in fact, have already begun to urge 
dealers to bone up on and start 
pushing types of appliances which 
have not gotten too much attention 
heretofore. This will include heat- 
ers, dehumidifiers, water coolers and 
all electric housewares. 

9. The serious shortage of trained 
and able salesmen will continue and 
in the event of stepped-up mobiliza- 
tion, grow considerably worse. The 
draft and call-up of reserves will be 
responsible, of course. More and 
more women will be seen behind the 
retailers’ counters. 

10. Portable appliances of ll 
kinds will be in higher demand. 

The simple fact is that the ap- 
pliance business, like the nation, is 
in the most uncertain period of its 
history. But dealers are not going 
to be caught napping again. A re- 
tailer in New Orleans, who racks 
up a pretty good average annual 
volume for a small dealer, expresses 
the attitude adopted by many of his 
fellows. He says: “We know that 
shortages are coming and that there 
is going to be pretty much of a 
repetition of the days of 1943. We 
have prepared a section for our 
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paint department, another section 
for household gadgets such as 
clothes pins, water buckets and in- 
secticide sprayers, and we are en- 
larging our service facilities. We 
intend to stay in business.” 

The sale of individual appliances 
was about the same as last month’s 
survey. Refrigerators, ranges, 
washing machines, home freezers 
and water heaters led the list as 
usual, with dishwashers, disposal 
units, ironers and dryers holding 
their own. Sale of electric house- 
wares were better than usual be- 
cause of the holiday trade and the 
gift season. Electric blanket sales 
stepped up considerably. One dealer 
in Shreveport, La., had found a 
gold mine in the electric blankets 
and was breaking records in selling 
them. 

The wintry blasts of late Novem- 
ber spurred the heater trade. Down 
in Florida, where the cold was as 
nippy as it was in the Midwest, the 
utilities revived their campaign to 
get dealers to sell space heaters. 
Last year’s extremely mild winter 
left many dealers with an overstock 
of such heaters, but it looked like 
this year might repeat.the 1948 sit- 
uation and the campaign was in full 
swing again. 


Television Still Strong. Television 
and radio are still going strong. It 
was not until December, however, 
that buyers in the South began to 
worry about the threat of color 
television. Until a week or so ago, 
this reporter heard few complaints 
from dealers that the color factor 
had hurt business. Now the gripes 
are coming fast and furiously, and 
even more strongly than the rhu- 
barbs on credit curbs. 

Many factors can do many things 
to the appliance business in the im- 
mediate future. We'll try to keep 
you posted. 


The Far West 


By CLOTILDE G. TAYLOR 


N spite of the black clouds of the 

Korean war picture, the attitude 
of the West is one of restrained 
optimism. To be sure, credit curbs 
and excise taxes have cut into sales 
volume, although apparently not to 
the extent that this has taken place 
in the East, and the building boom 
is expected to slack off sharply be- 
fore long. Further cuts in produc- 

(Continued on page 12) 
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GOLD SEAL 


VERTICAL OR HORIZONTAL INSTALLATIONS 
REDUCE YOUR INVENTORY 


MOTOR AND FAN 
LUBRICATED 
FOR LIFE 


SILENT BREEZE STANDARD 


The STANDARD model is of equal quality with the Gold 
Seal model, except the motor requires occasional oiling 
ee for vertical intallation only. 


in profits! 
in quality! 
in satisfaction! 


Quality plus 


a@ proven 
merchandising plan 


The remarkable quality construction; the 4 balanced blades, 
deep venturi, ever-quiet shaft, Never-Lub ball bearings and 
the 2 separate fan lines, in 14 sizes, give you sales features 
and flexibility equalled by no other fan line. These features, 
plus a merchandising plan that will work for you too, are why 
SILENT BREEZE fans are TOPS in ventilation... TOPS in profits. 
STOCK UP NOW ... pay LATER! 


Write for Sooklet 

“THE SILENT BREEZE PLAN” 
The SILENT BREEZE line and merchandising plan 
will make you money. Contact us NOW... line 


up for ’51 with SILENT BREEZE... . it’s the PROFIT 
line for you! 


HOLCOMB & HOKE MFG. CO., INc. 


1545 VAN BUREN ST., 
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tion may lessen supply and renewed 
shipments to the Far East may 
again cut down on transportation 
facilities. 


West Coast Prosperous. But the 
fact remains that people have money 
in the bank, they have shown that 
they are interested in purchasing 
major appliances if sufficient im- 
petus is given, and western economy 
seems to rest on a secure basis, war 
or no war. The building boom was 
still going strong as late as October, 
which means that the homes started 
then will be coming to completion 
during the coming year, with conse- 
quent demands for appliances. The 
phenomenal growth in population 
on the Pacific Coast seems to con- 
tinve and significantly has added a 
greater proportion of young people 
to the population, of the buying 
age. The birthrate continues high— 
and families with children are the 
ones who want appliances. 





Restrictions Slow Sales. Immediate 
effect of the excise tax and more 
severe credit terms has been to cut 
sharply into both major appliance 
and TV sales. This was undoubtedly 
partly due to the fact that many 
dealers unwisely emphasized the 
“ buy-now-before-prices-go-up-and- 
terms-stiffen” appeal, which resulted 
in concentrating buying in a short 
period and also frightened the pub- 
lic more than was actually justified. 
For credit terms are still fairly lib- 
eral, and the excise tax is not as 
severe at the consumer level as it 


¥ | 
This all-rubber portable extension cord demon- | sounded. In Los Angeles, where the 
strates the plus values built into Belden electrical | drop in major appliance buying was 


severe, there is already evidence 
that some customers are adjusting 
surpass the minimum requirements set up by the themselves to conditions. Some of 


cords. They are manufactured to standards that far 


Underwriters’ Laboratories. They give you a plus | the better stores actually report an 
increase in business, explained by 
the fact that people who might have 
purchased from cut-price and long- 
credit firms, now that they cannot 
obtain any financial advantage from 
4663 W. Van Buren Street such a deal, are trading with estab- 

Chicago 44, Illinois lishments in which they have more 

confidence. 


in protection against fire or personal injury; a plus 
in sales and profits. Ask your Belden jobber. 


Belden Manufacturing Company 


Shortages Feared. Shortage of 
appliances is really more of a head- 
ache, both now and in the future 
outlook. A recent survey made 
among Inland Empire dealers in- 
dicates that about two thirds of 
them have had their businesses seri- 
ously affected by the allocation of 
appliances About 68 percent 
thought allocations fair, but there 
were some complaints that new deal- 
erships had been taken on and that 


these were receiving an undue allot- 
ment of goods and also some feeling 
that larger firms were favored. Allo- 
cations based on six-month averages 
are not always fair to agricultural 


areas. All reports from manufactur- 
ers who have visited this region sug- 
gest that the manufacturers are 
going ahead on the best basis they 

can and that by using substitute 
A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS materials and by sheer ingenuity a 
reasonably abundant stream of ap- 
pliances will be available. 


Christmas Business Good. In the 
meantime, Christmas promotions 
are going ahead, and there is a lot 
of appliance advertising being done. 
(Continued on page 286) 
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Fastest growing PROFIT BUILDER 
in the home appliance field 


No sewing machine has hit the 
= American market with the impact of 
NECCHI! 





Rarely has a company in a highly 
competitive field set up such sound 
advertising and sales policies to build 


dealer and distributor profit! 





You can’t miss with NECCHI! 


NECCHI is the sewing machine that’s different and better. So 


much better that in 3 short years Necchi has won a firm place in 





the two hundred million dollar sewing machine market. 


Don’t take our word for it! Ask your wife, or mother-in-law, 
“How would you like a sewing machine that sews on buttons 
in 314 seconds, does applique, puts in hems, monograms, em- 
broiders, makes buttonholes in 15 seconds . . . that and more 
ALL WITHOUT ATTACHMENTS!” Yes, ask the question! 
If she’s ever sewed a seam she'll tell you “that’s the sewing 


hed 


machine I’ve been waiting for! 


NECCHI is telling this exciting new product story in national 
women’s magazines from Woman’s Day, Good Housekeeping, 
McCall's, Life—through the sectional farm papers—and locally 


in the Sunday supplements in your own market. Necchi’s new NECCHI SEWING MACHINE SALES CORP., Dept. 211 
elevisi s ins i anuary. N i’ > F 
television schedule begins in January. Necchi’s first color ads 164 West 25th Street, New York 1, New York 


appear in February. Necchi cooperates on your advertising, too. 
Necchi participates in local and national exhibits, fairs, and home In Canada: 464 McGill Street, Montreal, Que. 
shows! Necchi offers a complete, tested sales-education program 

for distributors and dealers and all the effective point-of-sale 

material you can use. Write for information. 
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PRE-SELLING FOR YOU 


FAMILY CIRCLE AMERICAN HOME 
WOMAN'S DAY MODERN ROMANCES 
HOUSEHOLD HOLLAND'S 
PARENTS’ SUNSET 
CHRISTIAN SCIENCE MONITOR 


plus 21 State Farm Papers blanketing the rural market. 





WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 





RADIO, TV, APPLIANCE METAL SUPPLIES 
STILL TOUGHENING 


The cutbacks in consumption of critical metals that the National 
Production Authority have been imposing are bound to start 
cutting into production of electrical appliances pretty soon. 

Aluminum consumption for non-military purposes is now 
reduced by 25 percent—for January and February. The March 
cutback will be 35 percent. 

Copper cutbacks run from a 5 percent reduction on pipe and 
tubing, to 15 pereent on unalloyed rod, bar and wire, 20 percent 
on alloyed rod bar and wire, and 25 percent on plate, sheet and 
strip. 

(Producers of copper wire mill products, under the Govern- 
ment’s order, won’t have to take defense orders in excess of 15 
percent of average monthly shipments during the first half of 
1950. This means that 85 percent of their production still will be 
available for non-military items. This order covers such products 
as insulated building wire cable, magnet wire, paper and lead 
cable, asbestos cable, portable and flexible cord and cable.) 

And there’s the cutback of zine and nickel, too. 

Cobalt is even tighter, with inventories cut to a 20-day supply, 
and distribution roughly 50 percent. 

And there’s more to come. Cobalt is on a month-to-month 
basis, and if the manufacture of jet airplane engines gets going 
fast this steel hardening alloy may be taken from civilian chan- 
nels entirely. 

And steel for civilians hasn’t really been cut, yet; but by use 
of DO orders the government is shunting a lot of civilian steel 
aside, unofficially. And when military deliveries get running at 
a faster clip the pinch will be plenty painful. 

The aluminum picture has this bright side: During the year 
some 200-million pounds of new capacity will come into produc- 
tion, and in 1952 there’ll be around 600-million more new produc- 
tion. This could mean that reduction in civilian uses of alum- 
inum will be temporary—unless there’s all-out war, of course. 

Any improvement in cobalt supplies is pretty remote. True, 
researchers are trying to find substitutes for cobalt—to radio 
and TV manufacturers cobalt is a “must” for the permanent 
magnets that go into speakers. But progress isn’t very fast, 
and the air force says its jet program can see the time when 
just jets will need more than the total supply. 

The consumption and distribution orders reducing civilian 
supply have pretty well run the first phase of the mobilization 
effort. Next to come are wider use of allocations for essential 
civilian production on the lines of the steel outlays for rail 
freight ears and ore boats. Certainly, cobalt will soon have to go 
on allocation. 

And when the squeeze on the non-preferred user gets tighter, 
as it will, certainly, the next step will be some kind of plan for 
scheduling production of what the Government wants—for the 
military and the civilian. alike 


BY 1965 NATION WILL NEED 30% 
MORE ELECTRICITY 


Discount mobilization, or war, and the country will still need 
a lot more electricity just to keep up with the expanding popu- 
lation. There will be more families occupying homes, so more 
heat needed to run household appliances, and the machines that 
make things people want to buy. 

Department of Interior says by 1965 the electricity need will 
be 30 percent greater than the amount consumed in 1947. Appli- 
ance dealers and distributors are interested in knowing how 
much of this growth will make a market for their wares. 

Interior says about 40 per cent of the expansion will be needed 
to light and heat homes, commercial buildings, and supply indus- 
trial lighting anc fuel. 

This projection is figured on the estimate that the nation’s 
production will increase 65 percent by 1965. 


JANUARY, 1951—ELECTRICAL MERCHANDISING 








“She Family's Preference Everywhere 


For fast freeze at 52° below freezing and safe storage at 32° below freezing 


The 15 cu. ft. Chill Chest meets the popular demand of families everywhere 
For the desired convenience and greater economy in Freezing and Storing 
Fresh fruits, vegetables, meats and baked goods right in their home 
TO INDEPENDENT APPLIANCE DEALERS 
Keep well informed on this fast growing, profitable 


(Lm 
} a\ freezer market. Send us your name and address, 
we will do the rest to keep you posted! 











C_Foop receztes > 
REVCO, INC,, DEERFIELD, MICHIGAN 


Display Space... 1454 Merchandise Mart. 
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SURE IT’S DIFFERENT! 


You're selling a different 
market now .. . 


© short-term credit 
© pick-up-and-move living 


® homemakers’ increased need 
for time-saving, space-saving, 
budget-priced appliances 





. it's a market tailor-made 
for these Taylor products! 


See them at the Housewares Show .. . 
Booth 975—Navy Pier 


TAYLOR SUMMER BREEZE DRYER 
od Ke a 
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Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART - KALAMAZOO STOVE & FURNACE CO. - SPACE 512-B 
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ECONOMIC CURRENTS 


(By McGraw-Hill Dept. of Economics) 


INCE our last report it has become 

clear that: 

1. The war production build-up is 
moving more slowly than was antici- 
pated shortly after the shooting in 
Korea started. 

2. The World War II term “snafu” 


soon be back in general use to 


| characterize (a) the general military 


program, and (b) the steps being taken 
to channel scarce materials away from 


| civilian and into military production. 


As a result of these developments, it 
is to be anticipated that: 

1. Temporarily the pace of price in- 
flation will be slowed substantially 


from that in prospect three months 


2. Failure of the material cutbacks 
to mesh with increased war production 
will result in some small pockets of 
unemployment and very loud 
complaints about them. 


some 


Nothing has happened, however, to 


| change the prospect of continued boom, 


increasing shortage and 
continued price inflation, 

Shortly after the outbreak of the 
Korea war the best estimates around 
Washington were that defense spend 
ing would rise from the pre-Korea rate 
of al $12 billion a year to $30-35 
billion a year by mid-1951. The $31.5- 


billion 


manpower 


appropriated by Congress for 


defense and foreign military aid in the 


f money to pay for that 
vuild-up in military spending 


LESS DEFENSE SPENDING 


yw those who are trying to keep 
defense spending seem 
ugreed that it will rise to 
rate of only about $20-22 
the end of next June. Not 
y are contracts being let more slowly 
was anticipated, they have been 
ted aircraft and 
reduces their 


1] traci f 
i (Tack ¢ 


well 


largely it 
That 


line 
lines, 


explanation most frequently 

red by the civilian agencies for the 
lower build-up of defense spending is 
the familiar one that the generals won’t 
yme through with a strategic plan. 
ence the procurement agencies don’t 


H 


know what to get or in what quantities. 
We don’t know what the generals say. 
Ihey don’t tell us. They might, of 
course, retort that they can’t get a 
procurement program going straight 
until the civilian agencies quit run- 
ning around in circles. 

At any rate it is a fact that, when 
our boys in Korea seemed to have a 
war with all of China on their hands, 
the build up of our defense program 
was moving with unexpected lethargy, 
if not tranquility. It also is a fact that 
the military has not come through with 
a strategic plan. If, as some say, they 
are waiting to find out what the Rus- 
sians, Chinese, et. al., are going to do 
next, a strategic plan may be postponed 
indefinitely. In the meantime, it is a 
safe guess that there will be an in- 
creasing clamor for a military pro- 
gram, with at least enough dimen- 
sions to permit the more or less orderly 
conduct of business. 


INFLATION SLOWDOWN 


It is also to be expected that the 
relative retarding of the defense pro 
gram will slow up the pace of price 
inflation for the nonce. This is not to 
that inflation checked 
Wholesale prices moved sideways from 
mid-October to mid-November (be- 
cause of a decline in food prices. In- 
dustrial prices kept right on advanc- 
ing). But the index is now heading up- 
ward again. Wholesale prices are now 
1.4 percent higher than a month ago 
and .5 percent above the previous all- 
time peak reached in August, 1948 

There is still prospect that 
prices will reach the range suggested 
as possible in our report of Septem- 
ber 18. (We said then that wholesale 
prices were likely to increase 13-22 
percent in the year from June, 1950 to 
June, 1951). But now it looks like the 
lower rather than the upper part of 
the range. 

While the military build-up is go- 
ing slower than was expected, the gov- 
ernment 
of civilian supplies of scarce materials 
like nonferrous metals. In t 
of aluminum, for example, the 
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BEE-VAC 


Ofger you 


When deciding on a line of electrical household appli- 
ances look to the reputation and financial standing of 
the manufacturer. Back of every BIRTMAN guarantee 
are .. 
®@ Two thoroughly modern factories, geared to 

volume production, careful manufacture. 
@ Forty-two years’ experience in the manufacture 

of electrical household appliances. 
® Millions of dollars worth of merchandise 

now in use both in America and foreign countries. 
@ Over six million dollars in resources. 


@ Financial rating, AAAI. 





The entire organization — personnel, equipment and 
policies are of the highest type. In every department, 
from designing laboratory to final factory testing and 
shipment there is no compromise with ‘Quality, Always.” 


BIRTMAN ELECTRIC COMPANY 


CHICAGO 39, ILLINOIS, U.S. A. 
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CASEMENT WINDOW FAN 
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See them at the 
January Furniture Show 
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Reversible simple to instal 
steel casement windows. Ideal as a 
warm air out. Tilts in or out 
oat a touch Mode!s ¢ 


portable floor’ circulator. Multip'e 
speeds 
windows from 22's’ wide to 


40°. Multiple speeds 
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Mr. Dealer: 1951 is YOUR Vornado Opportunity Year! Greater sales and profit 
dividends will be yours with VORNADO’S UNIQUE, PROFIT-MAKING SALES 
PROGRAM. Contact your local Distributor for complete details. 


J/ommadeo- IS MAKING THESE 
INVESTMENTS FOR YOU 


Twice as much 


CONSUMER 
Advertising 


ees we 8 et 


Twice as many 


SALES HELPS 


Twice as much 


DISPLAY 


Material 
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TABLE-TOP TURNABOUT The O. A. Sutton Corporation 


1812 West Second Street 


Designed as a functional table Witsliite. Mékebe 


as well as a tilting fan. Ideal 
for home, office or reception 


We would like to know more about your 1951 Vornado 

room. Multiple speeds ’ 
“Opportunity Year” program and the name of your local 

Distributor. 


NAME 





FIRM NAME 


1, 1950 
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lift! Tilt! 


Here’s the easy way to 


make faster refrigerator sales 


and bigger profits! 


Try this actual demonstration! Slip an ice-filled Inland Tray 
(and it will slip too, no sticking!) from a refrigerator and 
show the prospect how it works. Just lift the “Magic Touch” 
lever and tilt the grid. Ice cubes . . . big, sparkling, free, dry, 


ready to use... afew ata time ora trayful. 


That's all there is to it. That’s all there will be to it in the 
prospects home. The utter simplicity and completeness of 


this demonstration gives it tremendous selling power! 


It'll help you close a lot of refrigerator sales. And you'll 
make a lot of on-the-spot sales of Inland Trays, as replace- 


ments for old, outmoded, inconvenient trays. 


Make sure that the refrigerators you sell are equipped fully 


with Inland “Magie Touch” Ice Trays. 











lift! Tilt! 


That will be the theme of Inland’s strong 
1951 advertising campaign in national 
magazines. Begin now to make the ‘Lift! 
Tilt!’ demonstration a part of your own 
selling plan. Tie in with Inland’s national 
advertising for more sales and bigger 
profits in your store! 


mun, Ygge 


ICE CUBE TRAYS 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 
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Economic Currents 


CONTINUED FROM PAGE 16 comme 


cent reduction in civilian supply which 
the government will try to effect be- 
ginning next January, would, if suc- 
cessful, divert far more aluminum to 
war production than the war produc- 
tion program will require at that time. 

It’s too bad Lewis Carroll is not 
around to deal with this aluminum cut- 
back order. It would surely inspire 


| him to do another mad tea party. 


Manufacturers are required to cut 
their use of aluminum 35 percent. The 
cut is the same whether they are mak- 
ing cheap and badly-needed pots and 
pans or expensive and frivolous toys. 
If they are making both lines, the order 
puts on the pressure to continue the 
expensive, even if it’s frivolous. Vir- 
tually no one in the government ex- 
pects the order to work even tolerably 
well. The best to be hoped for is that 
someone in Washington will devise 
a better blunderbuss before this one 
raises complete havoc. 

The explanation on aluminum, of 
course, is that the government is aim- 
ing to fill strategic stockpiles at the 
same time it is channeling strategic 
materials to war production. W. Stuart 
Symington, Chairman of the Defense 
Resources Board, is reported to be 
haunted by the specter of having the 
finger of blame pointed at him for let- 
ting the United States be caught with 
its stock piles down and with a full 
scale war on its hands. Hence he is 
reported to be insisting, and with some 
success thus far, that diversions of 
scarce materials to the military include 
both provision for current production 
and a large stockpiling program. 


FEWER JOBS, FEWER APPLIANCES 


A probable result, of course, is that 
cutbacks of civilian production and 
employment in fields relying heavily 
on strategic materials (electrical ap- 
pliances and automobiles, for example) 
will temporarily exceed the build up 
of production and employment for the 
military. However, there is no reason 
to believe that the resulting unem- 
ployment problem will be either large 
or protracted. 

A cutback of a third in the produc- 
tion of consumer durables (automo- 
biles, electric appliances, etc.) and 
housing would eliminate somewhere 
in the neighborhood of 1 to 1.2 million 
jobs. Many of the jobs—perhaps half 
—would be eliminated in areas where 
other jobs of the same general sort 
would be available immediately. Over 
a third of our major production centers 
now report many occupational short- 
ages. Also the new supply of defense 
jobs is increasing steadily, if slowly. 

While only small and relatively 
transitory pockets of unemployment 
are to be anticipated as a result of 
the failure of the gears of the defense 
program to mesh properly, it is quite 
certain that these pockets will set off 
a mighty outcry. If, at the time, those 
Chinese armies should happen to be 
momentarily lost in Manchurian snow 
drifts, the outcry might well take the 
form of belittling both the dangers of 
big war and great inflation. If so, 
watch out. For, alas, they are both 
still with us in a big way. End 
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“all is perfect in 
my automatic washer” 





5 Ways to win in ’51 


all's Blue Card 
Demonstration Program 


all's Store Clinics 

all's Home Laundry Consultants 
all's Special Local Promotions 
all's National Advertising 

—and alll is the perfect teammate for 


‘automatic clothes and dish washers. 
It cuts service calls and expense! 


For full information and 
distributor's name, write to 


DETERGENTS, Inc., Columbus, Ohio 
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ners call it the 


USEFUL RADIO 


Llere's why Ow 
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P and leaving the radio 


No more worry about falling aslee 
no more 


«x and light on...no more waking to jangling alarms. 
bed to turn the radio on of off. Not 
k-Radio. It's the world’s most 


eral Electric Cloc 
ular it outsells 


getting out of a cozy 
one, every room. So pop 


with the famous Gen 


useful radio, ideal for every 
all other makes combined! Of course it’s a fine-toned G-E radio—plus a 


G-E electric clock that tells time even in the dark. In four stunning 
colors, all at the same low price! Get yours today! 
General Electric Company, Electronscs Park, Syracuse, N. Y. 

















Y 
Gow Can pre your conf 


GENERAL 





lence tn — 


JANUARY 
, I9S5T—ELECTRICAL MERCHANDISING 





ON Gt CLOCK RADI 


All-out promotion to break 
all sales records for all time ! 


Aumiice’s #1 Favorite gets the works in 
February. That’s the month POST and 
LIFE, with 40 million readers, break out with 
a smashing 4-color page on G-E Clock-Radios. 
147 newspapers will carry great big ads right 
down to the retail level. For radio and for TV 
screens, special spots and films are available to 
tie-in your store. And for use in your store, 


Big, dominating factory-paid 
ads in 147 markets are sched- 
uled for 1951. Biggest local 
newspaper campaign in G-E 
Clock-Radio history. 








there’s a terrific turnabout display table, a de- 
luxe shadow box, a brand new idea in window 
displays, streamers, folders, display cards, etc. 
Quantities of all the promotion material come 
to you, ready to go to work. Cash in on the 
World’s Fastest Selling Radio! See your G-E 
radio distributor, or write General Electric 
Company, Receiver Division, Syracuse, N.Y. 


Exquisite Shadowbox Display 
—permanent, sturdy, made of 
metal, glass and molded wood. 
Self-illuminating. Perfect for 
window, counter, floor display. 


Slickest silent 
salesman yet: 


It’s terrific! Revolving, turn- 
about table—displays 7 G-E 
Clock-Radios with all sales fea- 
tures. Sets up in 5 minutes. Only 
33" high! 


Tested TV and 


: \ 
red hot radio spots: 


Striking, new TV film commer- 
cials now at all TV stations. 
Proved radio spots to tie-in your 
store with this great campaign. 








Jem 


prt your confidence in — 


Giant clock hands and sales 
features, die-cut and ready to 
paste on your window without 
obstructing view. Dozens of 
other uses inside your store. 


Your G-E radio distributor has 
the whole works ready to de- 
liver to your store. Streamers, 
folders, display cards, mats, 
scripts, everything you need. 


GENERAL 
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| HOME OWNERS | 


That’s how many Electric Water Heaters have been installed in homes 
since World War II! 

In 1950 alone, 990,000* new, automatic Electric Water Heaters 
were installed. Only a few years ago this annual figure was down 
around 200,000. 

These facts mean a lot to you, the electric appliance dealer. 

Electric Water Heater sales are rising rapidly. Industry surveys 
prove more and more home owners want Electric Water Heaters. 

Never before has your opportunity to cash in on this trend been 
greater. 





Electric Water Heaters are the best buy—and the reasons... 
LONG LIFE... LOW INSTALLATION COST ...LOW OPERATING 


ae oP . Pushed . - atenaticiel Install the type of ELECTRIC Water Heater 
COST...COMPLETELY AUTOMATIC...CLEAN... MINIMUM SERVICE. chet best suies the job—caah-aype or whle-sop. 
It all adds up to more sales and greater profits for you. Be sure to sell a size that’s adequate! 


So—get your share—it’s there for the selling! 


*Source: January, 1951 Statistical Issue, Electrical Merchandising 
Industry figures, developed from statistics compiled by NEMA. 


SELL |ELECTRIC| WATER HEATERS 


Or EE 


ELECTRIC WATER HEATER SECTION 
National Electrical Manuf s A jation, 155 East 44th Street, New York 17, N.Y. 
ALLCRAFT + BAUER + BRADFORD - CRANE-LINE SELECTRIC - CROSLEY - DEEPFREEZE ~- FAIRBANKS-MORSE - FOWLER + FRIGIDAIRE 
GENERAL ELECTRIC + HOTPOINT ~- HOTSTREAM - JOHN WOOD . KELVINATOR - LAWSON ~+- MERTLAND - MONARCH - NORGE 
PEMCO «+ REX + RHEEM + SEPCO + A.O.SMITH + THERMOGRAY ~- TOASTMASTER «+ UNIVERSAL + WESIX + WESTINGHOUSE 
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MODELT-100 


169°" 


COMPLETE 


Dealers High in Praise of 
New Source of Extra Profits 


Every way you look at it, the Revere Tape Recorder scores top 
marks! Dealers everywhere are quickly recognizing the advan- 
tages of adding this sensational sales-producer to their present 
lines. Not only does it provide a new source of extra profits, but 
as a new business stimulant and creator of live store traffic, it has 
few equals. No wonder dealers from coast-to-coast, reporting 
phenomenal sales, are so enthusiastic about this remarkable 
equipment. 


A tremendous market of live prospects 


Every day, more and more people are discovering the many 
advantages of owning a Revere Tape Recorder. The fun of 
recording children’s voices and home talent . . . adding music 
and commentary to home movies . . . capturing radio programs 
for future enjoyment. Schools, churches, and clubs—business 
and professional people—musicians and students—all are your 
prospects! 


REVERE RECORDER- 
RADIO COMBINATION 


Tape recorder plus a glorious 
toned radio. Programs can be 
recorded from radio by mere 
turn of a switch—no cords to 
connect. Powerful circuit, 
built-in antenna. 


Model TR-200 $209 complete 
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Single demonstration sells it! 


There’s magic in a demonstration of the Revere Recorder. Your 
customers will enjoy hearing their voices in crystal clarity, 
marvel at such outstanding features as the fast rewind and 
forward speeds . . . eraseable, re-usable magnetic tape . . . easy- 
to-operate controls . . . time and footage indicator . . . and power- 
ful, constant speed motor. Every inch a professional instrument 
in appearance and performance—yet remarkably low-priced. 
A single demonstration is often all that is necessary to register 
an immediate sale. 


Capture your share of extra-profits from this wide-open, fast- 


growing market by featuring Revere Magnetic Tape Recorders 
now. Write for complete information. 


REVERE CAMERA COMPANY + CHICAGO 16 


Revere 
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NO HOLES TO DRILL! 
New FRESH'ND-AIRE mount miracle holds Wall-Aire 
securely in place without hooks, nails or wire! Hang your 
Woall-Aire up—plug it in anywhere. 














BOON SINCE PLUMBING 


FRESH ND AIRE 


Reg. U.S. Pat. Off. 


Wall-ai 


Nothing Like It Ever Before! 


Nothing like it before! Nothing in the small appli- summer... a professional hair dryer... and clothes 
ance field offers such sales—such profits for 1951! dryer for hand washables all year ‘round! It's 
Every home owner, tenant, and apartment dweller © America’s most unique appliance development—a 
needs it! Every distributor ... every dealer should single unit with more features—more uses—more 
stock and sell it! Looks like a built-in bathroom sales potential than any product developed in years, 


heater—yet serves as heater in winter... fan in Fair traded at $39.95 — COMPLETE 


FRESH’ND-AIRE COMPANY 


A Division of Cory Corporation, 221 N. LaSalle St., Chicago 1, lil. 





Le 


You can sz the difference! 


@ Famous Arvin 16” a 
Console Model 4162 CM 


$34995 


(in blond $36995 ) 


Seer 


- 
> 


eerste 











el 


Never has any one televi- 
sion set combined such high 
quality and peak perform- 
ance! It represents the far- 
thest-forward progress of TV 
to date! Superb cabinet styl- 
ing in imported mahogany 
veneer (or Limed Oak) with 
exquisitely beautiful ap- 
pointments in gleaming crys- 
tal lucite and finish-o’gold. 
Both share these outstand- 
ing features: ae r , 

Rectangular No-Glare Black Tube zs af. /, ¥ V4, VAIL PP yy 

; Wij Y A F, , Pet £8 


Gated automatic gain control for minimum 
picture disturbance 


Town-country switch for rock-solid stability 
in town or out in fringe areas 


o 
Straight AC circuit, 26 tubes 
including rectifiers 
Exclusive Arvin Velvet Voice tone system 
Powerful electro-dynamic speaker 
Continuously variable tone control 


Phono-jack and built-in antenna 


Super-powered for peak “America’s Distinguished Television Set” 


performance ev erywhere 

















| 
: 
: 
7 
: 
' 
i 


See this history-making Arvin at SPACE 441-442 American Furniture Mart — Jan. 8-19 


Other models from $129.95. Prices subject to change 
without notice. All prices plus Federal excise tax and 
warranty. Prices slightly higher in Zone 2. ARVIN ALSO OFFERS AMERICA’S MOST COMPLETE RADIO LINE 


All 1951 Arvin television receivers are designed for Prices from $15.95 up! 


easy conversion to receive color broadcasts trans- 
mitted under established FCC standards. 


Write for distributor's name! 
ARVIN INDUSTRIES, Inc., Columbus, Indiana 
Formerly Noblitt-Sparks Industries, Inc.) 
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General 


Twin-12 


WITH 
2 WAXING BRUSHES, 
2 POLISHING BRUSHES, 
2 LAMBS-WOOL BUFFERS 


See General at 


SEWARES — 
N 18-25, 19 


Feature-by-Feature 
GENERAL’S THE FINEST! 
e Brushes outlast others 3-to-1! 
Bristles wearable to the wood! 


e Streamlined ali-metal styling! 
No plastics or paint to chip 
or crack! 

Twin-mesh brushes — full 12” 
swathe! No unpolished areas! 


Most quiet and vibration-free! 


Complete, genuine Lambs-wool 


Buffers—no mere felt pads! 


Powerful % H.P. AC-DC motor! 


Full year guarantee! 


Extra-long 47” handle! 30 ft. 
cord! Save steps! Save work! 


General 


Twin-I2 FLOOR MACHINE 


EXCLUSIVE SNAP-ON 
SIDE HANDLES for cars, 
panels, furniture! Only 
Generathas them! (Extra) 


Twin-12 
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The Industry's most comprehensive sales program is paying off! Dealers’ sales 
zooming as popularity of floor machine soars across the nation! General told you 
“EVERYBODY WITH A FLOOR IS A PROSPECT" — and sales are proving it! General's 
heaviest-of-all national advertising campaigns paves the way! And the builder 
of the world’s most complete line of flooremachines backs you up all the way! 


Get General now! 


MERICA is learning that the General 
Twin-12 is the only floor machine 
that does everything —from scrubbing 
floors to simonizing cars! Better built 
with bigger profits for you, General is 
delivering a product that knows no 
equal in its field! 

It’s easier to handle! Easier, in fact, 
than a vacuum cleaner! It’s quieter! It’s 
vibration-free! And General beautifies 
and preserves any kind of floor! Wood, 
asphalt tile, linoleum, rubber, terrazzo 
— General renews old floors... protects 
the investment in new floors! 


No ‘walking sideways’! General’s the 
first perfectly balanced floor machine. 
Two full 6” diameter counter-revolving 
brushes give full 12” swathe. Handy 
attachments snap-on...snap-off split- 
second fast! 

Never before has any electrical appli- 
ance saved housewives so much time 
and hard labor! Check General’s list of 
exclusive features and write today for 
full details! Cash-in on the BIG PROFIT 
appliance with the BIG SALES oppor- 
tunity — the General Twin-12! Get your 
order in now! 


GENERAL’S NATIONAL ADVERTISING 
STARTS SALES FOR YOU! 


SATURDAY EVENING POST 
HOUSE BEAUTIFUL 

HOUSE & GARDEN 
HOLLAND’S 

SUNSET 


Be ready to cash-in! 








GENERAL FLOORCRAFT, INC., DEPT. 11, 421 HUDSON ST., NEW YORK 14, N. Y. 


WORLD’S FINEST FLOOR MACHINES FOR 
HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 
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NEW 195! 
CHEVROLET *:::..., TRUCKS 





A eit 


New FEATURES! New QualLity! New VALUE! 


You'll find everything in these new 1951 Chevrolet nize important contributions to trucking in Chevrolet's 
trucks—everything that has made Chevrolet the Dual-Shoe parking brake, the new Ventipanes, and 
world’s most popular make p/uvs new features and im- Chevrolet's new cab seats . . . the very tops for riding 
provements that put them still farther ahead of the comfort! See your Chevrolet dealer and take a good 
field. As a truck user, you'll welcome Chevrolet's new, look at these 1951 Chevrolet trucks at your first 
better designed brakes for their increased effectiveness opportunity. The “best in the business” are better than 
... their thrifty long life and extra safety! You'll recog- ever today! 
CHEVROLET MOTOR DIVISION, General Motors Corporation, DETROIT 2, MICHIGAN 








CHEVROLET ADVANCE-DESIGN TRUCK FEATURES 


TWO GREAT VALVE-IN-HEAD ENGINES—the shifting « HYPOID REAR AXLES—for on heavy-duty models « NEW CAB SEATS 
105-h.p. Loadmaster or the 92-h.p. Thrift- dependability and long life « NEW TORQUE- —for complete riding comfort e« NEW 
master—to give you greater power per ACTION BRAKES —for light-duty models ¢« VENTIPANES—for improved cab ventilation « 
galion, lower cost perload « POWER-JET PROVED DEPENDABLE DOUBLE-ARTICU- WIDE-BASE WHEELS—for increased tire mileage 
CARBURETOR —for smooth, quick acceleration LATED BRAKES —for medium-duty models « e BALL-TYPE STEERING — for easier han- 
response « DIAPHRAGM SPRING CLUTCH— NEW TWIN-ACTION REAR BRAKES — for dling « UNIT-DESIGN BODIES—for greater load 
for easy-action engagement « SYNCHRO- heavy-duty models e« NEW DUAL-SHOE protection e ADVANCE-DESIGN STYLING—for 
MESH TRANSMISSIONS — for fast, smooth PARKING BRAKE—for greater holding ability increased comfort and modern appearance. 











JANUARY, 1951—ELECTRICAL MERCHANDISING 








for yourself : S 
the new 195] 
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Model DE-106 


In Chicago... 
FURNITURE MART, Sth FLOOR 
MERCHANDISE MART, 2nd FLOOR 


Model DSD-106 
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/ PRICED FOR SALES... 
PRICED FOR PROFIT! 
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The new NORGE line of 


refrigerators is packed 
with features women 
want! In design...in de- 
pendability ...in conven- 
ience...they’re sky-high 
in sales appeal. Yet they're 
down-to-earth in price! 
This terrific, big 11 foot 
family job is a good ex- 
ample. Money-makers 
all, for you! 


Model D-116 


Model RSD-66 








1951 
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Model E-77 


Model PE-25B 
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IN CHICAGO... 
FURNITURE MART, 5TH FLOOR 


RCHANDISE MART, 
2ND FLOOR 
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Model N-16TLC—The top ‘‘Self-Starter”” model. Oven and 
burners light electrically. (Model N-15, same 
as N-16TLC without ‘‘Self-Starter’’ 
and a different package.) 


a 
Model N-12TLC “Self-S id < 
Model W-IRTLC “So Starr” model extiusivi® 


out ‘‘Self-Starter” and a di 


package ! E ‘3 
RSS. 


Model N-405 


Model N-3 
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\ The finest 
chest-type home freezers 
ee. in the business! 


jel HF-15, 15 cu. ft. Also avail- 
able in 8 and 23 cu. ft.) 


electric water 


heaters! 





extra-profit 


water 
IN CHICAGO... cooler! 


don’t miss the fabulous NORGE exhibits during 
the Show! 5th Floor—Furniture Mart. 2nd Floor— 
Merchandise Mart. We'll be looking for you! 
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ADVERTISINGS 
NORGE Sa 


WEDNESDAY 
NBC 
8:00-9:00 P.M. EST. 


y — jo . | - " - 
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FRENCH FRYER 
BASKET 


= Smooth, strong, easily cleaned 
aluminum. The shallow design 
permits complete immersion, 
prevents spatter. Scientific 
perforations of large diameter 
assure immediate access of fat 
to entire contents and allow 
fast, complete drainage, Rim- 
catch holds basket on the rim 
of Cooker while draining. 


BLANCHER BASKET 


Deep-Well cooker cnn Numeral 


contents immediately available 

to boiling water or steam, while 

retaining small vegetables, such 

as peas. Stable feet hold bas- 

@ These two baskets are brim-full of range sales, for the man who ket above floor of Cooker for 
knows and sells their advantages. , steam-blanching, add useful- 


Briefly, this is the story: The MIRRO Deep-Well French Fryer makes & ness as colander or drainer. 
cooking with deep fat a pleasure. The Deep-Well can’t be tipped over 

and the fat won’t spatter out. This smooth, perforated-aluminum 

basket fries fast, drains dry, cleans easily. 


The new Blancher Basket offers the easiest way to blanch or scald lv wake dt We fetir 
fruits and vegetables, necessary before freezing or canning. It can be eee 


used with either boiling water or scalding steam. Can’t be beat as a 


spaghetti or macaroni cooker. Also makes a grand colander. M i R Q O eS INSERT PANS 


These are the facts. They give your range, equipped with these baskets, 

an important edge over competition. Tel/ the story, get the edge, and These pans are an added “plus” with your 

you'll make the sale... easier, faster, and far more often. MIRRO Deep-Well Cooker. They allow 
cooking, without mingling, of up to three 

Don’t Forget the Folks Who Already Have Deep-Well Cookers foods at one time... triple the utility of 

These two baskets are profitable accessory-sale items to customers who a deep-well element. Sell them as original 

already have MIRRO Deep-Well Cookers in their present ranges. Buy equipment or individually, as accessories. 

them from your Range Distributor for this extra-profit, good-will 

building business. 





America’s Finest Ranges Are Equipped With MIRRO Deep-Well Cookers 








ALUMINUM GOODS MANUFACTURING CO., MANITOWOC, WIS. 


Fifth Avenue Bidg, New York 10 Merchandise Mart, Chicago 54 
WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 


THE FINEST ALUMINUM 
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first again wi 


Automatic Oven Timer watches over meals while you're 
away. Simply put your meal in the oven, set a simple 
“clock” — and that’s all! The oven goes ON and OFF au- 
tomatically . . . cooks dinner while you take in a movie, 


visit, shop. 


You can put your confidence in— 


Push Buttons with Tel-A-Cook Lights! So easy! You 
cook by pushing buttons! There’s a separate button for 
each cooking heat, different colored lights to show what's 
cooking. The exact heat you want, from simmer to 


speed-heat. 


Worlds leading 
ith newest 


“TWO COMPLETE OvENS! 


Yes, ma’am! That’s what you get in the brand-new G-E 
“Liberator” (plus all the newest “Speed Cooking” fea- 
tures described here). Huge all-Calrod Master Oven and 
Companion Oven fully equipped for all baking, roasting, 
broiling. Lets you roast a big turkey, with two casserole 
dishes, bake a cake, and have everything ready—all at 
once! 


New G-E Feature! 


Salt Conditioner! No more sticky, won't-pour salt! 
G.E.’s new Salt Conditioner keeps salt at pouring tem- 
peratures, even in dampest weather. Ready to use the 
instant you need it. 


Extra-Hi-Speed in a New Calrod® Unit! Superspeedy 
Calrod Units (each with 5 cooking heats) pioneered and 
developed by G.E.! And now an Extra-Hi-Speed Utility 
Unit—THE FASTEST 6-INCH CALROD EVER MADE! Faster 
cooking starts than ever! 


GENERAL 


ELECTRIC 
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electric range Is 
‘Speed Cooking features! 


A G-E Range for every need! And even in lowest-priced 
models, you get SUPERB G-E QUALITY — throughout! 


Whatever your cooking needs —whatever your budget 
—you'll find a General Electric “Speed Cooking” Range to 
fit! (Of course, they’re electric.) Every one boasting the 
same fine G-E workmanship! 

And look at this . . . based on a national average of 2¢ a 
kilowatt hour and average “family-of-four” use, a G-E 


Range costs only about $2 a month to operate. Often less 
than other fuels! Far less than most women think! 

See all the gleaming, worksaving “Speed Cooking” 
beauties now, at your G-E retailer’s. For name of one near- 
est you, consult classified phone book. General Electric 
Company, Bridgeport 2, Connecticut. 





Uoull see ‘Speed Buying” 


when women see this splashy spread on 
G-E “SPEED COOKING"! Appearing in four colors in the Saturday 
Evening Post, February 17! Reaching 4,009,589 readers! And remem- 
ber, 53 out of 100 women are pre-sold on General Electric appliances. 
So tie in with the leader—for bigger, better, easier electric range sales! 


GE "Strotoliner 


De luxe “Speed Cooking” Range 
with push buttons, built-in Pres- 
sure Cooker, Tel-A-Cook Lights. 
Tripl-Oven—really three ovens in 
one— (huge Master Oven includes 
smaller Speed Oven and waist- 
high, superfast Broiler). Deep- 
well unit cap be raised to surface. 








UT 

GE ‘Airliner 
Push buttons now in a new low- 
price bracket! Mammoth Master 
Oven, automatically controlled. 
Economical, deep-well Thrift 
Cooker. Superfast Calrod Units 
with Extra-Hi-Speed Utility Unit. 
New Hi-Style backsplasher—con- 
trols easier to see and reach. 


GE "Leader" 

All the conveniences of “Speed 
Cooking” to help you turn out 
grand meals! Oversize oven. 
Smooth-action switches. Extra-Hi- 
Speed Calrod Unit. No-Stain Oven 
Vent. Handy appliance receptacle. 
Full-size storage drawer for pots 
and pans. 








GE 'Stewardess 

Wonderful range buy! Smooth-ac- 
tion switches easy to see and reach. 
Economical Thrift Cooker with 45 
different uses. No-Stain Oven Vent. 
Oversize Oven and waist-high Su- 
per Broiler. Extra-Hi-Speed Calrod 
Utility Unit. Four-cubic-foot stor- 
age capacity. 
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an “OSCAR” to KitchenAid! 
Kitchen Aid spent much time and money in research and experiments to bring its 


customers a dishwashing machine that does its name proud! The makers of 
CALGONITE congratulate Kitchen Aid for this major step in serving the public. 


Privileged to work with Kitchen Aid while the Kitchen Aid dishwasher was being 
developed, the makers of CALGONITE offer owners of Kitchen Aid and other dish- 
washers a compound designed exclusively for use in dishwashing machines — 


calgonite’! 


Gi ech ENAIC ‘csomen 


receive a free sample of calgonite’ 


for use in their dishwashers 


*® A product of the Hobart Mfg. Co. 


KITCHEN AID of course wants its customers 
to get the very best results from KITCHEN 
AID DISHWASHERS. It wants to be sure 
nothing is put into the machine that will impair 
the machine’s performance. In recommending 


CALGONITE, Kitchen Aid knows its users will 
get the kind of results they should, because 
CALGONITE takes off every bit of greasy 
soil. Dishes come out sparkling clean, without 
streaks. 


tock, CALGOMITE 


-.- the compound recommended 
by the leading - of dishwashing machines! 


Your customers want CALGONITE! Make it available IN YOUR STORE! 


QUICK SALES! FAST TURNOVER / 


* STOCK CALGONITE 
* GIVE CALGONITE EYE-LEVEL SHELF SPACE 
* FEATURE CALGONITE IN DISPLAYS AND ADVERTISING 


Write for more information on CALGONITE. Only CALGONITE contains 


] ‘ *Registered trademark of Calgon, Inc., for 
CALGON*—the water conditioner that does away with soap film and scum. 


its vitreous sodium phosphate products. 


CALGON, INC.—wacan BuILvING, PITTSBURGH 30, PA. 
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NEW! 


To keep your 
clock sales rolling... 


SESSIONS 
“KITT Y-BELLE”’ 
ALARM 


No. 496A 


Retail 


$450° | 


pp gt Fen . E 
bie en ae: i . PA 
Qa OPI Ain. a> ae 


No. 496AL Same with luminous hands and numerals ... $5.50* 
Sessions “Kitty-Belle” Alarm is 4” wide, 334” high, with 314” dial. unOT EVEN 4 - 

Pur-R Rt 
This new Sessions beauty is the latest sensation in a < len 


A ant 
: ‘ yy 
featured line of electric alarm clocks, among the most 
popular clocks of their kind. 


The Sessions “Kitty-Belle” offers new and exciting bad 
modern styling in a new dainty size . . . at a just right C&S si Orms 
price! Of course, like all famous Sessions Clocks it is 
dependable, smooth-running and kitten-quiet (‘not 


even a pur-r-r!””), And best of all sales features, it has 
the patented Sessions ‘“Tru-Bel” alarm—not a buzzer! 


SELF-STARTING ¢ ELECTRIC 


Right now, “Kitty-Belle” is just the alarm to wake 
up lazy sales for you! Better stock up now to benefit from 


generous national advertising! *Slightly higher in far West. Subject to Federal Excise Tox. Protected under Fair Trade Act. 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza « In San Francisco: Western Merchandise Mart « In Canada: Northern Electric Co., Ltd., Montreal, P.Q. 
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The Nation’s 
No. 1 Beauty 





Only Coleman 
Oil Heaters Have These Big 3 Sales Features 


Nothing has ‘em beat! ...Coleman’s great line of expense. See the airflow construction that gives big 
magnificent Oil Space Heaters built full of sell to in- volume warm air movement for a better heated 
troduce exclusive new features. Look at the lovely, home. A dealer’s dream, a family’s pride—a com- 
lithe lines that make Coleman the pride of any plete unrivaled line of 12 sparkling models... one 
housewife’s home. See the burner with efficiency for every purpose, one for every purse. Win with Cole- 
that guarantees big heat production at low fuel man! The Coleman Company, Inc., Wichita 1, Kans. 


Coleman's BIG 3 puts heaters in homes, profits in pockets 


FUEL-AIR CONTROL. The Coleman exclusive that saves up to 25% on fuel. 
You get the same high efficiency on low fire or high fire. Automatically 
at new line assures just the right draft to burn fuel without waste. 


Also a gre Gas Heaters 


of Coleman 
inform 
an dist 
today: The or LOW PRICE. Aristocratic appearance and top heating performance at prices 
any, Inc. Dept. ED brought low by Coleman skilled engineering and mass production capacity. 
i, Kansas. Another big sales appeal that puts you ahead with Coleman. 


DECORATOR BEAUTY. The new beauty appeal that brings customers in. 
ation consult Exquisite design that wraps robust construction in glamorous beauty. It’s 
‘ ributor OF easy for a woman to picture a Coleman in her home. 

eman 


For more 
the Colem 
write 
Compé 
Wichit 








Comfort costs so little Coleman Oil Heaters are 
with a Coleman, America's listed under label service by 


leader in home heating QTL Underwriters’ Laboratories. 
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+) suner-Sensitive FM-AM Radios 


with Performance Superiority that makes Sales! 


Again Zenith lengthens its lead over the FM- FM can be. Truly . . . radio at its finest! 

AM field—with new and better versions of the Their newly designed cabinets are the style 
Zeniths that were already the industry’s two highlights of the radio year. Of course, both 
best sellers. With Zenith’s unrivaled Super- have Zenith’s famous Long Distance AM, big 
Sensitive FM, they bring in a wealth of enter- Zenith-built Alnico speakers and other Zenith 
tainment, static-free and real as only genuine advantages. 


ELEY ELEY 





New Super-Medallion New Super-Triumph 


Genuine Super-Sensitive Zenith-Armstrong F'M plus Zenith Long The same Super-Sensitive FM and Long Distance AM as the 
Distance AM—automatic volume control—built-in Wavemag- Super-Medallion, plus new broad-range tone control—jewel-like 
net* and Light-Line Antenna—cabinet of beautiful maroon on/off indicator—maroon plastic cabinet with ‘Flexo-Grip” 
plastic with Roman Gold mesh grille and tuning indicator. carrying handle—Roman Gold embossed dial. 


Zenith is Nal for 51 / 


ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS s son ostace RADIO 
Over 30 Years of “Know-How” in Radionics Exclusively ‘ 2 and TELEVISION 
ALSO MAKERS OF AMERICA'S FINEST HEARING AIDS iy 


ELECTRICAL MERCHANDISING—JANUARY, 1951 PAGE 45 





America’s most-wanted Combination Sandwich Grill and Waffle 
lron. (G-40) Makes four luscious waffles at once. Even frys bacon 
and eggs. Automatic and Standard models available. $21.95* 


America’s most-wanted Mixer... and the most handsome. (M-9) 
G-E gives you 3 powerfal beaters, built-in i ht and the best juicer 
ever. As a portable, weighs only 4 pounds. $39.95* 


America’s most-wanted Automatic Toaster. (T-81) Will give your 
customers dependable service year after year. Keep it on permanent 
display. Brown or ivory base available. $22.95* 


America’s most-wanted Roaster. (C-24) Bakes, broils, fries, roasts, 
steams—and keeps food warm. New heat-resisting glass window. 
Swell for small kitchen, and great for church suppers! $44.95* 


*Prices subject to change without notice. 








Perfect gifts... for 
every gift occasion! 
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be TERRIFIC...as usual ! 


vr. 


Again in 1951, it will pay you to 

feature the fastest-selling line... 

the line that made more money 
for you in 1950 than ever before!!! 


As a well-seasoned electric housewares man, we think you'll 
agree that you’ve never seen such an overwhelming demand for 
General Electric housewares as you saw in 1950. 


If your department has been typical of those all over the 
country, you sold more General Electric housewares last year 
than you did of any other competitive brand. 


America’s most-wanted Combination Steam and Dry Iron. (F-40) 
Automatic push-button control. “Dial-the-Fabric’” feature. “Iron 


with ease . . . press like a tailor!” $18.95* REMEMBER! 


50% of electric housewares are given as gifts . . . so feature the 
appliances most people want most EVERY DAY!! 

General Electric housewares— America’s most complete line — 
are the very backbone (and a lot of the meat) of yeur electric 
housewares business. 

You’re really not in the electric housewares business if you’re 
not featuring General Electric! 


Keep this in mind —always 





When you order electric housewares, always place these two 


magic selling words—‘“‘General Electric’ —in big letters on your 
eptcrg gape Son ~wtheg -23) g1295° ain order. It’s your best insurance for a prosperous year. 
available: fully automatic G-E budget iron, and G-E Travel Iron. General Electric Company, Appliance and Merchandise Dept., 


Bridgeport 2, Connecticut. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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MAKE SURE ! 


—the electric oven-he 


5s Wilcolator 


at control that 


IN 4,82) "with 





Profit by handling range lines that 
employ the easiest-to-operate and most 
cooperative oven control ever built! 


This is IT—the WILCOLATOR . . . the most advanced concept of simplicity, 
sensitivity and cooperation in modern oven-heat controls. 

A turn of the Dial, a push of the Preheat Button—and a Wilcolator-controlled 
oven is set to deliver the exact cooking temperature desired . . . deliver it fast 
(but fast) . . . and maintain it indefinitely. 

And that’s not all. As soon as the oven is sufficiently preheated, the 
Wilcolator preheat button snaps out with an audible click, giving unmistakable 
warning that the oven is ready for use. Here’s cooperation plus! . . . a boon to 
the busy cook, veteran or novice. No waste of time or fuel. 

Yes, Wilcolator means meal-making that’s simple, quick, successful. When 
the dial is turned to a setting, the oven bake element is automatically cut in. When 
the preheat button is pressed, the broil element is cut in. With both elements 
“pouring on the heat”, exceptionally fast preheat is obtained. 

As oven temperature approaches dial setting, the preheat button snaps out 
—disconnecting the broil element. Temperature “overshoot” is so accurately 
gauged, that almost from the moment food is placed in the oven, it is subject only 
to the cooking temperature selected. 

During cooking, Wilcolator’s super-sensitive thermostat switch (operating on 
a 30 to 50 per cent lower differential than heretofore possible) regulates the bake 
element so closely that oven heat is precisely maintained . . . resulting not only 
in perfect baking and roasting, but in maximum fuel economy. 

You'll find the Wilcolator control will “click” with every prospect. It’s a plus 
value you cannot afford to miss. Profit by making sure every electric range you 
handle has the outstanding advantage of Wilcolator. 


The Wilcolator Control provides both visual 
and audible signals. Pilot lights indicate when 
bake and broil elements are cut in and cut out. 
Preheat button snaps out with a clearly 
audible click when oven is ready for use. 


The control can be installed, on two mounting 
screws, in any of four positions—with preheat 
button located above or below, to the right 
or left of the dial. Contour harmonizes with 
the over-all appearance of any electric range 
. . + particularly with modern design. 





C NOW A Gas Oven Control 
o% That Also Says “WHEN” 
Wilcolator’s outstanding Oven Heat 
Control for Gas Ranges is now avail- 
able with the revolutionary Wilcolator 
“Oven-Reddy” Indicator-which auto- 
matically signals as soon as the oven 
is ready to use. Thus the exceptional 
advantages afforded by the Wilcolator 
Gas Range Control—such as its large 
capacity “Uniflow” valve for super- 
speed preheat, and amazing ease of 
servicing—are supplemented by an ex- 
tremely desirable feature hitherto only 
available on electric ranges. 
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AGREAT TEAM i WASHERS! 
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GREAT WASHING 

COMPOUNDS NOW 

AT ONE SOURCE 
OF SUPPLY! 


FLECTRa. 


Sol 
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SOAPth Sa NEW "3-IN-1" 

etic LAUNDRY DETERGENT 
Sells quickly, steadily .. . reduces service calls. Proper bal- 
fos eloi-re Marci cele)betettloyeMe) Moles oO MEeah petiel-litemel-1(-)ce(- tm eA meretile| 
water softener (3). Produdés: cleaner, whiter washes. Rinses 
freely. No soap scum. Keeps machine clean, too. Prevents 
lime scale. Recommendéd for use in leading washers. FREE 
SAMPLES available for demonstration purposes 


ELECTRA-SO DISHWASHER 
DETERGENT 

| Wott (T-l ces coycpbele meott-Jehcotjebbolemocoseetelelebele MbeMaGerl-) eleret ite) (-10 (oh 
business from every dishwasher customer you have. Leaves 
tableware absolutely film-free, sanitized. Eliminates scum 
and scale in machine . . . cuts down service calls. It's non- 
caking. Comes in handy, exclusive metal pour spout package 
Approved by leading dishwasher makers. 


For clothe 
ERAT 








MADE BY THE MAKERS OF SOILAX! a onwae 


| ECONOMICS LABORATORY, INC., St. Paul, Minn. 
. \ , \ 
\ ‘ \ \ i \ \ j t 1 \ a 
































7s for is for 


Education Action 


to build Easy’s brand to make women buy. 
with national ads Big ads in the papers 
to create the demand. with good “reasons why”! 


Feit em alt Together, They 


\ 5 \ at 
> ; 
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is for is for 
Seasonal You 


Displays and Promotions and the profits you make. 
Industry -wide, You get the lion’s share 
theyre causing commotions! of the big Easy cake! 


























LINE FOR 1951 
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NOW! Two 24’s! A console and a combination with 


MH 
VL 


Jy STROMBERG-CARLSON 


The RADCLIFFE 
Magnificent, new console... Huge 24-inch tube—356 square 
inches . . . as large as a full size newspaper page. includes fa- 
mous Stromberg-Carlson features — exclusive long-life tuner 
. .. 12-inch concert-type speaker . . . special noise-free cir- 
cuits. Beautiful period cabinet, mahogany veneers, com- 


pletely hand-rubbed. 45%” high, 374” wide, 23%” deep. 





The STANCLIFFE 

Complete home entertainment instrument that’s also ideal 

for schools, clubs, auditoriums. 24-inch television picture . . . 

high-fidelity AM-FM radio . . . 3-speed automatic phonograph 
. . . all the other famous Stromberg-Carlson 
engineering features. Exquisite period cabi- 
net, decorator-designed, completely hand- 
rubbed. In Honduras mahogany veneers. 
46” high, 38” wide, 26” deep. 


“There is nothing finer than a § TROMBERG-CARLSON,, 


Stromberg-Carison Company, Rochester 3, N. Y. — In Canada, Stromberg-Carison Co., Ltd., Toronto 
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Zme KISCO LINE 


BACKED BY A POWERFUL 
19 POINT SALES PROMOTION 


PLAN . « « Opportunity unlimited in lively, 
attention-getting sales aids that attract prospects. 
National Advertising in the Saturday Evening 
Post, Life, Better Homes and Gardens and Country 
Gentleman makes your sale easier . . . puts added 
prestige in your local promotion. Giant 30x 
2334”, 3-color handbills with your own imprint 
bring the full impact of your sales message right 
to the prospect—17 other hard hitting sales pro- 
motion helps, plus timely, Hot Weather point of 
sale material do a complete job of preselling. The 
product keeps ‘em sold. 


KISCO GIVES YOU THE 
PROGRAM, THE PRODUCTS 
AND THE PROFITS 














ole) Gai 


with another FIRST 7 


With The PA ‘TILT-O-TOP 


«e+ Another Exclusively Designed, 
Patented Kisco Air Circulator 


There is nothing on the market today to Compare with this New, PATENTED 
Kisco Unit. The Adjustable, Patented, Tilting Deflector (TILT-O-TOP) is 
designed to deliver air where it is wanted. The Versatility of the Adjusto-Air 
provides year ‘round service—year ’round profits for you—circulates the cool 
“low-level” air in Summer—recirculates warm, heated air in Winter. 

The Kisco Adjusto-Air is out in front, Leading the field just as KISCO 
CIRCULAIR, the Original and Pioneer Floor Model Air Circulator, always has. 
Get your share of the Profits with this Exclusive Model—with the Patented Sales 
Feature that cannot be Imitated or Copied. 

The Kisco Line—the Most Complete Line of Values offered today. The Kisco 
FIVE YEAR GUARANTEE Protects your Customers and your Profits. 


SEE THE COMPLETE KISCO LINE— Compare and be Convinced at the 
National Housewares Show, Booth 389, Chicago, January 18 to 25th. 


MAIL THIS COUPON FOR COM- 
PLETE DETAILS ON KISCO'S 19 
POINT SALES PROMOTION PLAN 


Kisco Company, Inc. 
2402-40 DeKalb Street 
St. Lovis 4, Mo. 


19 point 1951 Sales Promotion Plan. 
NAME____ 
FIRM NAME____ 


STREET ADDRESS. 


| 
€.m, \/S' 


_ 


| would like to have all the details on Kisco's 
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TRAV-L-AIR. A must in 
every home — a Comfort 
Producer when traveling. 


REGAL-AIRE. At home in 
the 


st of company. 
Style plus Performance. 


TABLE-AIR. A Combino- 
tion Gift — Recognized 
and Appreciated. 


SERVUS-TABLE. A com- WINDOW FANS. 12” to 
24” capacity. Plus Values in 

in Quiet, Cooling Com- Utility. 
fort for any room. 


LO-AIR. Always a Leader 
in Performance—Valve— 


built into Furniture. 
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Make your 
first stop 


SPOCE 


More exclusive features . . . startling new beauty... 


better than ever construction . . . that’s the short side 
of a long and profitable story on the NEW 1951 
WHIRLPOOL Home Laundry Equipment. You'll 
hear the whole story when you see us at the Fur- 
< niture Mart in Chicago. 

Right now . . . with white goods demand way 
ahead of supply . . . the really smart dealer insists 
more than ever that appliances must stay sold, that 


they must keep customers coming back to his store. 
And he knows that service and replacements for 
ordinary appliances cam “eat up” gross profit. 


AMERICAN 
FURNITURE 
MART 


CHICAGO, ILLINOIS 
JANUARY 8-19, 1951 
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That’s one of the big reasons why WHIRLPOOL 
is the line to sell in 51... it’s the line that stays sold! 
Every WHIRLPOOL washer, dryer, and ironer is 
built to keep your customers happy through the 
years. And dealers report their lowest service costs 
are on WHIRLPOOL. 

Make sure you cash in on the WHIRLPOOL qual- 
ity that keeps customers coming your way .. . an 
on the continuing advertising and promotional pro- 
gram designed to keep WHIRLPOOL surging ahead. 
Remember, at the Furniture Mart, make your first 
stop at Space 546-D. 


a 


Whinlpook 
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No soap! 


Ihe standard formula for fiction 
is boy meets girl in the first paragraph 
and gets hitched in the last. 

Occasionally the plot is varied by 
girl meeting boy, and in some stories 
they get married in the penultimate 
paragraph and go to Reno in the coda. 

Fiction offers a fine release from 
reality, an escape mechanism working 
unfailingly as Harry Houdini’s locks, 
and in its best form can be almost 
as exciting as fact 

In agriculture, the fast succession 


of new and exciting facts, the ever 
expanding fields of exploration and 
discovery, the amazing adventures in 


make 


almost old-fashioned 


creative research fiction seem 


Across the SF editor's desk move 
factual stories of how man’s ingenuity 
defeats the most ravaging forces of 
nature, the wind and eroding rains, 
turns the gouged gully and barren 
hillside into green pastures 

Mighty jinn released from the test 
tube, wipe out the blight of the locust, 
cut down the weed while permitting 
the corn to grow. 

Modern power machinery garner 
harvests far greater than all the King’s 
peasants, make the gleaner a 
dimly remembered figure 
of folk lore. 

New varieties grow 
more ears on the stalk, 
more beans on the vine, 


create the hens which 


lay twice as many golden eggs... 


ss 


and put two chickens in every pot, 


not by economic legerdemain, but 


by reducing losses, evolving better 
species, speeding growth by sound 
nutrition and better balanced rations, 


skyrocketing production per season. 


With so much happening on real 
farms and among real farmers... the 
editors of SuccessFuL FARMING just 


don’t have room for fiction! 


And are proudand happy toreport 


that among agricultural publications 
FARMING ranks 
last in fiction... 


SUCCESSFUL 

SUCCESSFUL FARMING is 
the handbook, practical 
manual, and daily guide 
to better farm living and 


better farm business... 


JANUARY, 


published for the nation’s best farm 
families, concentrated in the fifteen 
agricultural Heart States. For more 
than forty years, it has better served 
their interests, helped them to higher 


yields and greater incomes. 


The million SF subscribers in the 
Heart States alone earn easily 50% 
more income than the average US 
farmer. And ten years of peak prices, 
production, and profits have made 
the SF families the best electric goods 
market in the world! That is fact—not 
fiction! Any office of SF will gladly 
supply substantiating data and detail 
on request. For better sales, better ask 
soon SUCCESSFUL FARMING, Des Moines 
... New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, and 
Los Angeles. 
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Patented Water Deflector Tub 
—creates more turbulent water 
action—means whiter clothes in 


less time. 


* 





The proper washing speed for 
every fabric. Slow speed for cur- 
tains and wool blankets—me- 
dium for average or light soil 


and fast for badly soiled cloth- Big 23° —25 gal.—10 Ib. capacity tub. 


A Real “Stopper” with Sales and Buy Appeal. 
ing. 





ve These outstanding exclusive features eliminate 
all comparison and competition. 

Three additional full-skirted large tub models 
provide a logical assortment and step-up in every 
price range. See the Barton Line on display at 


For handkerchiefs, socks, and all 


hard-to-find pieces when washed 


in the larger tub. Also rayons the American Furniture Mart, Space 549A. 
and dainty fabrics—a patented 


time saving feature. THE BARTON CORPORATION 
WEST BEND, WISCONSIN 


* 


THE BARTON CORPORATION 


z. “ West Bend, Wisconsin 


Please send full information on Barton Washers. 
Tested trouble free transmission BETTER 


Firm Name_.__ inalaranaiecpicaiaitiaiac a 


—with an exceptionally liberal Address 





SEALED-IN-OIL TRANSMISSION 


Lifetime Guarantee. City 
Precision built —quiet and dependable 





Buyer's name 
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why Millions prefer 


UNIVERSAL 
CYfeemily 


me other Coffeemakers 


D 


Again in 1951, Universal will continue its tremen- 
dous advertising and promotion plans to keep Coffee- 
matic ‘Number One” in preference and sales. Your 
customers will see Coffeematic in the nation’s 
foremost advertising media — week after week . 

cash in on America’s Most Wanted Coffeemaker! 
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Just Set tt. 
and forget it! | 


NO BOWLS TO REMOVE 


Coffeematic is complete in itself—no 
bowls or cumbersome parts to remove. 


NO GUESSING NO WATCHING 


Flavor-Selector automatically assures 
correct strength... Mild, Medium or 
Strong. Just set it and forget it—the 
Redi-Lite will come on when coffee is 
ready to pour. 


NO REHEATING—NO DRIPPING 


Heat-Sentinel automatically reduces 
current when brewing stops. Keeps 
coffee “just right’ ‘til poured. The 
Non-Drip Spout is designed to pre- 
vent splashing or dripping. 








Copyright, 1951, 
landers, Frary & Clark 


n (ofeemate 
UNIVERSAL ( (2.06 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





ELECTRICAL MERCHANDISING—JANUARY, 1951 PAGE 59 








Cc 
Pulls 


Teve 
airy ny ir in o or p TSib]e 


« Pushe, 


ust 
P rie uate Nouns; 
in, 


iy 
ory) © cabin ined (lighe 


Ver. nish 


ed 

Ta a 

tings ir deli, Cry 
“8rante. 


A SELL-OUT IN 1950 . . . PLACE YOUR ORDER EARLY 


® By June of last year our entire 1950 production of the new Hunter Window 
Fan (pictured above) had been sold. This year the popular fan will be available 
in both 18” (2500 CFM) and 22” (3400 CFM) sizes . . . competitively priced 
for volume sales and fast turnover. It’s a proven profit-maker! Place your order 
early. Contact your Hunter distributor or write us for catalog and prices. 


HUNTER FAN AND VENTILATING COMPANY 


Exclusive Fan Makers Since 1886 * 398 S. Front St., Memphis 2, Tenn. 


HUNTER ALSO MAKES ATTIC FANS, OSCILLATING FANS, CEILING FANS, FLOOR FANS, AIRSPREAD FANS 
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A MESSAGE FROM ROBERT DUSEK 
PRESIDENT OF DULANE, INC. 


We take this means of thanking the thousands of distributors and dealers who have 
contributed to our continued growth since we first introduced the original Fryryte Automatic 
Electric Deep Fryer. Our new plant, scheduled for completion on January 15, 1951 

is the direct result of your splendid cooperation. With these greatly expanded facilities, 

we will be in a better position to take care of the ever-growing demand for Fryryte and other 
Dulane products. 


Our reputation for manufacturing “a better product” is one of which we are justly proud. 


With Fryryte, we have pioneered the field of automatic deep frying. We carefully 
considered the mechanical and engineering features that would produce the quickest heat 
and fastest heat recovery; the capacity most suitable to fulfill the needs of the average 
family; the variable heat control to supply the proper temperature necessary for cooking 
different foods; the light weight and beauty of design. Fryryte also offers the 
greatest flexibility of uses with the addition of our pop corn basket and steak rack. 

Many new delightful dishes have been discovered thru the use of our original Fryryte. 
Hundreds of recipes are included in our colorful recipe book. 





All these features have combined to make Fryryte the most popular, 
fastest-selling deep fryer on the market today. 


SEE DULANE AT THE NATIONAL HOUSEWARES SHOW, SPACE 751-753, 
NAVY PIER, CHICAGO 





DULANE, INC. 8550 W. Grand Ave., River Grove, Illinois 
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The HIDDEN 


LOOK HOW YOU CAN NET AT LEAST 11% 





Only 
Senvel Only Servel has the 


GAS Ketigerator " yw 
wavssuew.. tastier © AYUDOEN HALF 
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HALT Sto 


MORE REFRIGERATOR BUSINESS IN 1951 





Write or wire Servel, Inc., Evansville 20, Ind.,for details 


famous “motorless” freezing system...the 
that reveals true refrigerator value 
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o-lherm announces- 
195/15 hottest oil heater news! 


See ’em at the Furniture Market—Space 517 


NEW, Eye-pleasing Beauty NEW Extra-sale Exclusives 
— magnificent modern designs —new Automatic Power-Air Blower 
—rich, deep-brown finish —new choice of thermostats — 
—brilliant brass trim either electric or manual 
ae eee Plus Famous Fuel-Saving Features 
NEW Pace-setting Prices —Exclusive Duo-Therm Dual 
—generous discounts for Chamber Burner 

extra-large profits — Automatic Draft Minder 
—down-to-earth list prices —Waste Stopper 


that bring in customers —Fully Coordinated Controls 
— wide range of prices 
for every prospect 





Model 719 Model 718 r 


Fast Facts for Dealers: The Imperial Models 718 and 719 (illus- 
trated) are rated at 53,000 BTU output. Smaller models of each are 
rated at 41,500 BTU output. Automatic Power-Air Blower is avail- 
able on Imperial Models 619 and 719. It gives you a proved fuel- 
saving story of up to 25% ... plus the added comfort and conven- 
ience of a blower that turns itself on and off—axtomatically! (Note: 
Manual Power-Air Blowers available on request.) In addition to 
Imperial Models for 3 to 5 rooms, a complete line of Duo-Therm 
Oil Home Heaters for 1 to 6 rooms in a wide variety of styles—in- 
cluding beautiful period furniture consoles—trim, streamlined up- 
rights . . . with prices and finishes to suit your market. 


Du0-THERM ....,.<..<.- 


with more than 1,800,000 warmly satisfied customers! 


Duo-Therm Division of Motor Wheel Corporation « Lansing 3, Michigan 
Duo-Therm is « registered trade mart of Motor Whee! Corp., Copyright, 1961 
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COMING SOON! SPECTACULAR NEW PROOF that... 
The New Rival 


-STEAM:0-MATIC 


ee a ee) ee On a a 


Dry Irons for more years than any other steam iron made! 


MILLIONS MORE WILL SEE THE PROOF! 


How Steam-O-Matic, the fully automatic, Stainless Steel, 
steam-and-dry iron, ‘‘does more than all other irons claim’’ will 
be proved to millions of women in 1951...in STEAM-O-MATIC’S 
greatest-ever advertising and promotion campaign in— 





GET SET FOR 
THE PROOF 


and sel] the leader in 
1951! Ask your distributor 


, salesman for the new Rival 
$ 95* STEAM-O-MATIC dealer pro- 
19° Inct motion material—or write us! 
x 


Visit Our Exhibit, HOUSEWARES SHOW RIVAL MANUFACTURING CO. 
Chicago.....Booth No. 148-50-52-54 Kansas City, Missouri 
@Subject to change without notice ae Rival Manufacturing Co. of Canada, Ltd., Montreal 
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A MESSAGE TO AMERICAN 


INDUSTRY 


ONE OF A SERIES 


America’s Road to Victory 


... Let’s Increase Production 





This is the time to speak out—now —at the beginning. 


Our industrial program for re-armament is getting 
off on the wrong foot. 

The talking and writing about it emphasize the 
wrong things. 

Its headline words are “cuts” and “controls.” 

Those words make bad propaganda for the cold 
war. , 

“Cuts” and “controls” are no words to challenge 
the imagination and energy of our own people. They 
won't impress the masters of the Kremlin. And they 
can only make it appear to the rest of the world that 
America thinks it can defend the free way of life by 
abandoning it. 

America stands as the world’s champion against 
aggression because America has become the most 
powerful free nation in the world. 

How did we get that way? 

Not by putting ceilings on wages; not by rationing 
or clamping iron-clad government controls all over 
business and industry. 


To be sure, some temporary controls are necessary 


, to channel very scarce materials speedily to use for 


defense. So, too, are special taxes and credit restric- 
tions needed to combat inflation. But they will be 
fatal if they blind us to this fact: 


We became the strongest nation in the world by 
out-producing every other nation. 


Production —The Final Answer 

Next year our government is planning at least a 
$40 billion military program. Instead of planning only 
on controls to divert $40 billion of production from 
the making of civilian goods to the making of military 
supplies, we should be figuring out also ways to push 
up total production. 

Of course, our industrial plant is running at close 
to “capacity” now. And our labor force has reached 
almost full employment. There isn’t much slack to 
be taken up. 

Can even the United States add a $40 billion mir- 
acle of production on top of what it is already doing? 

Our answer is “Yes”—and within two years. It 
can be done by adding about $6 billion each year to 
our program of capital investment which now runs 
about $22 billion a year. 

Part of this added production will come from ex- 
panding our industries. The steel companies, for ex- 
ample, already have plans to increase their capacity 
almost ten per cent in the next two years. 

But by far the largest part of that $40 billion of 
added production must come from higher produc- 
tivity —raising industry’s efficiency. 


continued on next page 
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To meet our goals we need to raise our productivity 
five per cent a year. 

Can it be done? 

The answer is an emphatic “Yes.” 


Raise Industry’s Productivity 


McGraw-Hill’s studies of industry’s equipment 
show that there are countless opportunities for im- 
proving efficiency. Our manufacturing industries 
alone need at least $35 billion of new equipment to 
raise their facilities to first class technical standards. 

Here are some of the broad possibilities reported 
by the trained editors of McGraw-Hill’s business 
magazines: 

In many manufacturing plants as much as 40 per 
cent of workers’ time goes into moving materials and 
parts—shifting things about within the plant between 
processes and to and from shipping platforms. 

FACTORY estimates that improved materials 
handling equipment and methods might well cut 
handling costs twenty-five per cent and save annually 
over 650,000 man-years of unnecessary labor. 

Modern machine tools designed since World War 
II are 40 per cent more productive, on the average, 
than is old equipment. But AMERICAN MACHIN- 
IST surveys show that 95 per cent of industry’s 
machine tools are of designs at least ten years old. 
Replacing them could raise productivity of the metal- 
working industries at least ten per cent—enough to 
absorb a major share of the metalworking industries’ 
part of the defense program as now planned. 

In coal mining, latest equipment and methods can 
raise productivity sharply. The editors of COAL AGE 
estimate that production of bituminous coal could be 
raised from seven tons per man-shift to ten within 
three to five years. 

Many new textile production techniques are 50 
per cent to 75 per cent more efficient than those in 
use now. If plants could be fully modernized, and full 
use made of latest management methods, TEXTILE 
WORLD estimates that output-per-manhour would 
rise 20 per cent. A FOOD INDUSTRIES study in- 
dicates that modern equipment plus the best man- 
agement techniques could raise productivity in food 
processing at least 20 per cent. 

These are just some of the opportunities that in- 
dustry can seize and by which the nation can profit. 


A Nation-Wide Effort 

Of course, industry itself can’t do the whole job. 
Labor, government and all the rest of us must 
cooperate. 

Government’s part is to see that its emergency 
controls are so applied that they will increase pro- 
ductivity and thus make possible an early lifting of 
such controls. 

Labor’s part is to help in the development of labor- 
saving methods and machinery and to welcome their 
adoption as the only sure way of continuing to ad- 
vance the American standard of living while main- 
taining the American free way of life. 

For all of us the job is to work constantly for an 
expanding, ever-stronger America with constantly 
growing productivity; not a pinched and shackled 
America cooped up under wage and price ceilings and 
tied toa ration card. 


Challenge to Industry 

Here is a sharp challenge to industry to study the 
best work-methods that are being reported—to use 
every minute and every dollar it can to replace 
obsolete equipment. 

Here is a sharp challenge to government to do 
everything within its power to make its control poli- 
cies and its fiscal policies strengthen the incentives to 
industrial modernization—to demand sacrifice for a 
purpose and not for effect. 

The job to which such opportunities point will take 
time—though nothing holds back adoption of some 
of the simpler improvements in work-methods re- 
ported in business magazines all the time. 

But increasing production is our one best hope tha’, 
we may be spared the full array of price, wage and 
production controls now and be freed eventually from 
all controls. 

General Omar Bradley has said that the protection 
of our national independence calls for “long-range 
commitments that we are willing to carry out.” 

A long-range commitment to fight this battle for 
peace with America’s most powerful weapon —indus- 
trial productivity—is the surest guarantee of victory 
for the free world. 

Let’s make that commitment—now—at the be- 
ginning. 


McGraw-Hill Publishing Co., Inc. 
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ELECTRICAL 
MERCHANDISING 


WHATS AWEAD IN Wal 


Inflation, higher taxes, full employment, credit restrictions, bigger wages, material 


shortages, capital expansion — here’s how they'll affect the appliance industry 


YS. business will run at record- 
[ | breaking pace in 1951—under 

¢ ® the forced draft of mobiliza- 
tion. Production, employment, in- 
comes, and other measures of general 
business will reach new peaks. 

International developments will 
dominate the business scene. The 
pace of mobilization has been stepped 
up sharply since our military setback 
on the Manchurian border and its 
impact on business will be heavy in 
the first part of 1951. 

To meet the Communist threat, the 
U. S. is carrying out an accelerating 
program of mobilization and a large 
and expanding program of foreign aid. 

Along with the record-breaking 
volume of business this will bring 
comes the threat of sharp price infla- 
tion. Since Korea, wholesale prices 
have jumped 9 percent, which in itself 
represents a considerable inflation. 
Prospects are that the upward trend 
of prices will continue in 1951—and 
may even be speeded up. 


Two Great Problems 


Inflation and the shift over to de- 
fense production will be the dominant 
problems of business generally this 
year and they will hit the electrical 
appliance industry particularly hard. 

The industry has already felt the 
first effects of the mobilization pro- 
gram. Sales zoomed after Korea. The 
Commerce Department estimates that 
in the third quarter of 1950 durable 
goods sales were running 35 percent 
above their levels. Then 
the impact of Regulation W, restrict- 
ing installment credit, cut sharply 
into sales of appliances, television and 
autos. 

At the same time, Congress raised 
taxes on personal incomes and sharply 
restricted mortgage credit for home- 
building. Then, by year’s end, came 
a series of limitation orders on alumi- 
num, copper and cobalt—aimed at re- 
ducing use of the metals in civilian 
products. 

How will the defense effort affect 


business in 1951? 


year-ago 
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By the McGraw-Hill Dept. of Economics 


As it looks now, the government’s 
anti-inflation measures will give the 
appliance industry a sales problem in 
the first part of the year. 

Restrictions on installment credit 
may be tightened again. Home- 
builders, once they have sold the still- 
large volume of homes started in 1950, 
will probably be slow in starting new 
units, 

All this may slow appliance sales in 
the first part of the year. But forces 
are already underway that will reverse 
the trend. 


Consumer Income 


Incomes are rising steadily. At the 
last count, there were less than two 
million unemployed and the number 
promises to drop still more as de- 
fense production rises. Wages climb 
steadily, with the automobile and steel 
industries setting a pattern of ad- 
vances ranging from ten to twenty 
cents an hour. Moreover, workers 
are putting in longer hours, with siz- 
able groups working at overtime 
rates. The combination promises to 
push personal incomes in 1951 to well 
above the $221.2 billion estimated for 
1950. And that, in itself, is a new 
record. 

For large groups of workers this 
means incomes are up far more than 
their income taxes have risen. Con- 
gress is committed to raising taxes 
still further in 1951, But the pros- 
pects are that—short of rigid controls 
over wages—consumer purchasing 
power will continue to rise at a rapid 
rate. 


Consumer Demand 


The effects of restrictions on install- 
ment credit are still problematic. 
There’s no doubt that sales dropped 
sharply after Regulation W went into 
effect. But they recovered. And, 
with incomes rising, Regulation W 
may no more than slow temporarily 
the rising demand for applfances and 
autos. 

There is little likelihood that a 
shortage of money will slow buying 


1951 


to any great degree. The Federal 
Reserve Board estimates that individ- 
uals have liquid assets—cash, bank 
accounts and government bonds— 
totalling $180 billion. That is almost 
nine times the volume of consumer 
credit outstanding now. 

So great are the inflationary pres- 
sures that Washington observers ex- 
pect the government may be forced 
to use broad price and wage controls 
by mid-1951. Controls will probably 
come slowly—piece by piece, much on 
the World War II pattern. But the 
prospect is for a_ steadily-growing 
range of controls over the economy. 


Production Problems 


With materials getting scarce, pro- 
duction—rather than sales—will domi- 
nate the appliance industry’s problems 
later in 1951. 

The accelerating U. S. mobilization 
program will begin to cut sharply into 
production schedules in the months 
ahead. The metal limitations orders 
—cutting aluminum 35 percent, cop- 
per 15 percent, and cobalt 50 percent 
—became effective January 1. 

They are designed to secure metals 
for the strategic stockpiles, and for 
defense production. The government’s 
stockpiling program has been ac- 
celerated since Korea and will take 
increasing amounts of metal in the first 
part of 1951. Stockpiling will prob- 
ably taper off later, as goals are 
reached on individual materials. But 
by then the accelerating defense pro- 
duction program wil! be using more 
metal. 


Some Substitution Possible 


The electrical appliance and tele- 
vision industries have some scope for 
substituting. Industry leaders have 
reported that they won’t have to cut 
back production by the full amount of 
the percentage cuts in materials. But 
cutbacks are already ranging up to 25 
percent. With military production 
accelerating through the year, con- 
sumer durables may be cut back even 
more by mid-year. 


Will these cutbacks produce unem- 
ployment? 

Metal limitations orders are coming 
faster than defense production is ac- 
celerating. That means, for some 
companies in the industry, that civilian 
production will be cut back before 
they have defense orders. As it looks 
now, though, any such cutbacks will 
be only temporary and they will be 
limited to a few areas in the country. 
Prospects are that most companies will 
find it harder and harder to get man- 
power as the year goes on. 


Industrial Expansion 


Business activity will be boosted, 
also, by industry’s capital expendi- 
tures. A McGraw-Hill survey shows 
that industry as a whole will spend 
10 percent more in 1951 than in 1950 
for new plants and equipment. Manu- 
facturing industries are planning a 20 
percent step-up in their capital ex- 
penditures. 

The 1951 total promises to be even 
larger than the survey shows. More 
than half of the companies surveyed 
report that they will need to add still 
more new equipment, or expand into 
new plants, when they get defense 
orders. The government, too, is press- 
ing a major expansion of basic indus- 
tries—steel, aluminum, electric power 
and others. 

This promises a wave of expansion 
far greater than the wartime growth 
of industry or the postwar boom in 
capital expenditures. Industry is al- 
ready spending more for new plants 
and equipment than it was at the peak 
of the 1948 boom—and the 1951 fig- 
ure promises to be well above the old 
record, 


In Summary 


Business as a whole promises to set 
new records all along the front. But 
the forced draft of mobilization will 
bring major readjustments, particu- 
larly in the electrical appliance field. 
And the rising tide of inflation will be 
a dominating problem for business. 


End 
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Prewar and Postwar Sales and Retail 





1938 


1939 





PRODUCT 


Retail 
Value 


Number 
Sold 


Retail 
Value 


Value 





AIR CONDITIONERS, Room 
BED COVERINGS, Electric. . . 
BLENDERS 

BROILERS 

CLEANERS, VACUUM: 


Floor Type**. 
Hand Type. . 


DISHWASHERS, Motor-Driven 
a Clothes, Elec. & Gas.. 


Oak and Bracket. . 

Hassoc 

Ventilating—up to 16 in. ... 
FOOD WASTE UNITS 
FREEZERS, HOME. 
FRYERS, DEEP FAT 
HEATERS, SPACE, Electric. . 
HEATING PADS 
HOTPLATES 
IRONING MACHINES. 
IRONS: Total. . 

Automatic. ........ 

Non- Automatic 

Steam . 
KITCHEN CABINETS, Steel t. 

(Wall, Base, Accessory). . 
LAMP BULBS & TUBES: Total 

Fluorescent. . 

Incandescent 

Photo 

Miniature. 

Christmas Tree. . 
MIXERS FOOD.. ‘ 
OjL BURNERS: Total 

Conversion 

Boiler Bumer Units. 

Furnace-Burner Units 
OIL SPACE HEATERS 
RADIO & TELEVISION: 

Home Radios 

Portable Radios. . 

Automobile Radios 

Television... 
RANGES. . 
REFRIGERATORS. 
ROASTERS......... 
SHAVERS....... 
STOKERS. Residential 
TOASTERS: Total. . 

Automatic 

Non-Automatic...... 
WAFFLE IRONS -SAND- 

WICH GRILLS.. 
WASHING MACHINES: Total 

Electric (Standard net 

Gas Engine...... 

Small. . 
WATER HEATERS, Storage... 
WATER SYSTEMS... 





1,210,000 
421,000 


2,876,800 
1,378,000 


1,013,500 
512,000 
178,800 

4,158,000 


218,874 
193,057 
14,431 
11,386 
426,233 


8,065,000 


_ 1,750,000 


“405, 000 
2,310,000 
250,000 
1,580,000 
93,519 
2,213,900 
650,900 
1,563,000 


1,878,700 
1,642,000 
1,465 400 


$67,785,500 
5,798,500 


1,228,000 
12,520,000 
16,086,000 


935,500,000 152,615,000 
’ rea 110,125,000) 


71,647,462 
56,565,701 
8,557,583 
6,524,178 
26,076,950 


450,000,000 


395,010,000 
5,045,000 
25,280,000 
28,499,776 
12,651,000 
8,540,000 
4,111,000 


7,976,800 
122,868,800 
105,860,800 





967,000 

295,600 
2,500,000 
1,233,400 


1,653,700 
1,852,000 


1,412,800 


1,617,800 
1,137,600 
1,031,300 


$57,028,000 
4,368,500 


12,000,000 
5,185,900 


2,182,900 
1,024,000 
8,865,000 

13,747,500 


128,416,000 
98,396,000 


6,084,000 
61,813,814 
47,788,140 

7,881,204 

6,244,470 
17,842,500 


250,000,000 


39,875,000 


215,688,000 


4,990,500 
19,500,000 
20,279,200 
10,955,500 

7,338,500 

3,617,000 


6,966,600 
84,136,400 
74,401 ,800 


1,084,600 

312,000 
3,227,000 
1,674,300 


1,502,000 
84,580 


4,993,000 
2,340,000 
2,653,000 


441,818,000 


247,655 
211,532 
19,215 
16,908 
358,115 


"4,400,000 
335,000 


235,000 
1,200,000 
94,550 
2,437,000 
960,000 
1,477,000 


1,426,800 


1,329,300 
103,900 
11,000 
102,270 
211,145 





$62,840,000 
4,939,000 


15,490,000 
5 600,300 


10,589,000 
1,704,300 


2,194,500 
2,666,800 
1,063,200 
8,700,000 

17,568,000 

11,412,000 
6,156,000 


975,505,000 148,608,000 
533,687,000! 107,508,000} 


41,100,000 


69,284,930 
50,767,680 
9,742,000 
8,775,250 
18,411,250 


10,538,000 355,000,000 


49,245,000 


1,900,000 321,100,000 


5,475,500 
18,000,000 
26,663,300 
16,778,000 
12,864,000 

3,914,000 


6,572,600 


1,433,200 100,519,000 


91,354,800 
9,164,200 
200,000 
9,024,300 


1,340,600 

358,600 
3,600,000 
1,873,000 


931,500 
415,000 
175,500 

5,171,000 


1,115,476,000 
6,500,000 
568,026,000 
19,720,000 
285,469,000 
236,041,000 
460,000 
302,210 
238,845 
26,955 
36,410 
390,000 


450,000 
260,000 
900,000 
2,307,000 
995,000 
1,312,000 


1,545,000 


97,800 


125,000 





$73,156,000 
5,348,000 


1,975,000 
2,776,000 
1,033,000 
10,219,000 
18,853,500 


10,120,000 
88,083,900 
55,645,900 
13,322,700 
19,115,300 
21,060,000 


11,860,000 355,532,600 


62,775,000 


2,700,000 410,400,000 


6,084,000 
11,700,000 
15,425,000 
12,040,000 

3,385,000 


7,073,000 


1,552,600 113,156,100 
1,454,800 104,486,000 


8,670,100 


10,125,000 


383,000 
5,400,000 
1,941,250 


1,117,800 
547,800 
259,000 

5,585,000 


1,322,135,000 
21,931,000 
675,383,000 
29,289,000 
339,773,000 
255,759,000 
510,000 
333,250 
237,965 
39,990 
55,295 
471,393 


13,700,000 


728,000 
3,500,000 
290,000 
1,100,000 
182,956 
2,640,800 
1,237,000 
1,403,800 


1,646,400 
2,014,400 
1,892,400 

122,000 


205,000 





1,670,000 $93,600,900 


5,726,000 
27,000,000 
6,783,300 


2,312,400 
3,633,000 
1,430,000 
14,489,000 
21,100,000 


32,181,700 
28,260,000 


469,636,000 


103,376,000 
542,500,000 
7,366,000 
15,950,000 


17,945,500 
14,225,500 
3,720,000 


7,899,800 
159,329,970 
148,556,150 

10,773,820 


17,015,000 





*9 Mos. 1946. 


** Vacuum cleaner figures, include new and manufacturers’ 


reconditioned models for prewar, but from 1946 on represent new models only. 
t So-called portable metal cabinets not included. Stoker figures estimated by Stoker 
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vatue of APPLIANCES AND RADIO 





1948 


1949 


1950 





Retail 
Value 


Number 
Sold 


Retail 
Value 


Number 
Sold 


Retail 
Value 


Number 
Sold 


Retail 


Value PRODUCT 





2,289,500 
80,000 


155,228,100 
1,505,880 
40,950,000 
43,150,000 


203,080 2,877,000) 


13,146,000} 
82,959,000} 
67,645,000) 
15,314,000 


1,347,500 
1,304,545,000 
50,573,000 
726,105,000 
43,049,000 
329,271,000 
155,547,000 
1,500,000 
492,593 
408,861 
45,130 
38,602 
1,006,174 


285,405,000) 
48,818,000) 
149,287,000 
7,202,000) 
70,143,000) 
9,955,000) 
47,265,000) 
211,453,000 
151,258,100 
34,765,900) 
25,429,000) 
69,778,200) 
14,031,000 701,550,000 
1,153,450 . 
6,500 
576,700 
2,100,000 
150,000 
2,115,000 
151,223 
3,500,000 
1,400,000 
2,100,000 


107,266,200 
434,700,000 
4,500,000] 
35,955,000 


41,489,000) 
26,138,000) 
15,351,000 


3,600,000 
2,123,980 
2,047,380 


45,529,000) 
256,283,580 
247,303,000 

8,980,580 


625,700 57,083,650 


3,801,000 
186,400 
9,729,000 
2,963,000 
120,000 
58,000 


125,000 


2,140,000 
1,453,000 
599,250 
11,004,000 
8,495,000 
1,353,000 
1,156,000 


2,790,000 
1,705,044,000 
79,073,000 
831,241,000 
78,791,000 
444,911,000 
271,028,000 
1,220,000 
888,083 
669,615 
63,054 
155,414 
2,004,249 


14,484,530 
2,476,000 
3,029,630 

178,570 
1,210,000 
3,400,000 

410,000 
2,500,000 

61,597 
5,019,000 
2,840,000 
2,179,000 


3,567,000 
4,281,000 
3,657,000 
126,000 
498,000 
1,100,000 
730,000 





$19,734,000; 


3,442,500] 


285,368 | 

4,827; 
69,076,000) 
29,516,000 
30,000,000; 
12,180,000; 


15,625,000) 
65,767,500 


13,910,000} 
13,803,500) 
75,821 800) 


121,215,000 
93,645,000) 
8,118,000 
19,652,000] 


104,600 000 


392,077,000 
79,524,000} 
174,477,000 
13,702,000} 
102,773,000 
21,601,000) 
43,310,000 
418,178,500 
262,489,000) 
52,650,000) 
103,039,500 
165,079,970) 


838,720,000 
87,420,000 


62,015,000 
51,120,000 
10,895,000 


50,537,500} 
575,814,000 
541,236,000) 
18,144,000 
16,434,000 
143,000,000 
84,000,000 


16,500 
675,000 
215,000 
280,000 


3,360,860 
289,920 
9,995,000 
2,700,000 
225,000 
92,000 


85,000 
3,470,000 


1,225,000 
477,000 
7,360 000 
5,850,000 
700,000 
810,000 


3,500.000 
1,837,294,000 
79,400 000 
845,083,000 
143,602,000 
390,546,000 
378,663,000 
1,550,000 
455,245 
312,170 
42,785 
100,290 
1,234,865 


10,465,450 
2,642,660 
3,409,000 

975,000 
1,600,000 
4,766,000 

675,000 
1,650,000 

16,504 
4,850,000 
3,650,000 
1,200,000 


3,670,000 
4,616,000 
4,195,600 
114,400 
306,000 
1,040,000 
650,000 





$32,512,500) 
29,025,000 
8,170,000 
5,026,000 


257,542,700 
1,706,400 
74,962,500) 
33,870,000} 
61,875,000 
20,720,000} 


11,050,000) 


10,800,000} 
10,964,000 
71,550,000) 
94,392,500) 
75,757,500 

4,865,000 
13,770,000) 


138,000,000 
406,605,000 
80,059,000) 
179,411,000) 
24,125,000 
87,908,000) 
35,102,000 
58,105,000 
237,385,500 
131,735,700 
40,260,700} 
65,389,100 
103,305,100 


613,470,000 
78,170,000) 


383,500,000 
376,000,000 
1,239,160,000 
25,312,500 
32,175,000) 
26,227,100 
78,315,000 
71,175,000 
7,140,000 


57,114,000) 
756,184.800) 
726,404,400} 
17,846,400 
11,934,000 
137,800,000 
89,050,000 


95,500 
440,000 
175,000 
260,000 


2,889,500 
191,000 
6,110,000 
2,450,000 
160,000 
105,700 


76,500 


155,000 


1,350,000 
820,000 
307,345 

6,310,000 

4,850,000 
495,000 
965,000 


2,625,000 
1,756,665,000 
72,068,000 
814,401,000 
155,066,000 
330,102,000 
385,028,000 
1,375,000 
614,712 
440,748 
55,324 
118,640 
741,412 


6,619,910 
1,351,300 
3,437,825 
3,000,000 
1,056,000 
4,450,000 
350,000 
1,725,000 
30,000 
4,200,000 
3,450,000 
750,000 


1,960,000 
3,200,000 
3,065,000 
35,000 
100,000 
695,000 
600,000 





$39,155,000 
16,500,000} 
6,562,500) 
4,667,000 


175,000 
660,000 
185,000 
295,000 


221,794,300 
5,355,138 


39,715,000 
39,300,000 
44,000,000 
24,317,200} 


3,500,000 
230,000 
8,300,000 
2,975,000 
230,000 
295,000 





$64,750,000JAIR CONDITIONERS, Room 
26,070,000]BED COVERINGS, Electric 
6,937,500]BLENDERS 
7,360,000/BROILERS 
CLEANERS, VACUUM: 


Floor Type 
Hand Type 


LOCKS 


274,750,000 
6,670,000 


56,025,000 
54,101,250 
66,700,000|DISHWASHERS, Motor-Driven 
65,145,O00IDRYERS, Clothes, Elec. & Gas 


9,562,500 
51,356,000 


95,000 
2,450,000 
180,000 


12,302,500 
42,262,500 
7,110,000 


Attic 
Desk and Bracket 
Hassock & Floor 


9,817,500 
20,925,000} 
162,475,000 


360,000 
255,000 
890,000 
500,000 

1,115,000 

9,112,500] 1,725,000 

6,519,000} 

43,028,300 

81,639.500) 

62,807,509 
3,440,250 

15,391,750} 


103,687,500 
389,980,000 
72,700,000) 
173,000,000 
26,080,000 
80,600,000} 
37,700,000 
51,562,500 
262,843,600 
155,143,300 
43,872,000} 
63,828,300 
60,054,300) 


3,262,000 
1,879,000,000 

81,000,000 
860,000,000 
197,000,000 
451,000,000 


879,750 
304,990,000] 7,950,000 
1,799,750 
4,029,000 
6,900,000 
1,830,000 
6,200,000 
440,000 
2,150,000 
17,900 
4,525,000 
3,795,000 
730,000 


970,000,000 
242,880,000) 
1,134,750,000 
13,125,000 
37,087,500 
10,800,000 
73,290,000 
68,827,500 
4,462,500 


30,205,000 
534,178,000 
525,188,000 
5,390,000) 
3,600,000) 
90,350,000} 
78,900,000) 


2,535,000 
4,345,000 
4,212,000 
18,650 
114,350 
990,000 
735,000 





Ventilating up to 16 in. 

34,425,000|IFOOD WASTE UNITS 
289,250,000/FREEZERS. HOME 

12,475,OO0}FRYERS, DEEP FAT 

15,364, 700]HEATERS, SPACE, Electric 

11,988,750 

9,454,000} HOTPLATES 
58,129,000/|]RONING MACHINES 


101,188,500)|RONS: Total 
67,793,250] Automatic 
Non-Automatic 
Steam 
KITCHEN CABINETS, Steel t 
145,000,000} (Wall, Base, Accessory) 
433,400,000/LAMP BULBS & TUBES: Total 
87,500,000} Fluorescent 
188,500,000} Incandescent 
32,100,000} Photo 
Miniature 
Christmas Tree 
67,150,000|MIXERS, FOOD 
OIL BURNERS: Total 
Conversion 
Boiler Burner Units 
Furnace-Burner Units 
OIL SPACE HEATERS 
RADIO & TELEVISION: 
372,167,150] Home Radios 
54,802,360] Portable Radios 
Automobile Radios 
1,607,704,800] Television 
424,623, OOOIRANGES 
1,602,266, 000JREFRIGERATORS 
17,138, OOOJROASTERS 
50,525, OOOISHA VERS 
6,830,500/STOKERS, Residential 
80,142, 700/TOASTERS: Total 
76,127,700} Automatic 
4,01 5,000 Non- Automatic 
WAFFLE IRONS—SAND- 
WICH GRILLS 
WASHING MACHINES: Total 
Electric (Standard Size) 
Gas Engine 
Small 


29,527,750 


72,931,300 


131,175,000]WATER HEATERS, Storage 
113,925,000]|WATER SYSTEMS 





All other figures compiled by ELECTRICAL MERCHANDISING from sales reports 
of associations and manufacturers, from estimates made by association executives and 
leading manufacturers, and from 1947 Census of Manufactures. Permission to 
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reprint, quote, or use is granted provided credit is given ELECTRICAL MER- 
CHANDISING. Copyright MzGraw-Hill Publishing Co., 1951. 
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How the Appliance Market 


Residential & Rural | Home Washer lroner Dryer 
Electrical Customers } Shipments* Shipments* Shipments* 








Jan. 1, % of 
1951 | U.S. Total 


First 8 Months | First 8 Months %of | First 8 Months 
1950 | 1950 = 4 


% of 
U.S. Total | 1950 U. S. Total 





270,640 | 9,649 , 119 
New Hampshire 175,210 ‘ 6,520 : 549 
Vermont Pw war 111,100 : 3,669 f 321 
Massachusetts. . . . } ; 1,334,280 | 70,507 g 6,532 
Rhode Island... . io daiias 226,300 d 14,133 ’ 1,107 
Connecticut ; ead 574,560 ; 30,672 : 3,009 


New England. ae 2,692,090 135,150 12,237 


New York RA Ee: 4,047,790 . 203,939 
New Jersey xe _— 1,381,320 
Pennsylvania ‘ 2,679,150 




















” Middle Atlantic OPO 8,108,260 462,703 19.53 











Ohio 2,160,460 4 136,648 7.25 
Indiana . . 1,107,370 4 60,278 ; 2.64 
Ilinois ; 2,294,320 : 120,423 3 6.43 
Michigan , nae 1,754,560 . 95,245 ; 6.00 
Wisconsin ‘ , : 978,850 i 43,000 : 1.80 











8,295,560 455,594 
Minnesota ; 851,630 ; 35,293 
lowa 731,710 
Missouri 1,041,310 
North Dakota : 144,320 
South Dakota , ; 157,750 
Nebraska eons 349,970 
Kansas ceo 533,540 














West North Central i 3,810,230 








87,620 

, 556,490 

District of Columbia 159,840 
Virginia ; 712,640 
West Virginia ; 459,690 
North Carolina. . 953,660 
South Carolina. . 428,900 
Georgia ~ 730,480 
Florida 733,230 


South Atlantic me 











4,822,550 311,548 
Kentucky nee 636,490 33,513 
Tennessee 743,570 é 59,707 
Alabama 669,760 ‘ 38,189 
Mississippi 406,480 ‘ 22,335 





East South Central 2,456,300 
Arkansas 421,530 
Louisiana 586,110 A Ss 
Oklahoma 565,420 ; 26,029 
Texas 1,843,240 ‘ 135,140 


West South Central 








3,416,300 


Montana 156,780 
Idaho 170,410 
Wyoming 72,150 
Colorado 343,060 
New Mexico 157,350 
174,230 
180,310 

41,150 


Mountain : 1,295,440 


Washington 668,350 
Oregon 432,950 
California 3,046,000 7.80 


Pacific 4,147,300 10.62 275,500 


TOTAL UNITED STATES. 39,044,030 «100% 


2,313,817 





* The state sales figures represent the volume of only those manufacturers reporting on a state basis. They do not represent industry, 
nor even full association figures. 
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is Divided 


Refrigerator Range | Water Heater 
ipment* Shipments* Shipments* 


Manufacturers’ Appliance Shipments by States, in Units and 
Percentages, Compared with Number of Electric Customers 





Freezer 
Shipments* 





} 


First 8 Months % of First 8 Months % of 
1950 U. S. Total 1950 | U. S. Total 


First 8 Months 
1950 


First 8 Months 
1950 





22,417 
12,667 
6,891 
93,158 
28,440 s 6,660 
39,243 f 15,198 


1,508 
96 





202,816 62,844 





330,068 50,566 
113,687 17,430 
228,593 64,530 





672,348 132,526 





168,531 54,198 
89,601 28,747 
172,350 : 40,050 
129,093 43,549 
70,703 : 22,917 


12,065 
14,748 





630,278 17.45 189,461 





1.88 16,374 


8,757 
12,729 





372,553 





8,081 
50,022 
44,189 
61,478 
51,654 ' j 
104,197 48,979 
48,978 24,636 
84,849 x 35,995 
87,434 42,574 


vousssssic 





5,237 


. New Hampshire 
Vermont 

.. .Massachusetts 
Rhode Island 
Connecticut 

New England 
New York 

New Jersey 

. .Pennsylvania 








Illinois 
...Michigan 
. Wisconsin 





_. East North Central 





Minnesota 

. .lowa 

. . Missouri 
North Dakota 
South Dakota 


wo Wes 


t North Central 





Delaware 
.........Maryland 
District of Columbia 

irginia 

West Virginia 

. North Carolina 
South Carolina 
Georgia 

. Florida 





= | Rwrou-ro 


540,882 213,590 


34,696 





65,324 ; 17,409 
106,121 57,127 
71,197 ; 28,240 
48,059 E 8,852 


odo 
wow | w 
Ow 





3,530 
6,153 
4,422 
4,356 


. South Atlantic 


. Kentucky 
. Tennessee 

Alabama 
Mississippi 





291,301 111,628 


18,461 


.East South Central 





59,093 | ; 5,203 
71,913 : 3,668 
65,717 4,117 
244,486 26,107 


4,215 
8,466 
3,798 

18,951 


Arkansas 
Louisiana 
Oklahoma 


exas 





441,209 39,695 


35,430 


West South Central 





11,289 
11,725 

5.038 
38,915 
13,359 
18,883 
16,352 

4,902 


2,212 





Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 

. tah 
Nevada 








119,763 


Mountain 





43,730 


4,156 
17,713 








27,334 


Washington 
Oregon 
. California 











| (276,529 





Prepared by Market Analysis Department of Electrical Merchandising, on Basis of Figures Compiled by Edison Electric Institute, The 


National Electrical Manufacturers Association, and the American Home Laundry Manufacturers’ Association. 
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INDEX OF SATURATION... JANUARY 1952 


All figures, except radio, dryers, oil space heaters and gas engine washers, based on 39,044,000 domestic and 
farm electric customers. Radio, dryers, oil space heaters and gas engine washers, based on 43,468,000 total homes. 


Air Conditioners, Room 
Bed Coverings (Electric) 
Blenders (Liquefiers) 
Broilers 

Cleaners, Vacuum (Floor) 


Clocks 

Coffee Makers 

Dishwashers (Electric) 
Dryers, Clothes, Elec. & Gas 
Food Waste Units 

Freezers 

Heaters, Convector & Radiant 
Heating Pads 

Hotplates 

lroners 

lrons 

lrons, Steam 

Mixers 

Oil Space Heaters 

Radio Receivers, (Jan. 1950) 
Ranges 

Refrigerators 

Roasters 

Sandwich Toasters 

Shavers 

Television 

Toasters 

Waffle Irons 

Washers (Electric) 

Washers (Gas Engine) 
Water Heaters 


Number of 
Homes with 


200,000 
2,346,000 
790,000 
2,190,000 
22,048,000 
30,455,000 
18,657,500 
800,000 
535,000 
755,000 
2,815,000 
8,575,000 
11,466,000 
8,042,000 
3,465,000 
34,039,000 
4,798,000 
10,306,500 
6,185,000 
40,700,000 
8,195,000 
33,750,000 
3,160,000 
11,252,500 
11,187,500 
10,305,000 
27 ,07 4,500 
11,736,000 
28,092,000 
1,285,000 


| 





} 
| 
| 


| 





Percentage of 
Wired Homes 


5 
6.0 
2.0 
5.6 





Number of 
Homes Without 





38,844,000 
36,698,000 
38,254,000 
36,854,000 
16,996,000 

8,589,000 
20,386,500 
38,244,000 
42,933,000 
38,289,000 
36,229,000 
30,469,000 
27,578,000 
31,002,000 
35,579,000 


5,005,000 | 
34,246,000 | 


28,737,500 


37,283,000 | 


2,768,000 


30,849,000 | 
5,294,000 | 
35,884,000 | 


27,791,500 
27,856,500 
28,739,000 
11,969,500 
27,308,000 
10,952,000 
42,183,000 





Percentage of 
Wired Homes 


99.5 
94.0 
98.0 
94.4 
43.5 
22.0 
52.2 
98.0 
98.8 
98.1 
92.8 
78.0 
70.6 
79.4 
91.1 
12.8 
87.7 
73.6 
85.8 
6.4 
79.0 
13.6 
91.9 
71.2 
71.3 
73.6 
30.7 
69.9 
28.1 
97.0 


| 88.4 


4,525,000 34,519,000 
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SATURATION BY STATES... san. 1, 1957 





Refrigerators 


Ranges 


Washers 








Total Electric 

Customers with 

Household Electric 
Ranges 


PT 


Electric 
Customers 


Total Electric 
Customers with 
Household Electric 
lroners 





New Hampshire 


Massachusetts 
Rhode Island 
Connecticut........... 


179,750 
121,075 
75,925 
1,140,000 
215,675 
527,175 





66,967 
47,175 
25,703 

201,854 
45,878 

131,162 


17,946 
12,597 
7,735 
106,504 
17,559 
87,229 








2,259,600 


518,739 


249,570 





Pennsylvania 


3,701,300 
1,281,495 
2,569,600 


394,701 
128,874 
580,860 








2,256,675 
839,718 
2,882,481 





313,167 
107,180 
317,118 





Middle Atlantic 


7,552,325 


1,104,435 


5,978,874 


737 465 





Illinois. . . . 
Michigan...... 
Wisconsin. . 


2,045,175 
949,100 
2,182,175 
1,567,725 
720,500 


559,207 
301,207 
396,713 
542,740 
249,432 


2,225,655 
971,299 
2,162,895 
1,585,905 
837,027 


313,537 
104,069 
265,305 
228,763 





East North Central 


7,464,675 


2,049,299 


7,782,781 





Minnesota. . 
lowa..... 
Missouri 

North Dakota. . 
South Dakota. . 
Nebraska... .... 


731,850 
618,050 
990,750 
102,150 | 
116,900 
299,600 
384,750 | 


219,039 
148,992 
229,189 
51,435 
49,675 
83,375 
76,200 


808,776 
706,287 
1,116,727 
141,134 
155,714 
347,920 
397,834 


32,016 





3,244,050 4 


850,905 


3,674,392 


331,534 





Delaware. 

Maryland 

District of Columbia. . . 
Virginia... . 

West Virginia 

North Carolina 

South Carolina. . 
Georgia... . 

Florida 


80,150 
692,075 


564,900 
405,925 
701,025 
332,150 
627,925 
586,650 


133,840} 


' 
184,728 | 
108,842 
296,940 
139,580 
246.859 | 
277,669 





68,021 
600,918 


388,487 
465,515 
376,000 
118,315 
323,110 
219,959 





6,360 
30,969 
34,530 
25,648 
42,628 
24,634 

8,872 
30,035 
29,318 





3,990,800 


1,408,458 


2,620,325 


232,994 | 





Kentucky... .. 
Tennessee. ... 


Mississippi. . . 


510,575 
706,100 
471,025 
268,995 


97,322 
352,717 
182,097 

54,472 


424,019 
529,285 
236,268 
103,443 


25,822 
36,482 
17,187 

8,924 





East South Central 


1,956,625 | 79.66 


1,293,015 





88,415 





Arkansas. . . 
Louisiana... ... 


Oklahoma... . 


329,300 | 78.12 
416,925 | 81.37 
434,300 | 76.81 
1,680,125 | 91.15 


36,803 
24,887 
30,736 
173,994 





172,056 
358,578 
383,675 

1,005,075 


11,962 
23,828 
31,206 
94,302 





West South Central 


2,920,650 85.49 


266,420 


1,919,384 








Montana 

Idaho. . 
Wyoming 
Colorado. . 

New Mexico... 
Arizona. . 
Utah... . 
Nevada. . 


119,375 76.14 
131,600 | 77.22 
47,250 65.49 
292,850 85.36 
84,000 53.38 
140,100 80.41 
163,675 | 90.77 
38,400 | 93.32 


53,488 
93,880 
13,197 
62,852 
11,298 
19,652 
88,543 
22,369 


127,537 
111,534 
47,690 
289,315 
59,517 
117,683 
198,981 
30,959 





1,017,250 78.53 


365,209 


983,216 


118,250 





Washington. . 
regon 
California. 


541,125 80.96 
363,225 83.89 
2,439,675 80.09 


374,168 
257,749 
312,480 


550,013 
338,188 
2,311,510 


90,730 
53,320 
400,633 





3,344,025 80.63 


944,997 


22.79 


3,199,711 


544,683 








33,750,000 86.44 








8,195,000 








29,377,000 








3,465,000 








* West North Corteel end other + saturation areas reflect use of gas engine washers in homes without po 





—Prepared et Analysis rtment of Electrical Merchandising on Basis of Data Compiled “4 ‘National Electrical Manufacturers Association, The Edison Electric 
Institute, and The Aneto Home Laundry M 
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DOMESTIC AND FARM E 





STATE 


Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 
Connecticut 


New Bagie nd 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Ilinois 
Michigan 
Wisconsin 


East North Central 
Minnesota 
lowa 
Missouri 
North Dakota 
' South Dakota 
; Nebraska 
Kansas 


West North Central 


} Maryland 

} District of Columbia 
Virginia 

West Virginia 
North Carolina 


} South Carolina 
Georgia 
Florida 


t 
: 
; 
' 


South Atlantic 
» Kentucky 
| Tennessee 
: Alabama 
| Mississippi 
East South Central 
Arkansas 
‘Louisiana 
Oklahoma 
Texas 
West South Central 
Montana 
Idaho. . 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 


Washington 
Oregon 
California 


Pacific 


Total Residential and 
Rural Electric Customers 
January 1, 1951 


270,640 
175,210 
111,100 
1,334,280 
226,300 


4,047,790 
1,381,320 
2,679,150 

8,108,260 

2,160,460 
1,107,370 
2,294,320 
1,754,560 
978,850 
8,295,560 
851,630 
731,710 
1,041,310 
144,320 
157,750 
349,970 
533,540 
3,810,230 
87,620 
556,490 
159,840 
712,640 
459,690 
953,660 
428,900 
730,480 
733,230 
4,822,550 

636,490 

743,570 

669,760 

406,480 


2,456,300 


421,530 
586,110 
565 420 
1,843,240 


3,416,300 


156,780 
170,410 

72,150 
343,060 
157,350 
174,230 
180,310 

41,150 


1,295,440 


668,350 
432,950 
3,046,000 


4,147,300 


Urban 


Electric Customers 
January 1, 1951 


117,131 
96,449 
41,780 

1,160,498 

202,532 

382,082 


3,391,252 
1,108,019 
1,909,103 


6,408,374 


1,561 682 
687,412 
1,782,755 
1,212,977 
593,389 


5,838,215 


Rural Non-Farm 


120,313 


60,430 


46,122 
137,308 
20,128 
170,219 


Electric Customers 
January 1, 1951 


LECTRIC_ CUSTOMERS 


Farm 
Electric Customers 
January 1, 1951 


554,520 


512,572 
247,024 


137,098 
143,966 

26,277 
163,532 


333,775 





378,778 
245,304 
308,453 
366,009 
218,139 


1,516,683 


220,000 
174,654 
203,112 
175,574 
167,322 





507,770 
351,597 
652,605 

45,462 

55,431 
166,158 
276,981 


2,056,004 


539,957 } 


360,680 
178,470 
398,611 
157,229 
343,036 
509,397 


2,537,530 


289,001 
382,861 
307,899 
158,442 


1,138,203 








169,800 
170,836 
184,820 
53,583 
53,729 
91,812 
142,751 


867,331 


28,516 
135,496 


189,054 
198,366 
293,302 
138,369 
159,876 
170,888 


1,313,867 


203,885 
45,275 
48,590 
92,000 

113,808 


886,895 





8,954 


133,302 
227,568 
52,945 





971,153 





145,456 
148,300 
152,339 

84,716 





202,033 
212,409 
209,522 
163,322 





530,811 


787,286 





160,683 
352,576 
328,679 
1,115,684 


1,957,622 


16,406 
74,807 
36,293 
213,169 
86,491 
85,172 
110,566 
19,151 


82,997 
114,969 
115,662 
376,670 


690,298 





410,576 


249,995 
2,320,732 


2,973,803 


51,491 
54,327 
24,744 
86,015 
49,437 
16,782 
48,156 
19,624 


177,850 
118,565 
121,079 
350,886 





768,380 





28,883 
41,276 
11,113 
43,876 
21,422 
12,276 
21,588 

2,375 





182,809 





185,958 


79,316 
62,861 
139,271 





281,448 


TOTAL UNITED STATES 39,044,030 25,612,278 8,142,246 


5,289,506 





Totals estimated by Edison Electric Institute on basis of 8 Mos. 1950 customer data. Farm figures estimated by ELECTRICAL MERCHAN- 
DISING on basis of REA data as of June 30, 1950. Other figures estimated by ELECTRICAL MERCHANDISING on basis of data from 
1940 Housing Census, U. S. Department of Commerce. This term “Domestic Electric Customers" and this tabulation, issued periodically, is 
presented in preference to the Census figures on Occupied Dwelling Units Using Electricity because it maintains a continual base for state as 
well as national market computation. These figures are used throughout all ELECTRICAL MERCHANDISING calculations on saturation. 
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Help Wanted: 


TO SELL A GROWING LIGHTING MARKET 


Bigger volume, added profits and more traffic all 


await the retailer who will “sell” lamps, acces- 
sories and fixtures. Dealers who have overlooked 
this continually expanding market now have an 
opportunity to get into the buiness with the 
assistance of a new and ambitious light-condi- 


tioning campaign 


By TED WEBER 


ELECTRICAL MERCHANDISING—JANUARY, 1951 





LIGHTING BUSINESS can be sizable and profitable if a dealer merchandises a 
rounded stock of bulbs, complemented by a limited line of utility fixtures like 
the kitchen and laundry lights on the display above. 


ast year the nation’s lampmakers 
L= over $433,000,000 worth of 

bulbs, the biggest sales volume in 
the industry’s history. This year, 
barring restrictions, sales are expected 
to reach $456,000,000. 

No one will ever know just how 
much of this tremendous volume (with 
a margin of at least 27 percent) 
could have gone to the appliance dealer. 
Such an estimate is impossible because 
there is no way of determining what 
sort of job the appliance trade could 
do on lamps. As things stand now, 
the appliance dealer has little or no 
stake in the lamp business. His share 
of the market is, in the opinion of 
every marketing expert in the industry, 
ridiculously low compared to what it 
could be. 

Nor is this a new development. It’s 
been that way for some time, despite 
fairly consistent efforts on the part of 


manufacturers to draw the appliance 
dealer into the picture. Discouraged, 
but not ready to give up, these manu- 
facturers can be expected to maintain 
their efforts in the months ahead. But 
whether these efforts alone will bear 
more fruit in 1951 than they did in 
1950, 1949 or any other year is prob- 
lematical. 

There does appear to be some chance, 
however, that the coming year will 
see appliance retailers taking a health- 
ier interest in the lamp business. The 
improved prospects for such a develop- 
ment this year are due largely to an 
ambitious campaign launched last fall 
by General Electric’s lamp department. 


Light-conditioned Homes 


The campaign is built around a 
series of 22 simplified “recipes” for 
better lighting in the home and has as 

(Continued on next page) 
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(Continued) 


its aim the construction of 10,000 
light-conditioned “model” homes dur- 
ing the coming year. Utilities, fixture 
manufacturers and retail outlets all have 
roles te play in the new program. If 
its impact on the retail trade is only 
a fraction of that it has already made 
on many utilities, the campaign may 
play a big role in changing the ap- 
pliance retailer’s mind about the attrac- 
tiveness of the lamp business. 

Its significance to the dealer is two- 
fold. In the first place, judging by the 
early acceptance and enthusiasm by 
utilities, the campaign should lead to 
considerable re-lighting of present 
homes—thereby creating new sockets 
which must be filled. Probably of more 
immediate importance, however, is the 
opportunity it offers the retailer for 
tie-ins which could serve as the basis 
for intensified merchandising efforts on 
bulbs, lighting accessories and limited 
lines of fixtures 


Convincing the Dealer 


Before this happens, however, the 
appliance retailer will have to re-ex- 
amine his attitude towards the lamp 
business. For, almost any way one 
looks at it, the failure thus far of the 
retailer to capitalize on this market 
has been his own doing 

Certainly manufacturers have 
been—and still are—anxious enough 
to get the appliance trade on their team. 
The failure of the dealer to take ad- 
vantage of this situation can be traced 
partly to a series of misunderstandings 
and in large measure to a sense of 
apathy on the part of the dealer. 

Whatever the reason for the present 
state of affairs, it must be readily 
admitted that corrective measures—if 
they can be arranged—would be highly 
profitable for both parties. 

The manufacturers’ concern is simply 
explained. Bulbs that go to the general 
public fall into two broad classifica- 
tions: The bread and butter “A” line 
of ordinary household bulbs and the 
“specialty” types—sun and heat lamps, 
projector and reflector spots and floods 
and bulbs like the 100 watt 
“new white”. The first variety is 
an “impulse” item, requires no spe- 
cialty selling, but thrives on heavy 


the 


newer 
























































OVERCOMING THE NATURAL traffic of outlets like grocery stores takes some effort on the part of the 
appliance dealer who wants to get his share of the lamp business. 





store traffic (which it in turn helps 
create). Sales of specialty bulbs, on 
the other hand, are dependent not so 
much on traffic as they are upon gen- 
uine sales effort. 

The manufacturer (well aware that 
the more exposure an impulse item 
gets the better it will sell) would wel- 
come appliance additional 
outlets for the heavy volume “A” line. 
But more important, the lampmakers 
have long recognized the appliance 
store as a tailor-made outlet for the 
sale of specialty bulbs which require 
specialty handling. For these bulbs, 
at least, the appliance store is the nat- 
ural outlet—an outlet hard to replace. 

The retailer, however, is bound to 
be more skeptical of the advantages 
of this trade. He has several impor- 
tant reservations about the lamp busi- 


stores as 


DOMESTIC LAMP SHIPMENTS 


1949 Revised 


1950 Estimated 


ness. Until they can be removed, he 
would be, at best, a reluctant partner. 

To begin with, the dealer often re- 
gards the lamp business as “nickel and 
dime” traffic. In so doing he often 
ignores the fact that traffic, no matter 
what its immediate dollars and cents 
value, is vital to the well-being of any 
merchant. Beyond that, no home has 
nly one or two sockets to fill (General 
Electric’s latest survey on the subject 
shows about 17.5 sockets in the average 
home). A ten or fifteen cent purchase 
multiplied by 17 becomes worthwhile 
business. In addition, the develop- 
ment of the multiple bulb carton has 
stepped up the unit of sale. And once 
the dealer goes after the “specialty” 
lamp business, he will find that the 
nickle and dime merchandise has sud- 
denly become higher priced business. 


1951 Estimated 





Quantity 


Quantity 
(000) 


Value 
(000) (000) 


Value 


Quantity 
(000) 


Value 
(000) (000) 





MINIATURE (Incl. “L").....-.. 


eeeeee 


«+++ 1,756,665 


72,068 
814,401 
155,066 
330,102 
385,028 


72,700 
173,000 
26,080 
80,500 
37,700 


81,000 
860,090 
197,000 
451,000 
290,000 


1,879,000 


188,500 


433,400 


87,500 81,000 
875,000 
215,000 
415,000 


275,000 
1,861,000 


94,800 
199,500 
35,000 
97,700 
29,700 


456,700 


32,100 
94,900 
30,400 


Retail sales values are estimates only since many lamps are sold to quanity customers at varying discounts from list 
1949 unit figures are taken from Bureau of the Census Report No. M32B. 
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The dealer who goes a step further 
and carries a limited line of fixtures 
(for example, only those meeting the 
specifications set by G. E. in its light 
conditioning recipes for bath, kitchen 
and laundry) is moving up into big 
volume. 


The Facts of Life 


Then, too, the appliance dealer has 
resented the inroads made in the lamp 
business by other merchants, the drug 
stores, the neighborhood groceries and 
super-markets. To overcome this re- 
sentment the specialty appliance dealer 
must face up to one “fact” of distribu- 
tive life and then capitalize on still 
another. 

The “fact” that must be faced is 
simply this: since the ordinary house- 
hold bulb is an impulse purchase, it 
must be distributed through channels 
that offer good traffic. That traffic can 
be natural—as is the case with the 
grocery store—or artificial. In this 
case, bulb traffic must be drawn to the 
store by effective display and pro- 
motion. The appliance trade has ne- 
glected this artificial stimulation. As 
a result, the natural traffic outlets have 
taken over. And because grocery 
stores, for example, have proven to be 
such effective outlets for the “A” line 
bulbs, appliance dealers are not likely 
to have much chance of driving them 
out of that lamp market. 

The “fact” which can be capitalized 
on is this: high traffic outlets like 
grocery stores have one important 
limitation in the lamp market— they 
cannot and will not “sell” a bulb. The 
specialty lamp, the newer types of 
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EFFECTIVE DISPLAYS can create the traffic necessary to do a volume job on ordinary bulbs and provide the 
setting for merchandising 

















“specialty” 


lamps. 











bulbs and, in many cases, the multiple 


bulb carton are ignored by the gro- 
cery—even though the unit of sale is 
considerably higher than for single 
purchases of the “A” line. It is pre- 
cisely at this point that the appliance 
dealer can step in, capture his share 
of the high demand “A” line lamp 
business, and practically corner his 
local market on the bulbs which re- 
quire specialty handling. 


Positive Arguments 


Even after the dealer’s objections to 
the lamp business have been answered, 
there still remains the job of con- 
vincing him that the lamp business 
can be attractive—and profitable. 

Lamp margins vary according to a 
store’s annual lamp business, The 
minimum discount is 27 percent, ap- 
plying to stores doing less than $300 
(at net) during a year. For stores 
doing between $300 and $600, compen- 
sation moves up to 29 percent; over 
$600 the margin becomes 30 percent. 
Eventually the margin moves as high 
as 33 percent (for net sales of $7,500 
or over). 

Appliance dealers, accustomed to 
even larger margins on much higher- 
priced merchandise, might legitimately 
question the possibility of turning a 
profit on relatively inexpensive items 
carrying margins as low as 27 percent. 
There are, however, compensatory 
factors which in effect raise the com- 
pensation on lamps. 

A large part of the lamp business is 
still handled on a consignment basis. 
As a result, the dealer does not have 
to tie up his working capital in stock, 
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he has no worries over losses from ob- 
solescense or price reductions, there 
are no transportation charges against 
the dealer and the manufacturer carries 
insurance on the stock. (Despite these 
apparent advantages of the consign- 
ment systems, some dealers object to 
it, probably because of the paper work 
involved. To meet their objections, 
some manufacturers developed a work- 
ing stock consignment plan which did 
away with monthly reports on inven- 
tories. Others have gone a step fur- 
ther and are now selling lamps on an 
outright purchase basis.) 

Operating expenses in the lamp 
business are relatively low. A good 
display in a prominent spot (window 
or front of store) is probably the best 
single promotion that can be developed. 
Large expenditures for other forms of 
advertising, while desirable on some 
types of specialty bulbs, are generally 
not necessary for the lamp merchant. 
There are no service costs. Inventories 
need not be heavy (a minimum of 60- 
day and a maximum of 120-day stocks 
are recommended). Because the busi- 
ness is relatively simple, little sales 
training is necessary. Most manufac- 
turers feel that the clerk who has 
read one of the brief guides they pub- 
lish can do an efficient job in handling 
lamp customers. 

As a result, handling lamps can 
easily prove to be more profitable and 
attractive than the margins alone would 
indicate. 

In addition to the dollar and cents 
picture, the lamp business has many 
other attractive aspects: 

—it’s a volume market which con- 


1951 


tinues to grow at an astonishing pace. 
The normal rate of growth is con- 
stantly being accentuated by promo- 
tional activities on the part of manu- 
facturers and utilities. 

—it is not highly seasonal. In 
no month of the year does lamp volume 
drop below 56 percent of its peak 
month. 

—most lamps are presold for the re- 
tailer by the manufacturer’s advertis- 
ing. In addition, each manufacturer 
supports his retail outlets with con- 
siderable help in the form of promo- 
tional material, literature, displays and 
other selling aids. 

—because a large part of the market 
is replacement business, lamp sales 
are often repeat sales. If the retailer 
can suceed in identifying his store as 
a source of supply for lamps he can, 
therefore, build considerable traffic for 
his other lines. 

—the industry is almost entirely 
free of price cutting, cut-throat tactics 
and rapid changes in style which might 
obsolete inventories. 

—the physical problems of the busi- 
ness are much smaller than they might, 
at first glance, appear to be. While it 
is true that the largest manufacturers 
turn out over 10,000 types and sizes, 
the appliance dealer will never see most 
of them and will certainly be expected 
to handle only a few. 


The Incandescents 


For example, ten lamps account for 
almost three-quarters of retail sales 
of incandescent bulbs. The terr in- 
clude 15, 25, 40, 60, 75, 100 and 150 
watt bulbs and 100, 150 and 300 watt 


three-light lamps. The fastest movers 
among them are the 60 and 100 watt 
sizes, making up almost 30 percent of 
sales. The 40, 75, 25, 15, and 150 watt 
sizes (in that order) make up the next 
34 percent. The three-light types ac- 
count for another eight percent. Seven 
and seven-and-a-half watt night-lights 
contribute 13 percent of the total with 
the remaining 15 percent split almost 
evenly between 25 watt colored and 60 
and 100 watt daylight bulbs on one 
hand and tubular, flame shape and lu- 
miline on the other. The source for 
these figures is General Electric’s lamp 
department. In addition, Westinghouse 
has made a breakdown of sales of 
inside-frost bulbs as follows: 


60 watt 
100 watt 
40 watt 
25 watt 
75 watt 
50 watt 
15 watt 
150 watt 


20.60 percent of sales 
12.22 percent of sales 
9.38 percent of sales 
7.49 percent of sales 
6.84 percent of sales 
5.19 percent of sales 
4.95 percent of sales 
2.45 percent of sales 


These are the “demand” bulbs which 
customers need as replacements for 
lamps now in use. Only the first ten 
are normally stocked by grocery stores 
and the consumer can often be at a 
loss to find a ready source for the re- 
maining 28 percent. A store handling 
adequate stocks of these bulbs should 
find little trouble in building a reputa- 
tion for the completeness of its lamp 
stock. 


How Big a Stock 


Lamp inventory should be main- 
tained at a minimum of two months 
stock. For the dealer who has little 
idea of how much lamp business he can 
do, these sample initial orders pre- 
pared by General Electric may serve as 
a guide: 


Lamp Stock $7 Stock $2 
15 watts 24 30 
25 watts 24 
40 watts 24 
50 watts 24 
60 watts 72 120 
75 watts 24 60 

100 watts 48 120 


Fluorescents, Too 


In addition, most dealers can profit- 
ably handle a line of fluorescent lamps. 
These types are appearing in more and 
more homes each year and the resi- 
dential repacement market is growing. 
In addition, neighborhood stores and 
offices provide a market which is, as 
yet, largely untapped. 

Just who supplies this small com- 
mercial market remains one of the 
mysteries of the lamp business. Flu- 
orescent has gained wide acceptance in 
store and office lighting, the lamps are 
burned long hours, and a healthy re- 
placement market exists. Only larger 
stores (those buying $300 or more of 
lamps at net in a year) are eligible 
for “E” contracts under which they 
purchase their bulbs from the manu- 
facturer. The smaller store and office 
business, therefore, is wide open to any 
lamp retailer. Most dealers, however, 
have not as yet capitalized on this 
business. (For example, a_ recent 
study of one community shopping 

(Continued on next page) 
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UNIQUE ADVANTAGE in selling kitchen and laundry fixtures is enjoyed by 


oppli 


tor demor 


tration of the fixture in use 


one of four 
al dealers in the area handled 
tubes despite the fact that 
about 1000 fluorescent 
the shopping area. ( Westing- 
1ouse estimates that stores using flu- 
orescent have 24 lamps per store.) 
Store owners and building managers 
are entitled to discounts on minimum 
standard package purchases and the 
supplying the bulbs can grant 
these approved discounts without vio- 
the terms of his franchise. If 
argued that these discounts 
innot be recovered from the 
manufacturer) reduce the dealer’s 
in, it must also be conceded that 
the volume of such business may 
dealer for a better overall 
margin on his entire lamp stock. Busi- 
ne from neighboring stores can be 
forward in securing the 
cessary for the higher dis- 


“nter licated that only 
fluorescent 
there were 


sockets ir 


lealer 
lating 
it be 


(which 
margin, 


the 


What To Stock 


Dealer fluorescent stocks should in- 
clude 15, 20 and 40 watt sizes, the 
latter principally for sales to other 
merchants 
tints 
business 


The confusion over color 
plagued the fluorescent 
many years is still felt 

but efforts at standardizing and sim- 

plifying the lines are beginning to pay 
off. Eventually, four bulbs (standard 
cool and warm and deluxe cool and 
warm) should meet almost every de- 
mand. The two standard types will 
probably lead in sales to home-owners 
since they are the lamps of highest 
efficiency. As fluorescent lighting is 
applied to installations where style 
is important, demand for deluxe lamps 
will grow. This phase of the residen- 
tial still very 
small, however. In addition, some de- 

“white” fluorescent (the 
used tint before the ap- 

standardized lines) 


which 


tor 


fluorescent business is 


mand f 
most widely 
pearance of the 
will probably to be felt. 
After deciding on incandescent 
and fluorescent stocks, the appliance 
lealer should round out his lamp busi- 
a line of I 


DS. 


continue 
his 


ness with ‘specialty” bul 


and tl 


ance retailers, whose model kitchens and laundries provide natural setting 


Ihe specialty classification includes 
sun and heat lamps, reflector and pro- 
jector spot and flood types, germicidal 
ind ozone lamps to control odors and 
the newer household bulbs 

as the new white incandescent 
1¢ mushroom-shaped 50 watt type 


types of 


(such 


now available for use in pan-type ceil- 
ing hxtures ). 

While they vary widely in types and 
applications, these specialty bulbs have 
this much in common: they are higher 
priced (and therefore more profitable) 
bulbs than the “A” line and they re- 
quire specialty handling for proper 
merchandising. Grocery stores, for ex- 
imple, cannot provide the necessary 
sales force to “sell” an unusual bulb; 
as a result, they cannot capitalize on 
these higher-priced units. The spe- 
cialty appliance dealer, on the other 
hand, has built his business around 
“selling” ability and has a natural 
opportunity to cash in on such business 

A good stock of ordinary household 
bulbs, a selection of fluorescents ade- 
juate to meet’ residential and commer- 
cial markets, and a good variety of 
the specialty bulbs—these are the in- 
gredients for building a lamp business 
which can capitalize on every available 
market. 

Yet, attractive as the lamp business 
in itself can be, the profit possibilities 
have scarcely been touched if the dealer 
ignores complementary lines which 
have their roots in the lamp business. 


Lighting Accessories 


One important allied business is 
that of simple lighting and wiring 
accessories. While the sales of such 
accessories are profitable in themselves, 
such sales are also important in that 
they create new sockets to be filled. 
For example: 

-simple conversion kits are avail- 
for changing old lamps into 
modern units providing indirect light 
Once the lamp has been converted a 
demand for 100 watt indirect bulbs 
has been created. 
owners 


hl 
ipie 


new 


—home are showing 


creasing interest in the lighting of 
yutdoor recreational areas, gardens, 
croquet courts and shuffleboard strips. 
Such installations require a variety of 
wiring accessories. Once the outdoor 
area has been illuminated, a new de- 
mand for projector spot and flood 
lamps has been created. 

—outdoor decoration of the home 
has also enjoyed increasing popular- 
ity. This activity creates a consider- 
able market for waterproof plugs and 
outdoor cords, as well as extra sock- 
which can be pegged into the 
ground or easily mounted on trees or 
poles. Such an activity, of course, also 
opens up a new market for replacement 
sales of decorative lamps, outdoor 
Christmas bulbs and projector spots 
ind floods. 


ets 


And Fixtures 


Any discussion of the lamp business 
invariably leads to one on fixtures. 
This trade, like the lamp business, has 
been ignored by many appliance re- 
tailers. But while the lamp business 
is such can be recommended for al- 
most any appliance dealer, the same 
cannot be said of the fixture trade. 

Those dealers who do business in 
small communities where there are no 
ther outlets specializing in fixtures 
could logically expect to get into the 
fixture market with a limited line of 
merchandise—possibly one of the as- 
sortments now packaged by manu- 
facturers to simplify ordering prob- 
lems. In such a market, dealers might 
profitably add fixtures to their appli- 
ance stock. Such business has several 
desirable features: relatively little dis- 
play space is needed; no special sales 
training is required since fixtures sell 


through there are no 
service problems; and profit margins 
are attractive. In addition, the most 
troublesome problem in the field, that 
of installation, is rapidly being over- 
come by modern developments in wir- 
ing which permit the 
average install his own 
purchase. 

Many dealers, however, have neither 
the market, the display area nor the 
capital to put in a wide variety of 
highly-styled fixtures. The average 
appliance dealer. handling fixtures as 
a secondary line, could not be expected 
to carry an inventory diversified 
enough to allow him to compete effec- 
tively with a contractor or other mer- 
chant specializing in such merchandise 
The profits and advantages of the fix- 
ture market need not, however, be 
passed up by these retailers. They can 
win a reasonable share of the market 
by limiting their stock to a small line 
of utility fixtures. 


appearance; 


accessories 
customer to 


Confined Lines 


There are good reasons for an ap- 
pliance dealer limiting his stock to 
utility fixtures. By doing so he can 
confine his stock to a relatively small 
line of fixtures and still be reasonably 
sure of meeting most demands. With 
merchandise of this type, style is not 
a dominant factor; it is, therefore, 
unnecessary to carry enough types to 
prevent selling the fixture to 
several women. 

Secondly, such lines are natural ad- 
ditions. to appliance stocks and in 
selling them the appliance dealer can 
take advantage of “natural settings” for 

(Continued on page 306) 
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SELLING REPLACEMENT LAMPS to neighboring stores and offices requires 


little effort. 


JANUARY, 


Sometimes a reminder over a cup of coffee is enougn 
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Not all of the essential information revealed by indus- 
try surveys can be compressed into statistical figures, so 
on the following pages ELECTRICAL MERCHANDISING 
presents individual studies of both appliances which 
have been long-established and those which have re- 
cently achieved marketing importance, including home 
laundry equipment, refrigerators and freezers, ranges 
and water heaters, home heating equipment, television 
and radio, vacuum cleaners, kitchen cabinets, dishwash- 
ers and disposers, room air conditioners, dehumidifiers 


rolaleM =i (-Vaial am alelels-h del a-t; 


Each of these studies contains basic information on 
sales, saturation and dollar volume, but each attempts 
also to interpret the significant trends of 1950 in mar- 
keting, pricing and design, and, finally, points out the 
prospects for 1951 -business. Reprints of any of these 


studies are available. 


SEE THE FOLLOWING PAGES=> 
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RONING machine 


benefited 


sales in 1950 

upsurge the 
industry enjoyed gen- 
However, the increase in sales 


from the 

appliance 
erally 
did not match that registered by their 
Nor was it 
unexpected that the dramatic new addi- 
tion to the home laundry family, the 
clothes dryer, would outstrip both 
ironers in the percentage 
in sales for the year pre- 


companion item, washers 


vashers and 
Or increase 
vious. 

The figures show that in 1950 a total 
of 400,000 electric ironing machines 
were sold at an average retail price of 
$145 for a retail dollar volume of $58,- 
129,000. Standard-size ironers, aver- 
aging $167.90 at retail, made up 320,- 
000 of the unit total and portable iron- 
ers, selling for an average price of 
$50.50, accounted for the remaining 
80,000 units. These 1950 ironer sales 
were 30.1 percent over the 307,345 
units sold in 1949 and 35.1 percent 
over the same year’s dollar volume. 
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While exceeding the 1949 ironer 
business, it might be pointed out that 
the 1950 sales were below the 1948 
figure of 477,000 units and fell far 
short of the all-time record of close 
» 600,000 units set in 1947. 

It has been customary in the past 
for us to gauge the growth of ironer 


business by comparing it with the num- 
ber of washers sold. For many years 


in the past the ratio of ironer sales to 


washers has been about one to ten. 


IRONERS 


Sales gain 30 percent over 1949 for total 
of 400,000 units. Ratio to washers is 
one to 10.5, despite fact that 79.4 per- 
cent of dealers sell ironing machines 





TWO YEARS STATISTICAL SUMMARY 


IRONING MACHINES 
1950 


1949 





400,000 
$145.32 
$58,129,000 


(Jan. 1951) 
3,465,000 
35,579,000 


Units Sold 
Average Retail Price $14 
Retail Value... . 


Homes Owning. . 
Homes Without 


307,345 

0.00 

$43,028,300 
(Jan. 1950) 


3,144,300 
34,099,800 





With the exception of 1947, when the 
ratio dropped to one to six, this 
rule seems still to hold. In 1949, for 
instance, it was one ironer to ten wash- 
ers and in 1950 it was one to 10.5 
washers. Why this ratio does not im- 
prove as the years go by is still a prob- 
lem confronting the industry. Cer- 
tainly it is not a question of price, 
because the ironer sells for less than 
the washing machine on the average. 
Certainly it is not a problem of the 
service rendered, because ironing is as 
onerous a task as washing. The simple 
fact would seem to be that women still 
feel that some highly developed tech- 
nique or skill is required to operate 
an electric ironer and that they have 
not been exposed to a sufficient num- 
ber of demonstrations or free home 
trials to convince them to the con- 
trary. 

The 1950 ironer sales of 400,000 
units brings present saturation on this 
device to 3,465,000 units or nearly 
nine percent of the 39,044,000 wired 
homes in the country. This is still a 
far cry from the 72 percent of homes 
now owning electric washing machines. 
When less than 10 percent of the coun- 
try’s residential meters own a device 
which has been on the market 25 years, 
it should be obvious that there is a real 
challenge and an opportunity in this 
business for the country’s dealers. 


Replacement Survey 


This challenge to dealers in the 
ironing machine business is graphically 
illustrated in the latest survey on re- 
placements and trade-in practices con- 
ducted by this magazine. A total of 
350 dealers provided us with informa- 


tion on this subject and of them 278 
dealers, or 79.4 percent, said that they 
were selling, or perhaps “handling” 
ironers. This compares with 95.4 per- 
cent who were selling washers and 94 
percent who were selling refrigerators. 
The 278 dealers supplying sales figures 
on ironers said that in the first eight 
months of 1950 they sold collectively 
2,878 ironers or an average of 10 units 
per dealer. During that same period, 
they were selling 114 refrigerators and 
85 washing machines per dealer. A 
total of 276 dealers reported that 82.9 
percent of their ironer sales were to 
homes not already owning one, and 
that only 17.1 percent were replace- 
ment sales. These same dealers ac- 
cepted trade-ins which amounted to 
3.1 percent of the total units sold. Of 
these ironers taken in trade, 31.8 per- 
cent were rebuilt and resold, 29.5 per- 
cent were resold “as is”, 18.2 percent 
were junked and 20.5 percent were still 
in the dealer’s store. 


Sales by Regions 


Elsewhere in this issue will be found 
a tabulation of ironing machine sales 
by states for the four postwar years. 
They show that by far the largest per- 
centage, 28.55, were sold in the East 
North Central section (Ohio, Ind., 
Ill., Mich., Wis.). The second: largest 
area was the Middle Atlantic (N. Y., 
N. J., and Pa.), 17.92 percent. The 
Pacific states accounted for 15.19 per- 
cent and next in order came the West 
North Central with 10.23 percent, the 
South Atlantic with 7.90 percent and 
New England states with 6.91 percent, 
the West South Central with 6.39 per- 

(Continued on page 246) 
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HE washing machine business 
in 1950 enjoyed a record year. 
A total of 4,345,000 machines of 
all types were sold, worth at retail 
value, $780,971,000. The only postwar 
year to exceed this unit total was 1948 
when 4,616,000 washers were sold at 
a retail value of $756,184,800. 
Compared to 1949, when 3,200,000 
washers were sold at a retail value of 
$534,178,000, the 1950 volume shows 
an impressive gain. 
For the first time 
the industry, the percentage of dollar 
volume done in automatic washers ex- 
ceeded that of the conventional type 
of machine. A total of approximately 
1,630,000 automatics were sold, which, 
at an average retail price of $257, 
total of $418,954,500, or 53.6 
total washer dollar vol- 


of the 

ume. In units, however, automatics 
have not yet advanced beyond 37.5 per- 
cent of the total washer business. 

The percentage of gain achieved by 
the automatic washers in 1950 as com- 
pared to 1949 is striking, however. 
The 1,630,000 sold in ’50 represents a 
reent gain over the 928,000 
units sold in ’49.. Likewise the dollar 
volume of automatics sold in 1950 is 
77.0 percent over that registered in 
1949 

This near record of 4,345,000 wash- 
ers sold in 1950 is evidence of the pub- 
lic demand for laundry equip- 
ment. It will be remembered that as 
of January Ist, 1950, 68.6 percent of 
the wired homes in the country owned 
electric washing machines and a total 
of 14,000,000 were sold during the 
postwar years alone. Sales for 1950, 
therefore, bring the present saturation 
point of electric machines to about 
71.9 percent. To this figure, of course, 
must be added the three percent of 
families living in un-wired homes who 
own gasoline engine washers, so that 
total washer ownership in the country 
is now approximately 75 percent. 

A quick look at the washer’ busi- 


in the history of 


gives a 


percent 


75.6 pe 


home 
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ness as a whole in 1950, excluding, 
however, gas engine and small port- 
able units, would show a sale of 4,212,- 
000 units at an average price of 183.84, 
worth at retail 774,318,950. This would 
represent an increase of 37.4 percent 
over 1949 in units and an increase of 
47.4 percent in dollar volume over 
1949. The figures above are for 
wringer, spinner and automatic ma- 
chines alone. 


Reasons for the Boom 


In looking back to assess the rea- 
sons for the unusual washer business 
in 1950, the reader would have to recall 
that in the first half of 1949, business 
had slumped so drastically that manu- 
facturers had cut back production. By 
the middle of 1949, Regulation W had 
been abandoned and began to 
spurt. Steel and coal strikes hampered 
production still further, haqwever, so 
that as the industry entered 1950, con- 
siderable backlogs of demand had been 
created. This demand during the tra- 
ditionally slow months of February and 
March, led to production of over 400,- 
000 machines in the latter month alone, 
1 record not duplicated until Septem- 
ber of 1950. The Korean situation de- 
veloping in July stimulated retail ac- 
tivity to one of the highest levels of 
the postwar years. The 
wartime 


sales 


memory of 
shortages was still keen and 
the threat of an impending re-imposi- 
tion of credit controls provided an- 


other boost to the business. The con- 





WASHERS 


Automatic washer volume exceeds con- 


ventional sales dollarwise as unit sales for 


the industry score second-best postwar 
year with 4,345,000. Saturation of elec- 
tric models reaches 71.9 percent 





TWO YEARS STATISTICAL SUMMARY 
WASHING MACHINES (Standard Size) 
1950 


1949 





4,212,000 
$183.84 
$774,318,950 


(Jan. 1951) 
28,092,000 
10,952,000 


Homes Owning 
Homes Without 


ELECTRIC Units Sold 
Average Retail Price 
Retail Value 


(Jan. 1950) 
. 25,563,800 
11,680,300 


GAS ENGINE Units Sold 
Average Retail Price 
Retail Value 


(Jan. segs) 
1,285,000 
42,183,000 
* Based on Total Homes 


*Homes Owning 
*Homes Without 


(Jan. 1950) 
1,269,200 
40,423,700 





stant threat of price increases, too, un- 
doubtedly had a great deal of effect on 
the retail level. 


The Replacement Market 


As is customary, once a year ELEc- 
TRICAL MERCHANDISING surveys deal- 
ers in an endeavor to arrive at accu- 
rate figures on replacements, trade-ins, 
and the sales to homes not already 
owning washers. A total of 350 dealers 
answered our 1950 questionnaire, and 
95.4 percent of these dealers handled 
washing machines. A total of 334 deal- 
ers supplied us with figures which 
showed they sold a total of 28,690 ma- 
chines in the first eight months of 
1950—an average of 85 per dealer. 
Wringer and spinner washing machine 
sales were reported by 318 of the deal- 
ers who sold 17,979 units, or an aver- 


age of 57 units per dealer. A total of 
299 dealers reported selling 10,711 
automatic washers in this eight months 
period, or a total of 36 machines per 
dealer. 

Wringer and spinner washer sales 
reported by dealers showed 65.5 per- 
cent going to homes already owning a 
washer—in other words, replacements ; 
and 34.5 percent sold to homes without 
washers. In the automatic washer clas- 
sification, the dealers sold 9.9 percent 
to homes replacing an existing auto- 
matic washer. Further figures in the 
survey revealed that on wringer and 
spinner washers, 47.3 percent of the 
total business done involved trade-ins; 
on automatic washers, only 9.9 per- 
cent. In studying these figures it is in- 
teresting to note that the replacement 

(Continued on page 290) 
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HE clothes dryer, third item in 
home laundry triumvirate, is liv 
ing up to all its advance billing 
as one of the fastest growing of the 
post-war major appliances. From prac- 
tically a standing start in 1947, when 
some 58,000 units were produced, to 
years later, in 1949, when nearly 
double that number—106,000 units— 
were brought out, the clothes dryer in 
1950 has nearly trebled its sales vol- 
ume in a single year 
\ total of 295,000 
both electric and gas, 
1950 with an average retail price of 
$220.83 for a total top dollar volume of 
$65,145,000. Of this total clothes dryer 
business in 1950, roughly 80 
or 235,000 units 


dryers, 


lothes 


were sold in 


percent 
was represented by 
electric models and 20 percent, or 60 
000, were gas models. This 1950 
clothes dryer business represented a 
gain of 179 percent in units over the 
1949 volume and 168 percent gain in 
dollars over the 1949 retail volume. 
Total clothes dryers now in use in 
the homes of the country have 
passed the half million mark. Electric 
and gas model dryers in use now 
amount to 535,000 units, or 1.2 percent 
of the 43,468,000 total homes in the 
country. Unlike many electrical appli- 
ance saturation figures which are 
based on the total wired homes in the 
country (39,044,000), clothes dryers 
have to be figured against the total 
home figure, because gas are 
included in saturation esti 


sur- 


models 


Con 


ites. 




















CLOTHES DRYERS 


Sales of 295,000 units make dryers the 


little 
percent of the total 
homes in the country, it is obvious that 
both the public acceptance of the dryer 
over the past year and the number ot 


sidering saturation, therefore, at 


better than one 


washer owners in the country give the 
dryer pre-eminent position as one of 
the real profit items in the dealer’s line 
Lower Prices 

Increased production of electric and 
gas dryers during the past year re 
sulted naturally in some falling off in 
the average retail price, a trend which 


few other appliances experienced. From 


i high of $235 in 
1949, 1950’s price 


price, it 


1948, to $230 in 
was $220.83. This 


remembered, is a 


must be 
mbination of the electric 
The 


models in 


and ga 
odels 


lS artric 
electric 


average prices for the 
1950 was $212.68; 
vas models ran considerably higher 
$252.63 

little doubt that 


he incredibly fast acceptance of the 


There seems to be 


electric dryer, which has bypassed the 
usual slow pioneering stage, is due to 
rapid acceptance of the 
1utomatic washing machine. Here are 
a few short 
postwar years virtually revolutionized 


the equally 
two devices which have in 


older concepts of home laundry tech- 
nique. Another factor in the amazing 
growth of the dryer is the interest on 
the part of electric utility companies 
in the promotion of this load building 
Most dryers on the market to- 
220 and use 


device 


day require volt 


service 


fastest growing appliance. 


Saturation 


reaches 1.2 percent in just three years. 
Materials shortages are the only bar to 


further gains 





TWO YEARS STATISTICAL SUMMARY 


CLOTHES DRYERS, Electric and Gas 
1950 


1949 





295,000 
$220.83 .... 
$65,145,000 .. 


(Jan. 1951) 
535,000 
42,933,000 .... 


*Based on Total Homes 


. .Units Sold... . 
Average Retail Price 
Retail Value. . 


.*Homes Without 


-.- 105,727 
.... $230.00 
$24,317,210 


(Jan. 1950) 
255,750 


Owning : 
41,437,150 





from 900 to 1000 kw.-hrs. annually per 
installation. This means a revenue to 
the utility of about $20.00 a year per 
home. The utility load is well distrib- 
uted, too. Just as the automatic washer 
has resulted in the abandonment of a 
one day washday in favor of smaller 
loads spread out 


days, 


over three or four 
the dryer naturally follows the 
same pattern. In addition, utilities in 
many areas have subsidized the wiring 
costs on dryers in much the same 
fashion they did with the electric range 
in the past. Incidentally, two or three 
manufacturers brought out 110 volt 
models during 1950 which helped to 
)pen up a market among those people 
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Retail Value 
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1948 
1947 


WZ $20,720,000 
$12,180,000 
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who have hesitated in buying dryers 
because of the installation 
volved. 

The fact that dryer sales in March 
and April, and in August and Septem 
ber of 1950, were by far the heaviest 
of any time of the year, would seem 
to nullify the sales argument that 
weather alone was responsible for 
dryer acceptance. While this weather 
factor is a potent sales argument, the 
fluffiness of clothes dried mechanically 
is an effective year-round selling point. 

Elsewhere in this issue will be found 
a table showing a state breakdown of 
sales of clothes dryers for the three 
years 1947 through 1949. A cursory in- 
spection of this table would reveal, as 
in the case of many other appliances, 
the East North Central region (Ohio, 
Ill., Imd., Mich., Wis.) as far in the 
lead among all other markets. This 
East North Central region absorbed 
31.48 percent of all dryers sold in these 
years. Next was the Middle Atlantic 
(N. Y., N. J., Pa.) with 17.45 percent 
and the third ranking area was the 
Pacific region with 14.20 percent. West 

(Continued on page 248) 
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Which is Best: 


THE FULL LINE 
MULTIPLE BRANDS? 


When it comes to appliances, a full line is preferred by 
64.8 percent of the dealers participating in ELECTRICAL 
MERCHANDISING’s survey, but they’re not so sure about 


TV and radio. 


Service and outside salesmen bring in 


76 percent of the business for most dealers — whose 


annual volume averages $63,760 


By JAMES BOLGER 








QUESTION: How many brands do you carry? 


Number of Brands Handled 


Three 
Brands 


~ ——— 


Two 
Brands 


Five or 
More 


One 
Brand 


Four 


Product Brands 


Washers, 
Conventional 423 
(49.3%) 
463 
(65.4%) (1.8%) ( .1%) 

lroners 2 
( 2.4%) ( .3%) 
Dryers 5 


( 8%) 


265 
(30.9%) 


140 
(16.3%) 
40 


15 
( 1.8%) 
13 


15 
( 1.7%) 
Automatic 1 


Dishwashers 


Food Waste 
Units. . 


Refrigerators 
Freezers 


Room Air 


Conditioners. . 


Ranges, 
Electric 


Gas 


Water Heaters, 
Electric 


Gas 


Oil Space 
Heaters 2 
( .4%) 
Vacuum Cleaners 7 
( 8%) 
260 
(34.5%) 


Housewares. . 


(14.3%) (15.8%) (20.3%) (15.1%) 


Radio and/or 
Television. . . 301 


(36.6% 


244 127 70 
(29.7%) (15.5%) ( 8.5% 


80 
( 9.7%) 


N order to get a general picture 
I of dealer practices in the appliance 

field, ELectricAL MERCHANDIS- 
ING has surveyed nearly 5,000 retailers 
all over the country. Mainly, we 
wanted to find out the extent to which 
dealers concentrate on the “full line” 
of major appliances of one manufac- 
turer compared with individual brands. 
Sut the survey had other purposes. 
It aimed: 

1. to study what dealers are doing in 
regard to operating service depart- 
ments for major appliances, radio and 
television, and to discover how much 
new business the service operation 
brings in; 

2. to determine how many salesmen 
the dealers employ, and how many of 
these devote their time to outside sell- 
ing; 

3. to examine dealers’ methods of 
paying salesmen; 

4. to determine the amount of gross 
business in appliances, radio and tele- 
vision handled a year by appliance 
dealers of various types. 

Out of the 4,829 “larger” dealers 
(all readers of ELecrricaL MeEr- 
CHANDISING) who received our ques- 
tionnaire, a total of 1,012—20.9 per- 
cent—replied. Utilities were omitted. 


Types of Dealers Quizzed 


Of these 1,012 dealers who answered 
our questionnaire, well over half (619, 
or 61.17 percent) were specialty ap- 
pliance-radio-TV retailers. The rest 
were hardware stores (134), furniture 
stores (102), contractor-dealers (42), 
department stores (15) or “Others” 
(100). In answering the question, 
“If your company operates more than 
one store, how many stores?”, they 
revealed that the average dealer oper- 
ates 1.13 stores (1,009 dealers operate 
a total of 1,138 stores). A big ma- 
jority (91.2 percent) have only one 
store. Three dealers reported so many 
additional outlets that they were ob- 
viously chain store outfits, and were 
excluded from the general averages. 
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When we investigated the number 
of brands of a particular appliance 
handled by individual dealers, we 
found that in the case of nearly all 
appliances, there is a general tendency 
to stick to one brand and promote it 
exclusively. An exception is the con- 
ventional washer; a little over half 
the dealers carry more than one brand. 
Another is radio and television, where 
only 36.6 percent restrict themselves 
to one brand. For most of the older, 
established items—refrigerators and 
ranges, for example—the percentage 
of dealers who handle only one brand 
runs around 60 or 65 percent. In the 
case of new appliances it shoots up 
sharply—more than 87 percent of the 
dealers who sell food waste units 
handle only one brand, and for dish- 
washers the figure goes above 91 per- 
cent. For electric housewares, of 
course, the percentages tell an entirely 
different story. Here an assortment 
of brands is the rule rather than the 
exception, making “Five Brands or 
More” the biggest category with 34.5 
percent. 

Of the 848 dealers who listed ap- 
pliances in order according to the 
dollar volume of business they pro- 
duced, 483 (55.01 percent) gave first 
place to the refrigerator; 142 (16.17 
percent) put radio and television first, 
and 132 (15.04 percent) said washers 
were tops in dollar volume. Curiously 
enough, the largest number of second- 
place votes (253) went to the electric 
range, even though it ranked only 
fourth in first-place mentions. Some 
newer appliances—freezers, dryers and 
dishwashers— won enough _ third, 
fourth and fifth place votes to make it 
clear that they are winning consider- 
able acceptance, and may soon be 
classed among the established items. 


Exclusiveness—Yes or No? 


In asking dealers whether they con- 
centrate on one manufacturer’s full 
(Continued on page 302) 
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HOME LAUNDRY SALES 


WASHING MACHINES (1946-1949) 


BY STATES... 





Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 


Connecticut 
New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Ilinois 
Moéchigan 
Wisconsin 


East North Central 


) Minnesota 

S lowa 
Missouri 

: North Dakota 

+ South Dakota 

| Nebraska 

| Kansas 


West North Central 


Delaware 
) Maryland 
| District of Columbia 
) Virginia 
| West Virginia 
) North Carolina 
| South Carolina 
Georgia 
Florida 

South Atlantic 
Kentucky 
Tennessee. . 
Alabama 
Mississippi 


East South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 


West South Central 
Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 
Nevada 


Mountain 
Washington 
Oregon 
California 


Pacific 


UNITED STATES 


13,994 
7,311 
5,013 

68,510 

10,652 

27,989 


24,574 

9,170 
10,270 
123,973 
20,540 
50,983 
133,469 239,510 
183,181 
52,636 
180,674 


337,441 
107,468 
275,455 
416,491 720,364 | 
159,578 
70,181 
165,636 
104,436 
65,376 


240,244 | 
102,700 | 
242,077 | 
169,821 

93,163 | 


565,207 | 
86,194 | 
78,125 | 
129,841 
15,038 | 
17,606 
41,080 | 
50,616 | 


55,560 
51,802 
78,327 
11,070 
11,279 | 
26,109 
28,616 
262,763 | 418,500 | 


6,602 
42,914 | 
35,578 
55,018 | 
42,914 
60,519 
22,007 | 
63,454 | 
49,882 
| 


4,386 | 
24,438 | 
16,919 | 
30,495 
26,109 | 
26,109 | 

9,190 | 
25,900 
22,976 


186,522 | 378,888 


46,948 

86,928 | 
38,880 | 
21,273 | 


29,242 
40,521 | 
17,963 | 
9,399 
97,125 | 194,029 | 
12,950 
22,976 
27,153 
74,567 


25,675 

57,952 
49,516 | 
156,983 | 
137,646 
9,399 
5,848 
3,133 
20,470 
4,595 
7,728 


12,115 
2,924 


290,126 | 
16,872 
11,737 

5,135 
35,211 
9,536 
16,139 
20,540 
4,402 
66,212 | 119,572 
38,224 | 
23,394 | 45,848 
161,667 | 342,210 


223,285 | 458,847 


70,789 


2,088,720 | 3,667,841 


23,331 
7,211 
9,333 

115,382 

19,513 
54,722 


12,797 
7,737 
4,761 

92,554 

16,070 

38,986 

229,492 172,905 

330,028 
87,809 

339,360 


757,197 


225,879 
87,792 
247,603 


561,274 
173,501 
83,030 
152,669 
126,182 
58,925 


594,307 





268,094 | 
113,262 
246,460 
180,285 | 
86,961 | 


50,592 
54,758 
93,447 
11,904 
13,690 
27,379 
30,355 


458,136 
6,787 | 
58,116 
36,481 
78,901 
16,780 
107,747 
25,876 | 
97,142 | 70,899 
70,841 | 60,115 


558,671| 409,498 


282,125 
6,845 
35,712 
31,843 
48,211 
44,343 
80,352 
31,248 


| 


49,402 
81,840 
49,104 
29,760 


82,295 
134,471 | 
59,388 | 


25,876 


302,030 210,106 
42,420 | 
81,447 
52,601 

225,250 


36,605 
63,389 
29,760 
163,382 
401,718 293,136 
16,544 
13,150 
5,515 
55,994 
7,636 
16,968 
25,452 | 
4,242 


11,011 
12,499 
4,761 
27,379 
9,821 
14,285 
15,773 
5,952 


101,481 
54,758 


36,307 
260,103 


145,501 


64,903 
} 72,538 
| 356,752 


494,193 


+—— 


351,168 
| 4,242,000 


2,976,000 


74,696 
31,429 
29,377 
400,419 
66,775 
172,680 


775,376 


1,076,529 
335,705 
1,043,092 


2,455,326 


841,417 
369,173 
806,842 
580,724 
304,425 

2,902,581 
281,004 
261,465 
460,690 

56,253 
62,088 
139,109 
160,915 


1,421,524 


24,620 
161,180 
120,821 
212,625 
190,146 
274,727 

88,321 
257,325 
203,814 

1,533,579 

207,887 

343,760 

165,335 

86,308 


803,290 
117,650 
225,764 
159,030 
620,182 


1,122,626 


53,826 
43,234 
18,544 
139,054 
31,588 
55,120 
73,880 
17,520 


432,766 
228,674 
178,087 
1,120,732 
1,527,493 


12,974,561 


42 
33 
14 


24 
43 
57 
43 
3.33 
1.76 
1.37 
8.64 
11.77 


100% 


308 
205 
3,728 
821 
906 


6,703 


13,868 
3,882 
14,860 


32,610 


20,007 
9,029 
24,436 
12,090 
7,114 


72,676 


3,711 
3,027 
4,685 

616 

598 
1,505 
1,659 


15,801 


154 
1,402 
1,333 
1,146 
2,052 
1,402 

547 

838 
1,060 


9,934 


1,402 
2,377 
855 
291 
4,925 
~ 906 | 
1,265 
1,642 
3,779 
7,592 
393 
205 
120 
1,214 
342 
462 
923 
103 
3,762 | 
2,394 | 
1,419 
13,184 | 


3,379 
1,600 
7 
14,345 | 
3,142 
34,915 


58,152 


43,688 
15,353 
46,415 


105,456 


59,634 
19,206 
38,531 
37,345 
12,923 
167,639 
12,271 
13,634 
16,124 
2,134 
1,719 
6,343 
5,453 


57,678 
830 
5,394 
4,624 
5,809 
7,232 
5,987 
2,430 
6,876 
7,529 


46,711 


5,335 
9,129 
3,794 
2,608 


592,783 


2,270 
662 
710 

12,203 

2,129 

6,527 


24,501 
38,739 

7,331 
38,455 
84,525 
35,759 
13,149 
29,421 
32,826 
10,406 


121,561 


11,872 
8,183 
13,906 
2,696 
2,791 
5,061 
5,298 


49,807 
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.... All figures based on Manufacturers Shipments 


MACHINES (1946-1949) 


CLOTHES DRYERS (1947-1949) 





1,031 
583 
491 

10,192 

1,289 

3,806 


17,392 


24,130 
6,784 
23,118 


54,032 
23,915 
8,350 
20,998 
19,709 
5,955 


78,927 


8,012 
6,692 
9,302 
1,781 
1,719 
3,684 
3,561 


34,751 


460 
3,499 
4,205 
2,517 
3,438 
3,100 
1,166 
3,714 
3,315 


25,414 
2,241 
3,315 
1,536 
1,596 


307,000 


7,415 
3,153 
2,177 

40,468 
7,381 

46,154 


106,748 


120,425 
33,350 
122,848 


276,623 


139,315 
49,734 
113,386 
101,970 
36,398 


440,803 


35,866 
31,536 
44,017 

7,227 

6,827 
16,593 
15,971 


158,037 


2,201 
14,741 
14,230 
13,965 
19,013 
16,212 

6,319 
17,908 
17,344 


121,933 


13,519 
21,869 
9,638 
6,387 


51,413 


8,059 
15,669 
16,654 
58,201 


98,583 


7,103 
5,405 
2,146 
15,207 
4,117 
5,739 
11,370 
3,493 


55,180 
38,475 
27,120 
168,868 
234,463 


1,543,783 


100% 


50 

35 
14 
9 
27 

37 
Me 
23 


2.49 


1.76 
10.94 


“15. 19 


961 
1,586 


227 | 


189 
510 
691 


6,017 


630 
572 
612 
421 
680 
394 
1,069 
639 


5,122 


539 
976 
542 
428 


105 | 





5, 190 
2,283 
8,805 | 


16,978 


4%, 109 | 
5,042 | 
7,642 
7,970 | 
3,636 


35,399 


4,101 
2,875 
3,710 


1,089 - 


909 
1,850 | 
1,279 


10,230 [ 15,813 | 
206 211 
582 539 | 
698 | 1,765 
814 | 465 
779 | 1,184 | 
868 919 | 
438 | 349 | 
680 867 | 
967 


6,032 | 
850 | 
904 | 
949 
644 


3,347 


528 | 
1,495 | 
1,020 
3,177 


6,220 | 


474 | 
788 | 
188 | 
797 
170 
224 
447 
116 


3,204 a 


3,866 | 
3,213 


5,970 od 


4,817 | 
sour] 


“47,558 | 
5,495 | 
£1,090 


Ae | 


20,981 

10,914 | 
17,775 | 
20,816 | 
9,153 \ 


79,639 | 


8,961 | 
5,581 

7,695 | 
1,764 | 
1,554 | 


32,060 


522 | 
1,751 
3,035 
1,891 | 
2,384 | 
2,467 | 
1,181 
2.616 | 


3,212 
1,917 | 
7,791 | 


14,269 


1,357 
2,059 | 
589 | 
1,981 | 
393 | 
491 
1,640 
365 


8,875 ‘ 


10,934 | 
8,515 
16,472 


4.31 
7.03 
8.23 
3.62 | 


31.48 


3.54 


; . Maine 
‘New Hampshire 
Vermont 

. Massachusetts 

. .Rhode Island 


. .Connecticut 


New England 


..New Jersey 
. .Pennsylvania 


Middle Atlantic 


8.29 


3 


bil 5 adam wa, ak oon lean 


Wisconsin 


East N Nerth Central 


2.21 | 


3.04 
-70 
61 

1.39 


49.67 


ste Ge 


21 | 


Missouri 
.North Dakota 
. South Dakota 





West North Central 


Raleten 


69 | 


1.20 


75 | 


“District of Columbia 


... West Virginia 
. North Carolina 

. South Carolina 
. .Georgia 
Floride 


- South Atla ntic 








Kentucky 
. . Tennessee 


Mistisippl 
East South Central — 





Louisiana 


i” Oklahoma 





“West South Central 
hiietinle 
. . Idaho 
Wyoming 
. Colorado 
New Mexico 
.. Arizona 
.... Utah 
. Nevada 


. Washington 
regon 
California 








89,500 $00, 105,700 | 
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REFRIGERATORS 


Replacement sales exceed new sales for 


first time in history as consumers pur- 


chase over 6,000,000 units. 


East North 


Central and Middle Atlantic Regions still 


lead as best markets. Output in 1951 


may be cut 35 percent 


HE refrigeration industry in 

1950 completed the biggest year 

in its history. 

Despite the fact that close to 80 per- 
cent of the wired homes in the country 
owned refrigerators as of Jan. 1, 1950, 
and despite the fact that nearly 15 mil- 
lion refrigerators were sold in the pre- 

ous four postwar years, sales in 1950 
totaled 6,200,000 units. At an average 
retail price of makes a 
grand total of $1,602,266,000. This 
1950 all-time sales record represents a 
39.33 percent increase over the 4,450,- 
000 units sold in 1949, The dollar vol- 
ume increase of 41.20 percent was even 


$258.43, that 


greater 

The 1950 refrigerator sales volume 
brought present refrigerator ownership 
to 33,750,000, or 86 percent of the 39,- 
044,000 wired homes 
as of January 1, 1951. 


in the country 


Trade-in Survey 
Elsewhere in th issue, the 
will find the fifth at 
trade-in 
TRICAI 


reader 
inual refrigerator 
survey conducted by ELeEc- 
MERCHANDISING which high- 
lights the dramatic switch in the busi- 
ness from the sellers’ to the buyers’ 
market. Briefly, 843 dealers reporting 
showed 60,837 refrigerators sold 
in the first six months of 1950, or 72 
units per dealet 


sales 


Of these units sold, 


FIVE 


Units Sold 


6,200,000 
4,450,000 


14,411 refrigerators were taken in as 
trade-ins, or 23.69 percent of the deal- 
ers’ sales. This percentage of trade- 
ins accepted against sales is up sharply 
from the 15.5 percent registered in 
1949, the 4.8 percent in 1948 and the 
1.3 and 1.1 percent recorded in two 
surveys made in 1947. 

The study also reveals that in 1950, 
86.7 percent of the responding dealers 
were accepting trade-ins on refrigera- 
tors as compared to 74.5 percent in 
1949, 56.7 percent in 1948, 30.6 percent 
in September, 1947, and 12.6 percent in 
January, 1947, The survey, which is 
well worth studying, also contains im- 
portant data on the disposition of the 
traded-in refrigerators and a break- 
lown of the trade-in information by 
types of dealers and the size of the 

ymmunity in which they appear. 


The Replacement Market 


It would be well to point out per- 
haps that the number of trade-ins ac- 
cepted (23.6 percent) in 1950 
not tell the whole story on the re- 
placement market. The actual figure on 
replacement obtained 
separate survey on the subject, is 
52.1 percent to total sales. Sales to 
homes not already owning refrigera- 


4 


does 


sales, from a 


rs accounted for the 


7.9 percent. This 


remainder— 
is the first time in 


Retail Value 











TWO YEARS STATISTICAL SUMMARY 


REFRIGERATORS 
1950 


1949 





4,450,000 


Average Retail Price 55 


.. .Retail Value 


(Jan. 1951) 
33,750,000 . 
5,294,000 


$255. 
$1,134,750,000 


(Jan. 1950) 
29,500,000 
7,744,100 





the history of the industry that a 
greater proportion of the total sales 
were replacements of old or obsolete 
boxes than were sold to homes pre- 
viously not owning an electric refrig- 
erator. The difference in the two fig- 
ures (23.6 percent of sales involving 
trade-ins and 52.1 percent represent- 
ing actual replacements) is accounted 
for by those customers who either gave 
away their old box, kept it as a second 
refrigerator, sold it privately, or simply 
junked it. 

In this same replacement survey, 
311 of the responding dealers provided 
information on the disposition of re- 
frigerators taken in trade. The figures 
show that the largest percentage, 28.6 
percent, were rebuilt and resold. The 
next largest classification shows that 
31.7 percent of the boxes were resold 
“as is”. A total of 21.1 percent—one 
out of five refrigerators—were junked, 
and 16.9 percent of the refrigerators 
taken in trade were, at the time of re- 
porting, still on dealers’ floors. The 
remaining 1.7 percent were “rented 
or loaned.” 

Dealer Survey 

\nother interesting survey, appear- 

ing elsewhere in this issue in some 


detail, provides further light on the 
average dealer’s experience with re- 


YEAR REFRIGERATOR SALES RECORD 
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frigerators. It shows that over 90 per- 
cent of the 1,012 dealers responding 
handle refrigerators. Nearly two-thirds 
of the dealers (63.9 percent) handle 
one brand alone; 24.2 percent handle 
two brands; 8.6 percent handle three 
brands; 2.6 percent carry four brands 
and only .7 percent carry five or more 
brands. The largest number of dealers 
(55 percent) said that refrigerators 
were the largest dollar volume pro- 
ducer in their line. 


Size and Price Trends 


An analysis of sales by NEMA 
members only for the first nine months 
of 1950 reveals that the 8 cu. ft. box 
is firmly entrenched as the largest sell- 
ing size refrigerator in the business. 
A total of 33.85 percent of the refrig- 
erators sold in that period were 8 cu. ft. 
boxes. However, the 9 cu. ft. box with 
21.37 percent sold and the 10 cu. ft. 
with 8.61 percent, if lumped together, 
would show 29.98 percent in this sec- 
ond category. The 6 and 7 cu. ft. show 
10.92 percent and 12.66 percent re- 
spectively. Today the less than 6 cu. ft. 
size of box accounts for less than one 
percent of the total business. 

Average retail prices for refrigera- 
tors moved up slightly from $255 to 
$258.43 in 1950. This figure, of course, 
is subject to some slight modification if 
further price increases in the last two 
months of 1950 should materialize. 

Another recent study throws some 
revealing light on refrigerator sales by 
types of outlets. The specialty appli- 
ance stores account for about 33 per- 
cent of sales, followed by department 
stores with 18 percent, furniture stores 
with 16 percent, hardware stores with 
6 percent, farm implement dealers with 
4 percent, auto accessory stores with 4 

(Continued on page 292) 
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FREEZERS 


HE freezer manufacturer who 

last January estimated that boxes 

of 12 cubic feet and larger would 
account for 60 percent of the 1950 
sales volume hit it right on the nose. 
The pinpoint accuracy of his predic- 
tion is especially surprising because 
total sales of 890,000 units at a retail 
value of $289,250,000 far exceeded 
most expectations, almost doubling the 
1949 figure of 485,000 units. 

NEMA sales figures for the first 
nine months of 1950 show that freezers 
. from 11 to 12.9 cubic feet capacity ac- 
counted for 31.95 percent of total sales, 
almost a 10 percent jump from the 
1949 figure of 22.10 percent. The sizes 
from 13 to 16.9 cubic feet also made a 
gain, reaching 17.63 percent of total 
sales in 1950 as compared with 15.92 
percent in 1949. Over a three percent 
increase was registered in the 17 to 
20.9 classification—which made up 
12.92 percent of total sales in 1950 as 
compared with 9.01 in the previous 
year. Added to the small share of the 
market owned by freezers of over 21 
cubic feet, these percentages total 60 
percent, ending the rule of smaller 
sizes. In 1949, for example, freezers 
from 7.0 to 8.99 cubic feet made up 
24.21 percent of total sales. In 1950 
this share dropped to 18.14 percent and 
freezers in the 5.0 to 6.99 size suffered 
an even ruder shock, losing eight per- 
cent of the market by dropping from 
1949’s 12.62 percent to 4.23 in 1950. 

The smallest freezers, those four feet 
and under, dropped only about two 
percent (from 7.46 to 5.17), indicating 
that there is still a market for small 
freezers to go in the kitchens of small 
homes and apartments. 

Thus do freezers, like television 
screens, get bigger and bigger. Back in 
1948 those freezers of nine cubic feet 
or less accounted for 56.38 percent of 
sales. Then in 1949 they took only 45.3 
percent of the market and in 1950 their 
share had declined to 44.29 percent. 
The upright freezer’s share of the 
market has also waned, going from 
4.39 percent in all of 1949 (13,785 
units with a manufacturers’ value of 
$3,434,808) to 3.05 percent in the first 
nine months of 1950 (14,395 units val- 
ued at $3,190,020). 


Saturation Gains 


The estimated 1950 freezer sales of 
890,000 units bring saturation up from 
1949’s figure of 5.2 percent of 37,244,- 
000 wired homes to 7.2 percent of 39,- 
044.030 wired homes, or 2,815,000 














freezers estimated to be in use. Part 
of the great jump in 1950 sales is due, 
of course, to a Korean-panicked pub- 
lic’s fear of food shortages. June sales 
were 52,825 units, 90.46 percent higher 
than in June of 1949. But July sales 
leaped to 76,699 units, 147.51 percent 
above the previous year’s July figure. 
Sales stayed at this high level in 
August and in September slid down 
only a few thousand units to 62,843, 
still over 100 percent better than in 
the previous year. Even it the face 
of these startling gains, freezer sales 
maintained the same seasonal pattern 
of 1949, when sales were lowest in the 
early months of the year and highest 
in the summer. 


Less Manufacturers 


Despite the slightly lower 1950 re- 
tail average price for freezers ($325 as 
compared with $335 in 1949), there 
were fewer manufacturers to share the 
profits. In January, 1950, we noted that 
there were some 85 producers listed in 
ELECTRICAL MERCHANDISING’s most 
recent issue of its Classified Directory 
of Appliance, Radio and Television 
Manufacturers, perhaps 25 of which 
were profitably active in the business. 
Now there are only 73 freezer makers 
listed and the big ones can be spotted 
quickly by anyone familiar with the 
industry. 

The freezer sales profits of dealers 
went up, too, largely because of the 
increased volume. Assuming that 315,- 
950 of the total volume of 890,000 
freezers sold in 1950 were handled by 
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Big freezers gain in popularity as sales set 
all-time record with 890,000 units. Cali- 
fornia jumps to position as second-best 
market. 1951 prices may rise and pro- 


duction may drop, but demand will prob- 


ably stay high 
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HOME FREEZERS 
1950 


1949 





890,000 

$325. 

$289,250,000 
(Jen. 1951) 


2,815,000 
36,229,000 


Units Sold 
sie acute seals! « Average Retail Price 
Retail Value... 


Homes Owning 
Homes Without 


485,000 
335. 


$ 
.. ++ $162,475,000 


(Jan. 1950) 
1,950,000 
35,294,100 





electrical home appliance dealers, it 
means that they did a gross business of 
$102,673,750. According to manufac- 
turers providing information, rural 
areas still provide the best market for 
freezers and are largely responsible for 
the continuing increase in sizes. One 
producer even goes so far as to say that 
85 percent of his production goes to 
small town and rural areas. Another 
quotes a survey which shows that in 
1950 almost 10 percent of rural fam- 
ilies bought freezers, 3.7 percent of 
families in towns from 2,500 to 100,000 
population bought freezers and only 1.3 
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1946 


1951 


$80,000,000 


percent of the families in cities of over 
100,000 became freezer purchasers. 


Sales by States 


As it was in 1948 and 1949, the East 
North Central Region is still by far 
the best market area, absorbing 21.41 
percent of the total shipments for the 
first eight months of the year. Again 
the West North Central Region is in 
second place with 14.93 percent and 
the Middle Atlantic Region is third 
with 12.89 percent. The New England 
States consumed the least with 3.71 
percent. 

Some changes were made in 1950 
in the share of individual states in 
freezer sales. Texas still holds the lead 
as the best area with 6.85 percent of 
total sales (7.05 in 1949), but Illinois, 
with 5.48 percent, has given up second 
place to booming California (which 
was in fifth place in 1949), which ac- 
counted for 6.41 percent of total sales. 
Pennsylvania held third place in 1949 

(Continued on page 294) 
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REFRIGERATOR . . . FREEZER SALES, 


Sales by States, 1946-1949 | 1948-1949 


(Manufacturers’ Shipments) (Manufacturers’ Shipments) 








Total | Tol | 
1947 1948 1949 Four Years 1949 Two Years | 


' 
Maine.... Lenaes ; 17,182 26,970 26,131 80,069 ‘ ; 2,914 6,881 
New Hampshire. . . 11,559 | 17,530 15,850 51,529 ; t 1,528 3,717 
Vermont... 5,623 9,889 10,281 | 29,787 d j 1,003 2,371 | 
Massachusetts. . | ‘ 96,844 128,557 104,523 | 396,424 i y 5,350 | 14,789 | 
Rhode Island : aia ; 26,241 39,556 | 33,413 | 116,384 : : 1,194 | 3,588 | 
Connecticut ' aul 53,733 64 279 | / 200,651 . , 4,586 | 12,931 





New England. : 211, 182 | 286,781 | 874,844 TOFS | arr 











New York ; $a dw eeneses 278,581 328,957 | 467,031 | 376,113 1,450,682 Oo. 23,979 | 63,104 
New Jersey ‘ 17,574 122,461 155,527 | 125,514 | 421,076 ‘ 12, 585 | 8,455 | 21,040 | 
Pennsylvania ie 162,356 Sonat 311,953 253,170 | 967,090 ‘ 42,887 29,186 | Lida 





Middle. Atlantic as | 458,511 691,029 934,511 754,797 f 2,838,048 | 94,597 | 61 620 | 156,217 | 


Ohio 143,185 203,685 254,417 178,632 719,919 | 49,750| 26,199! 68,879 | 
Indiana 57,913 92,158 | 129,456| 111,806 391,333 | | 97,634] 90,953 47,887 | 
Ilinois ..| 135,596 208,371 267,902 209,475 821,344 5. | 41,245 | | 31,335 | 72,580 | 
Michigan ca 99,850 153,388 182,497 | 146,933 | 582,668 | 95,513 | 15,716 | 41,299 
Wisconsin 43,535 68,728 | 100,688 | 86,532 | 299,483| 2. | 91,972 | 13,397 34,599 





East North Contvel . 480,079 726,330 934,960 733, 378 2,874,747 158,414 | 106,760 265,174 | 22.83 
Ninennete ‘ 42,736 63,417 98,441 | "19,678 | 284,272 | 19,015 | 14,617 33,632 | 289 
lowa 35,746 58,106 89,450 85,675 268,977 | | 17 852 | 17,435 35,287 | 3.04 
Missouri . 67,099 97,781 140,244 139,650 444,174 : | 20,657 | 14,235 34,892 | 3.00 
North Dakota : : 5,991 10,934 19,778 | 22,704 59,407 | ‘ 7,319 | 6114 13,433 | 1.16 
South Dakota , 6,590 10,934 22,026 23,132 62,682 ‘ 4,583 } 5,971 10,554 | 91 
Nebraska ée 18,372 30,928 47,647 47,550 | 144,497 | : 9,371 | 7,834 17,205 1.48 


| 


Kenses as << 18,373 29,366 48,546 53,118 149,403 d 7,798 | 7,022 14,820 1. x 





West North Central 194,907 301,466 466,132 451,507 | 1414012 | 86,595 I 73,298 159,823 | rT 13.76 


Delaware 3,994 7,185 8,990 9,424 29,593 1,163 1,099 | 2,262 | “49 
Maryland ‘ 30,954 45,610 66,976 58,259 201,799 ; 7,934 6,067 | 14,001 | 1.21 
District of Columbia 26,360 37,800 53,940 | 44,551 162,651 : 5,951 | 4,013 9,964 | 86 
Virginia 27,359 47,172 71,920 75,822 222,273 | j 8,824 | 7,308 16,132 | 1.39 
West Virginia 25,162 38,738 58,435 65,970 188,305 ; 9,166 | 5,684 14,850 | 1.28 
North Carolina 32,951 52,796 88,551 118,660 292,958 i | 12,722 | 11,225 | 23,947 | 2.06 
South Carolina 15,776 24,680 40,006 54,404 134,866 : 8,755 | 5,541 14,296 1.23 
Georgia 30,354 55,607 86,753 100,668 273,382 | i 9,781 9,410 19,191 | 1.65 
Florida 29,556 54,358 92,597 110,092 286,603 | ; | 11,149 | Y 19,795 1.70 


South Atlantic. san ,406 363,946 568,168 637,850 1,792,430 15445 i” 58,993 124,438 | 11.57 


Nestadiey 25,162 40,612 62,031 86,103 | 213,908| 1. 8,071 7: 6,353 14,424 | 1.24 
Tennessee 35,147 57,194 97,991 135,367 326,299 : | 19,654] 10,318 22,972 | 1.98 
Alabama 20,769 35,926 62,930 85,247 | 204,872 | g977/| 5,898 14,105 1.22 
Mississippi 12,781 22,493 38,657 62,114 136,045/ | 6908 | 5,993 12,831 | 1.10 


East South Central 93,859 156,825 261,609 368,831 881,124 35,910 28,422 64,332 
Arkansas 14,978 24,680 44,500 79,678 | 163,836| 1. | | 8.619 | 7,595 16,214 
Louisiana 22,366 37,800 66,916 102,810! 2999529] 1. 16,895 | 192,754 29,649 
Oklahoma 19,171 35,614 62,031 71,964 194,780 | 10602 | 7,117 17,719 | 


Texas 82,476 145,266 241,381 301,148 770,271 52,394 34,966 


West South Central 138,991 243,360 414,888 561,600 1,358,839 | | | 88,510 | 62,432 150,942 12.99 


Montana 7,389 10,622 17,081 | 16,278 51,370 | 5,130 | 4,490 9,620 83 
Idaho 7,389 11,246 17,980 14,136 50,751 } 4,788 | 4,108 8,896 717 
Wyoming ‘ 2,796 4,374 6,742 7,282 21,194 ‘ 1,710 1,767 3,477 | 30 
Colorado 19,371 27,491 43,602 46,265 136,729 . } 8,618 6,974 15,592 34 
New Mexico 4,593 6,560 12,586 16,707 40,446 ‘ 2,463 2,006 4,469 | 38 
Arizona 7,189 14,683 24,722 23,561 70,155 ; 4,378 | 2,436 6,814 59 
Utah 10,384 17,182 23,824 17,563 68,953 ; 5,130 3,965 9,095 78 
Nevada 3,595 5,936 8,091 4,712 22,334 | ; } } 1,778 1,051 2,829 24 


Mountain | 62,706 98,094 154,628 146,504 461,932 | 33,995 26,797 60,792 5.23 
Washington 39,341 55,607 75,965 51,405 222,318 d | 12,586 7,308 19,894 1.71 
Oregon 26,560 40,299 55,738 42,838 165,435 | } 11,833 8,121 19,954 1.72 
California 139,590 235,862 341,620 298,149 1,015,221 ’ 58,413 27,419 85,832 | 7.39 


Pacific 205,491 331,768 473,323 392,392 | 1,402,974 | } 92,832 42,848 125,680 10.82 








UNITED STATES 1,997,000 3,124,000 | 4,495,000 4,283,750 | 13,899,750 ‘ | 404,000 | 477,675 | 1,161,675 100% 
' 


(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Shipment (Projected to Industry Totals by ELECTRICAL MERCHANDISING from 
, Figures Reported by NEMA Refrigerator Membership) State Shipment Figures Reported by Portion of NEMA Freezer Membership) 
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APPLIANCE 
and RADIO 


2>ORTS 


Exports have been dropping since 


1947, head back to prewar levels 





1950 Units. .(7 Mos.) 
Dollars.(7 Mos.) 


Units 
1949 Dollars 


Units 
1948 Dollars 


Units 
1947 Dollars 


Units 
1946 Dollars 


Units 
1945 Dollars 


Units 
1944 Dollars 


Units 
1943 Dollars 


Units 
1942 Dollars 


Units 
1941 Dollars 


Units 
1940 Dollars 


Units 
1939 Dollars 


Units 
1938 Dollars 


Units 
1937 Dollars 


Vacuum 
Cleaners 


12,623 
$432,245 


27,841 
$841,610 


51,511 
$2,161,647 


74,221 
$2,799,209 


14,124 
$488,745 


1,470 
$53,565 


1,597 
$45,976 


1,363 
$37,748 


3,861 
$101,466 


13,368 
$338,241 
9,964 
$205,484 
20,739 
$383,976 


29,779 
$558,662 


27,990 
$529,398 


Clocks 


162,722 
$531,178 


259,840 
$899,328 


199,831 
$791,998 


410,673 
$1,623,013 


140,134 
$495,134 


27,306 
$111,014 


3,632 
$30,973 
5,259 
$29,036 


60,562 
$149,795 


117,046 
$272,417 


86,686 
$248,920 


98,538 
$221,071 


138,866 
$283,692 


196,538 
$436,566 


lrons 


133,897 
$570,002 


243,727 
$1,027,889 


354,964 
$1,580,783 


563,947 
$2,927,886 


286,454 
$1,331,820 


53,762 
$215,198 


1,187 
$6,461 


20,341 
$47,539 


82,323 
$154,998 


205,258 
$332,203 


162,587 
$249,982 


164,705 
$280,211 


175,061 
$319,200 


199,222 
$342,099 


Radio & 
Television 
228,609 
$6,169,161 


523,898 
$17,075,828 


710,490 
$28,132,276 


1,520,818 
$53,537,043 


832,377 
$23,232,973 


38,547 
$4,272,613 


70,092 
$15,065,520 


158,511 
$12,515,428 


453,150 
$12,992,237 


648,425 
$13,487,434 


558,398 
$10,157,423 


551,846 
$10,448,017 


449,163 
$10,553,547 


618,710 
$16,128,572 


Refrigerators 


$15,362,331 


166,242 
$26,814,489 


271,353 
$41 469,892 


273,624 
$39,628,246 


102,798 
$11,639,487 


7,134 
$530,412 
2,970 
$248,046 
17,704 
$1,805,681 


12,364 
$1,181,395 


126,471 
$10,281,136 


102,082 
$8,073,763 


124,031 
$9,534,978 


141,008 
$10,767,512 


167,862 
$12,754,616 


104,887 


Razors 


12,000 


$135,985 


22,150 
$270,630 


32,413 
$327,938 


125,833 
$1,128,834 


35,435 
$272,175 


1,913 
$15,678 


2,072 
$14,367 


1,957 
$9,528 


10,134 
$47,566 


25,866 
$139,046 


36,758 
$147,134 


296,387 
$918,489 


239,501 
$1,058,674 


43,766 
$196,921 


Washing 

Machines 
27,848 

$3,154,583 


56,887 
$5,989,422 


70,594 
$7,308,072 
118,821 
$10,984,534 


30,304 
$2,052,329 


1,109 
$53,193 


138 
$11,210 


652 
$44,549 


5,131 
$306,838 


20,540 
$929,110 


29,657 
$1,196,947 


55,239 
$2,148,199 
66,207 
$2,629,207 
56,921 
$2,100,562 


Ranges 


2,448 
$335,710 
6,496 
$978,796 
13,469 
$1,955,840 
15,508 
$1,767,755 
4,663 
$451,263 


1,158 
$86,482 


1,056 
$69,902 


882 
$78,416 
2,354 
$142,589 


11,770 
$551,304 


7,302 
$402,500 
6,636 
$379,180 
6,210 
$350,410 
6,807 
$399,939 





TOTAL 
Units 
Dollars 


290,451 
$8,977,972 


1,900,633 
$6,124,065 


2,647,435 
$9,386,271 


7,363,034 
$233,768,072 


1,620,530 
$190,091 ,984 


885,485 
$4,682,965 


540,048 
$38,908,755 


86,759 
$7,950,086 





Prepared by Market Analysis Department, Electrical Merchandising, from figures compiled by the Bureau of Foreign & Domestic Commerce, 
epartment of Commerce 
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SOME DEALERS, like M. H. Merrill (right) of Salt Lake City, like refrigerator trade-ins and make a profit on them, 
but whether they like it or not, all dealers are faced with the fact that 


Every Fourth Refrigerator Sale Involves a Trade 


The latest of ELECTRICAL MERCHANDISING’s dealer surveys reveals that 
despite 1950’s huge sales volume trade-ins were involved in eight percent more 


sales than in 1949 and that small town dealers have the biggest trade-in problem 


By JOHN DECKER 


ACK in | a Questionnaires were mailed to 10,- department stores, automotive stores, 5.6 percent advised that they would 
MERCHANDISING’ irst OOO dealers throughout the United and other types of dual outlet. accept at a later date, 7.7 percent said 
survey of retrig tor trade-in States in this latest survey. Of this The survey revealed that during the they did not intend to accept, and only 
revealed that only on f number 884 responses (8.84 percent) first six months of 1950 some 60,837 0.1 percent were indecisive. 
hundred sales involved a_ trade-in. were received. Only 41 dealers indi- refrigerators had been delivered to Trade-in activity increased sharply 
Since that time, a continuing series cated that they did not carry refriger- consumers by the 843 responding in small town and rural areas, indi- 
ealers are itors as part of their stock in trade. dealers, an average of 72 units per out- cating once again that the country 
taking more and more used boxes in Size of the community from which let. Of this total, the eventual sales dealer is much more amenable to ac- 
trade each year In the fifth, and the dealer conducted his business involving trade-ins amounted to 14,411 cepting a used box than is his counter- 
ig s varied from rural, grass roots com- units, or 23.69 percent. Back in part in cities. Urban dealers in com- 
from January to June of 1950, 23 munities (towns of 2,500 and under) January, 1947, only 1.11 percent of munities of 500,000 and over reported 
units per hundred sold were taken in to cities having populations in excess the reported sales involved a trade-in. a 12.55 percent acceptance of trade-ins. 
trade. This represented a sharp rise of 500,000. Although aimed primarily Of the entire responding group 86.6 Those from the 50,000 to 499,999 
from 1949's figure of 15 boxes per to electrical appliance dealers, the percent indicated that they had ac- population breakdown took trade-ins 
hundred solkd urvey also covered hardware stores, cepted trade-ins. Of the remainder, in 19.53 percent of their sales, but 


of surveys has shown that d 


latest survey, covering the month 
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No. Dirs, 

Reporting 
Appliance Dealers oe 
Department Stores 


Furniture Stores. . 

Hardware Stores 
Automotive Stores 
Plumbing Stores........... 
Lumber & Building Supplie 
General Stores........ 
Jewelry Stores. ... 

Music Stores i 
Other and Unclassifiable 


Total Dealers....... 


frigerators sold by 843 dlrs.). 


trade-ins; 60,837 refrigerators 
% Dealers Accepting Trade-Ins. 





Current 


Average Number Re- 
frigerators Delivered. 
% Trade-Ins Accepted 

vs. Sales. .. 
% Dealers Accepting 
Trade-Ins. . . 


72 
23.69% 


86.71% 


No. Dirs. 

Reporting 
Appliance Dealers 
Department Stores 
Utilities 
Furniture Stores 
Hardware Stores 
Automotive Stores 
Plumbing Stores 
Lumber & Bldg. Sup. 34 
General Stores 31 
Jewelry Stores 3 
Music Stores 1 
Other & Unclassi- 

fiable 


2,604 
647 
427 
327 
181 
103 
103 


105 


4,566 
31.7% 


Total Dealers 


Percent 1.7 





Number of Refrigerators 


Delivered 


Serr 


60,837 


15.47% 


74.5% 


REFRIGERATOR DELIVERIES VS. TRADE-INS 


Number of Dealers 


Not Taking n 
Trade-ins 


22 
11 





Accepted as 
Trade-Ins 
8,076 
2,295 
1,514 
955 
565 
274 
208 
92 
110 
5 
8 
379 


Taking 
Trade-ins 


1,714 
8,474 


os 
> 


5,092 
1,774 
670 
708 
198 


wuco-onwu Dd 


= 


14,411 


— 
= 
J 


Average Number of Refrigerators Delivered (60,837 re- 


72 refrigerators 


% Trade-Ins accepted vs. Refrigerators Delivered (14,411 


sold). ... 


= 23.69% 
(731 out of 843). . 


86.71% 


COMPARISON OF FIVE SURVEYS 


Fourth Third Second First 


Survey Survey Survey Survey Survey 
(Sept. 1950) (Sept. 1949) (Sept. 1948) (Sept. 1947) (Jan. 1947) 


1 82 82 25 


4.81% 1.30% 1.11% 


56.7% 30.6% 12.6% 


DISPOSAL OF TRADE-INS 


(Units) 
(Units) Rented Recond. 
Sold 


or & 
“Asis Loaned Resold 


172 


(Units) 
(Units) (Units) (Units) 
On Not Re- _ Total 
Hand 


(Units) 
Scrapped 
1,662 
595 
275 
200 


ported Trade-ins 


240 8,076 
O 2,225 
22 1,514 
955 

565 

46 274 
23 208 
8 92 
10 110 
1 5 
a 8 


2,211 
689 
569 
251 


1,187 
286 
199 
117 
124 


63 7 379 


4,124 3,040 2,068 
28.6% 21.1% 14.3% 


372 14,411 
2.6% 100% 


4 
%o 


DEALERS’ INTENSIONS ON ACCEPTING TRADE-INS 


No. Dirs. 
Reporting 
446 
55 
85 
716 
63 


Appliance Dealers 
Department Stores. . 
Utilities 
Furniture Stores 
Hardware Stores 
22 Automotive Stores.......... 
21 Plumbing Stores... ... 
4 Lumber & Bldg. Supplies... 
12 General Stores 
2 Jewelry Stores 
2 Music Stores 
56 Other & Unclassifiable 
B44 


100% Percent 


The date of probable acceptance of trade-ins was reported as follows: 


This Year. . 
Labor... “cc ei tee 
Did Not Know........ 
Will Not Take Trade-Ins 


Total. . 


DELIVERIES AND TRADE-INS BY SIZE OF COMMUNITY 


Number of Refrigerators 
Delivered, Jan.-June 1950 Accepted, Jan.-June 1950 


Intend to Accept Trede-ins 





Jan.-June 1950 


423 
ad 
41 
67 
58 
19 
19 

4 

11 

2 

2 

41 

731 
86.6% 


No 


10 


= 
° 


Ww 
| ucoscowond 
| eoooccc0000- 


65 
5.6% 17.7% 


_ 


1% 


% of 112 
Dealers 
23.2% 
17.9% 
9% 
58.0% 


100% 


mber of Trade-ins 





No. Dirs. 
Reporting 
55 500,000 & Over... 
97 50,000-499,999......... 
410 —-2,501- 49,999 
221 2,500 & Under 


843 


DEALERS’ RECONDITIONING FACILITIES 


Appearance Mechanical 


No. of 
Dealers 
Appliance Dealers 28 
Department Stores 1 
Utilities 6 
Furniture Stores 
Hardware Stores 
Automotive Stores 
Plumbing Stores 
Lumber & Bldg. Supp. 
General Stores 
Jewelry Stores 
Music Stores 
Other & Unclassifiable 
843 
100% 


10 
8 
2 
3 
0 
1 
0 
1 
3 


65 
7.71% 


Total Dealers 
Percent 


Total 
Number 


17,202 
26,132 
5,113 


60,837 


% Trade-ins 
vs. Deliveries 
12.55% 
19.53% 
30.01% 
32.33% 


Total 
Number 
1,555 
3,359 
7,844 
1,653 


Average 
per Dir. 


225 
177 
55 
23 


72 14,411 23.69% 


None 


92 
24 
44 
14 26 
13 21 

1 12 


123 
12 
13 


ooo-0o 


3 
1 1 
2 
, 8) 
0 1 
13 18 
197 320 251 
23.37% 37.96% 29.77% 


noooococo 


wn 


10 
1.19% 








dealers in towns of 2,501 to 499,999 ac- 
cepted 30.01 percent, and a strapping 
32.33 percent was registered by deal- 
ers of 2500 and under. 


Getting Rid of Trades 


In disposing of trade-ins most deal- 
érs were inclined to follow the line 
of least resistance. Of 14,411 units 
received in trade 31.7 percent, or 4,566, 
were channeled back into the market 
Fewer, 4,124 units (28.6 per- 
cent), were reconditioned and refur- 
bished before going to customers and 
3,040 (21.1 percent) were scrapped. 


wey 
as 15S. 


ELECTRICAL MERCHANDISIN 


A very small segment of dealers felt 
that some return might be realized by 
rental of machines, and 241 used boxes 
(1.7 percent) were used for this pur- 
The balance of the 14,411 units 
remaining were either still in the 
dealer’s hands or had not been re- 
ported. 


Why Some Didn’t Take Trades 


pose. 


The minority of dealers in the field 
who still found it unprofitable to buck 
the tide against the acceptance of 
trade-ins came up with a variety of 
reasons for their refusals. The rea- 


G—JANUARY, 1951 


most often advanced was that 
trade-ins are unprofitable. Others 
found that many customers preferred 
to dispose of their old units privately, 
and some even went so far as to create 
good-will by giving prospective buyers 
leads to parties who had shown a de- 
sire to buy a used refrigerator. Still 
others indicated that the problem of 
short supply entered the picture or 
that they were able to conclude most 
sales without having to resort to added 
incentives. 

Primarily the results of the survey 
continue to bear out the fact that 


son 


trade-ins are something that the aver- 
age dealer cannot afford to do with- 
out. It should be remembered, how- 
ever, that this survey was concluded 
before the impact of the Korean con- 
flict had had time to make itself felt 
in government cutbacks and restric- 
tions. The cycle of war mobilization 
into which the country is advancing 
will force many a dealer into a re- 
examination of his position and the 
trend which has been growing so 
steadily throughout recent years may 
blunt and reverse itself in the months 
ahead. End 
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LOSE to 800,000 electric 


1950 


more 


were sold in than 


ranges 


in the previous year, setting an 


Il-time record 
ar’s volume of 1,830,000 units 


retail value of $424,623,- 
M0) and exceeds the previous record 
rear, 1948, by over 200,000 units and 
$48,000,000 


epresents a 


nore than Although unit 


mitput was approximately 24 times 


he largest prewar production of 728 
1941, a 1950 average 
$232 makes the 
volume four times as ¢ 
$103,376,000 


retail 
past year’s 
ollar 
s the 
when the ave rage 


As one 


over reat 
194] 
$142 
endous 
reflected in a higher 


ichieved in 
retail price wa 
would expect, the tren 
1950 is 
January, 1950, 
6.706.000 electric ranges in 


ge 


evel. In 
ent of the 37,244,000 wired 
day there ire 8.195.000 
20.99 percent of an ever 
reater number of ] 39 O44 - 
") However it i 
ite huge sales and an 
uration per agewls 
ally over 300,000 m 
electr 
the begi 
Years 


“ent 
er 


i happy marketi1 oI ] 
With the exception of January 

monthly sales were tar ahead of cor 

1949. April, May, 


were yutst 


1950 
t 


sponding months in 


} g 
June ind inding a 


1949 totals 


July 


than double 











It is interesting to note, however, that 
despite the panic buying created by the 
Korean outbreak in late June, sales 
closely followed their traditional sea- 
sonal pattern in the Juneé-September 
period. July sales fell off to 130,505 
units from the June total of 158,534— 
just as the pattern says they should. 
\ugust sales practically duplicated July 
figures, then September sales went up 
to 156,216 units, again following the 


seasonal trend. 


Replacements and Trade-Ins 


, ‘ = all 
Obviously, the increase in overall 


tiles made for more sales per dealer 
In our 1949 replacement survey, the 
160 responding dealers told us they 

Id an iverage ot 18 electric 


luring the first eight months. But 


ranges 


1950 the 302 dealers answering the 
lestionnaire claim an average ot 34 
ach in the equivalent period 
yunt for 
percent of all range 
ELECTRICAL MER- 
estimates, figures 
dealers 


ippliance dealers accé 
than 35 
iccording to 
these 
that 


from the 


CHANDISIN( 
ire abundant evidence 
ofited 


\pproximately 38 percent of 


boom. 
dealers’ 
a replace- 
our 1950 


irvey, a figure which compares closely 


handsomely 

range sales were made on 

ent basis, according to 

; : ; . ] 

the replacement sales figure ob- 
the 1949 study. 1 


} the nercer ve ot replace- 
that the percentage of replace 


This would 


s has reached at least a tem- 


plateau. The big jump was 


1949 with 38 percent as com- 


RANGES 


Volume for the year exceeds 1949 by 
almost 800,000 units, but proportion of 


replacement sales remains steady at 38 


percent. Saturation reaches 21 percent 





TWO YEARS STATISTICAL SUMMARY 


RANGES 
1950 


1949 





1,056,000 


Average Retail Price $230 


Retail Value 


(Jan. 1951) 


8,195,000 ..........Homes Owning 
. .Homes Without. . . 


30,849,000 ....... 


$242,880,000 


(Jen. 1950) 
6,706,000 
«+++. 30,538,100 





pared to the 30.7 percent replacement 
1948 


Fewer sales 


hgure ot 
trade-ins in 
figures, thaa in 
compared with 
difference 


involved 
1950, say the survey 
1949, 22.1 percent as 
24.1 pe 


hardly significant 


rcent. Two points 

especially when 

vely small sampling of the 

considered. So it may be 

hat here again is a stabiliza- 

1 of at least a temporary nature. De- 

spite the unparallelled volume of 1950 

is significant that sales were made 

i different kind of market from that 

1948, nly 4.8 percent 
f total sales involved trade-ins. 

in 1949 dealers didn’t have to 

any concessions to consum- 

did in 1950. In 1949, for 

lealers junked only 10.1 per- 

ranges they accepted in 


enjoved 11 vhen 


sut last year they had to dispose 


percent of them in this unprof- 


able way. However, they compensated 


part by rebuilding and reselling 31 


FIVE YEAR ELECTRIC RANGE RECORD 


Units Sold 
I Oe Se 
«mmm 
HRS RA 


fe 
LA a Ww# ey Z 


a Ee 
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Retail Value 





Lhd. 


Zia $ 424,823,000 








LLLLLLLLA $ 242,880,000 








LLLLLLLLLLLLLLA $ 316,000,000 





Fe see, 





SI) 4 


A $ 278,300,000 





$ 107,266,200 


JANUARY, 


percent in 1950 as compared with 
only 24.7 percent in 1949. “Sold as 
is” figures compare closely, 30.1 per- 
cent in 1950 and 31.7 percent in 1949, 
Some 12.8 percent of trade-ins accepted 
early in 1950 were still on hand. 


Where the Ranges Go 

[he South Atlantic region, which 
last year took the lead away from the 
East North Central region as the best 
electric range market, held on to its 
position in 1950, accounting for 21.78 
percent of national sales in the first 
eight months. The East North Central 
states were second with 19.32 percent 
and the Middle Atlantic states 
third with 13.52 percent. Consumers in 
the East South Central region ac 
counted for 11.38 percent of national 
(For complete data on sales by 
states and regions see How the Appli- 
ance Market is Divided.) 


The 1951 Picture 
In addition to record sales, the 
1950 saw 


were 


sales. 


year 
more active merchandising 
than at any time since the war, more 
design innovations, such as Westing- 
house’s Rancho and Universal’s Select- 
\-Range, and more models to choose 
from. Some utilities even returned to 
free range wiring campaigns in order 
to stimulate sales, notably Boston Edi- 
son and Detroit Edison. Few of these 
(Continued on page 296) 
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WATER HEATERS 


Percentage of trade-ins drops although 


replacement sales gain as electric water 
heater sales reach 990,000 units for their 
third-highest year in history. Building 
cutbacks and materials shortages will 


limit 1951 production 





TWO YEARS STATISTICAL SUMMARY 


WATER HEATERS, STORAGE 
1950 


1949 





Units Sold 
Average Retail Price 
Retail Value 


(Jan. 1951) 
4,525,000 
34,519,000 


Homes Owning 
Homes Without 


695,000 
$130.00 
$90,350,000 


(Jan. 1950) 
3,760,000 
33,484,100 





HE 1,250,000 housing starts of 
1950 helped boost electric water 
heater sales to a total of 990,000 
units, almost 300,000 better than the 
1949 total of 695,000 and not far below 
the all-time record high of 1,100,000 
set in 1947. 

Dollarwise, the sales increase beat 
1949 even more decisively, because of 
an average unit price of $132.50 (as 
compared with $130 in the previous 
year) which brought the total retail 
value up to $131,175,000 as compared 
with $90,350,000 in 1949. 

Electrical appliance dealers probably 
cut themselves about a 35 percent share 
of this cake—which amounts to $45,- 
911,250. 

Although the year’s sales nearly 
topped the million mark, only 11.6 per- 
nation’s 39,044,030 wired 
homes are equipped with electric water 
heaters, a gain of 1.5 percent over 1949, 
but a figure still so low as to indicate 
that the market is far from thoroughly 
cultivated. And the 4,525,000 water 
heaters in service are not, of course, 
equally distributed throughout the na- 
tion. During the first eight months of 
the year, for example, the South At- 
lantic Region (Delaware, Maryland, 
D. C., Virginia, West Virginia, North 
and South Carolina, Georgia, and 
Florida) absorbed 24.06 percent of na- 


cent of the 


tional sales, which puts these states 
into the lead as the country’s best 
market. Their nearest competitor, and 
the area which was the former title- 
holder, the East North Central Region, 
received 22.01 percent of national ship- 
ments. Third is the Middle Atlantic 
Region with 14.19, followed by the 
West North Central Region with 11.87. 
None of the others of the nine major 
market areas in the U. S. even came 
close to these percentages, ranging from 
7.94 for the Pacific Region down to 
2.35 for the West North Central states. 
Obviously the availability of cheap 
electricity is an important factor in 
determining the geographic sales pat- 
tern, but, as a study of regional sales 
in “How the Appliance Market is 
Divided” (elsewhere in this issue) 
will reveal, merchandising also must 
play an important role. Among indi- 
vidual states Pennsylvania tops the 
list of markets by purchasing 7.81 per- 
cent of the first eight months’ output. 
North Carolina is second with 5.98 
and Ohio is third with 5.53. 


Replacement Sales 


According to the 350 appliance deal- 
ers cooperating in this magazine’s 1950 
replacement survey, 70.9 percent sell 
electric water heaters and, during the 
first eight months of the year, they sold 























an average of 16 units each. At the 
1950 list price, these figures can be pro- 
jected to show that the average appli- 
ance dealer did a 1950 water heater 
volume of about $3,000, on which his 
gross profit would be about $1,900. 

Of course, not all water heaters were 
sold to families who never before 
owned one. In fact, according to the 
survey, 29.4 percent of water heater 
sales made during the first eight 
months of the year replaced other 
water heaters, a considerable jump 
over the 18.4 percent figure of our 1949 
survey, but still far below the replace- 
ment sale percentages of other major 
appliances. For ranges, for example, 
37.8 percent of sales were made on a 
replacement basis; for refrigerators 
the figure was 52.1; for wringer and 
spinner washers it was 65.5; and for 
vacuum cleaners it was 55.9 percent. 


Few Trade-ins 


Surprisingly few water heater sales 
involved trade-ins, according to the 
survey. The figure of 3.3 percent was 
even less than 1949's five percent, al- 
though substantially higher than the 1.2 
percent recorded in 1948, According 
to the responding dealers, 40.8 percent 
of water heaters taken in trade were 
junked, 10 percent were rebuilt and re- 
sold, 34.6 percent were resold as is, and 
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14.6 percent were on hand at the time 
of the survey. The junked figure is 
higher than for any other appliance 
covered in the survey and indicates 
that when families replace their old 
water heater it is too far gone to be of 
further use—which indicates, in turn, 
that more persuasive and aggressive 
salesmanship might induce some of 
these people to turn in their old heat- 
ers at a somewhat earlier stage of their 
decomposition. 


The Sizes That Sell 


The hot water demands created by 
the growing use of automatic clothes 
washers and dishwashers are gradu- 
ally increasing the sale of those water 
heaters large enough to handle them. 
For example, in 1949 heaters in the 
70-84 gallon sizes accounted for 7.42 
percent of sales, but in the first nine 
months of 1950 these same sizes com- 
prised 8.79 percent of total sales. Even 
the 55-69 gallon sizes made a slight 
gain, going from 5.78 to 6.00 percent. 
Tanks of 21-34 gallons dropped from 
8.95 percent to 8.58 percent and heat- 
ers of 35-44 gallons declined slightly 
from 8.95 to 8.58 percent. ; 

The well-established popularity of 
table-top water heaters, bolstered by 
the large-scale construction of small, 
basement-less homes, was proven again 
as units of this type accounted for 22.79 
percent of total sales as compared with 
22.2 percent in 1949. Most popular 
table-top heaters were those in the 
21-34 gallon sizes, which accounted for 
11.86 percent of total sales. Table top 
units of 35 to 44 gallons accounted for 
10.17 percent of sales and units from 45 
to 54 gallons comprised 0.77 percent 
of total water heater sales. In this last 
size, tanks of the more conventional 

(Continued on page 298) 
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ELECTRIC RANGE 2s Sales by States, 1946-1949 


(Manufacturers’ Shipments) 





1947 


| Total 


1948 | 1949 Four Years 





Maine........ 4,197 | 8,169 10,788 | 7,241 30,995 
New Hampshire 2,455 6,157 } 7,139 4,828 20,579 
Vermont.. 7 . 1,827 3,078 3,490 2,204 10,599 
Massachusetts. . . 12,962 25,693 30,461 26,657 95,773 
Rhode Island 3,368 7A59 7,774 | 6,087 24,688 
Connecticut 9,707 18,944 21,418 } 15,428 65,497 


Stew Baghead 

















35,116 69,500 62,445 | 248,131 





New York. ... : 25,866 56,003 52,895 209,330 
New Jersey , . 9,536 21,431 é 16,372 71,136 
Pennsylvania............ 39,114 86,432 110,579 68,322 304,447 








Middle Atlantic ewe 74,516 | 163,866 208,942 137,589 











Ohio Pe 41,279 86,314 94,238 54,994 282,825 
Indiana 20,556 44,400 58,383 35,053 158,392 
Illinois 32,433 67,843 71,075 38,621 209,972 
Michigan 42,082 71,987 71,393 42,610 228,072 
Wisconsin « 14,218 31,021 41,566 | 25,398 112,203 











East North Central : os 336,655 | 196,676 991,464 








Minnesota | 19,101 | 103,551 
lowa ) | 19,836 89,396 
Missouri 26,447 | 126,649 
North Dakota ; 8,396 30,204 
South Dakota i 7,346 27,810 
Nebraska i ; 13,119 | 57,726 
Kansas ‘ 9,236 43,870 





West North Central 128,583 183,875 103,481 | 479,206 





Delaware 2,647 3,173 2,414 8,234 
Maryland. . . 13,271 14,754 9,446 51,004 
District of Columbia 7. 10,840 | 10,630 6,117 | 28,187 
Virginia. .... 11,363 24,272 36,490 27,602 99,727 
West Virginia 7,594 16,576 26,653 18,051 68,874 
North Carolina 15,074 33,862 62,191 54,994 166,121 
South Carolina 7,023 14,682 31,413 26,552 | 79,670 
Georgia 12,334 30,547 54,258 38,412 | 135,551 
Florida 16,502 35,047 53,465 43,029 148,043 








181,744 227,217 785,411 





South Atlantic........ 93,493 





Kentucky 6,110 11,366 ; 19,521 62,064 
Tennessee 19,357 42,624 ; 60,766 198,106 
Alabama 8,964 22,614 ; 32,010 } 102,298 
Mississippi 3,883 7,696 12,692 10,285 34,556 





East South Central 38,314 122,582 397,024 


84,300 151,828 


Arkansas 2,969 6,275 9,995 7,661 | 26,900 
Louisiana 2,741 4,499 5,235 3,568 16,043 
Oklahoma 2,683 6,157 10,630 5,457 } 24,927 
Texas 14,561 28,416 38,552 24,244 105,773 








West South Central 22,954 45,347 64,412 173,643 
Montana 3,483 7,933 10,471 6,507 28,394 
Idaho 5,367 11,011 20,149 11,649 48,176 
Wyoming 1,085 , 3,014 1,889 7,883 
Colorado 5,082 ‘ 15,072 9,131 38,994 
New Mexico 7199 2,221 1,784 6,106 
Arizona 1,542 f 4,442 2,414 | 12,068 
Utah 6,681 ‘ 16,341 9,550 45,951 
Nevada 1,656 4,442 3,149 13,273 








Mountain 25,695 76,152 46,073 
Washington 24,781 : 69,806 42,820 } 193,529 
Oregon 19,243 , 54,417 32,115 145,202 


California 27,123 66,316 37,572 191,632 





Pacific... 71,147 156,170 i 112,507 530,363 





UNITED STATES . 571,000 1,184,000 1,586,500 1,049,500 4,391,000 





(Projected to Industry Totals from State Shipment Figures Reported by the NEMA Range Membership) 
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WATER HEATER .«s Sales by States, 1947-1949 


(Manufacturers’ Shipments) 





Total 
Three Years 





a eRe 22,251 
New Hampshire.............. Te acne 11,588 

: 3 7,075 
Massachusetts... ...... ; 8,656 37,624 
Rhode Island... ..... 2,164 7,943 


Connecticut = 15,148 | 17,425 10,815 43,388 











New England.......... 38,952 50,737 | 40,180 129,869 





New York... Re er 40,034 42,127 32,172 114,333 
ere s <sam 22,722 } 17,835 13,553 54,110 
Pennsylvania. ..... : re 78,986 78,105 53,254 210,345 





Middle Aflantic......... Wer pe 141,742 138,067 98,979 378,788 





Ohio bce ER 68,166 52,992 32,995 154,083 
Indiana ee ha 55,182 43,168 28,133 | 127,083 
Ilinois. . . aN errs Vehctaahenek 58,498 | 44,075 29,707 132,210 
Michigan. ere Chee ree 42,198 41,410 24,710 108,318 
Wisconsin. . 38,952 39,360 27,859 





East North Central 262,926 221,605 t 143,334 





Minnesota : Suasuae 41,116 34,338 16,497 
_ RE bad Slo 34,624 } 32,082 23,684 
Missouri. . . 7 : Rate 35,706 29,110 19,166 
North Dakota. * ere 4,328 8,098 4,723 
South Dakota s 2 : 6,492 7,892 6,571 
Nebraska...........- nn 16,230 14,555 9,104 
Kansas ee ey Be Sais bare anhh cea eats 8,656 7,277 4,312 





West North Central................. 147,152 | 133,353 84,057 





IB TE MEE CO ETT eee 2,164 2,768 2,053 | 
Maryland... dicking Sia ecg een 11,902 S 4 9,942 6,366 
District of Columbia. scetetordehs ti ats 8,656 5,228 3,902 
Virginia if sae ees 25,968 98,700 21.972 
West Virginie... .... - 11,902 14,145 8.214 
North Carolina eres 35,706 46,432 39,222 
South Carolina. . : Bhreke ia 18,394 27,060 16,770 
Georgla........ BS oo A 32,460 32,698 19,645 
Florida. . Sebatixks ine | 45,444 47,252 31,008 





South Afflantic...... Bas A 214,225 149,152 





Kentucky eave’ i 14,042 8,556 
Tennessee vee ; , 37,310 23,204 
Alabama | 21,628 14,854 
Mississippi. _ 7,277 3,765 


East South Central ; | 80,257 50,379 210,704 





Arkansas ar ‘ ve 5,330 3,902 14,642 
Louisiana . a'ecciet 2,767 2,327 7,258 
Oklahoma ; ota , a 5 3,280 2,122 7,566 
Texas........ ie 15,148 16,605 10,131 41,884 








West South Central...... ; 24,886 27,982 18,482 


71,350 





Montana soni tena 5,410 5,535 3,560 14,505 
Idaho. ie 14,066 13,838 8,556 36,460 
Wyoming. ap rg ae 1,082 1,537 890 3,509 
Colorado. : 12,984 10,250 7,872 31,106 
New Mexico. , ve 1,082 1,333 1,232 3,647 
Arizona. 5,410 3,690 1,848 10,948 
Utah. , is ; 15,148 12,095 7,803 35,046 
Nevada ss I 5,410 3,177 2,943 11,530 





60,592 51,455 34,704 146,751 





Washington ; reel arere's 40,034 38,437 23,821 102,292 
Oregon..... ; nF umiaanates 28,132 36,490 20,740 85,362 
California. ; * 64,920 32,390 20,672 117,982 








Pacific. . arty ee 107,317 65,233 305,636 
UNITED STATES aa 1,024,998 684,500 











(Projected to Industry Totals from State Figures Reported by Portion of NEMA Water Heater Membership) 
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ROOM AIR CONDITIONERS 
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Industry sales jump upward in 1950 to 


175,000 units as appliance dealers cap- 


ture a larger share of the business and 


apply specialty merchandising techniques 





TWO YEARS STATISTICAL SUMMARY 
AIR CONDITIONERS, ROOM 
1950 


1949 





(Jan. 1951) 


200,000 


38,844,000 


Units Sold 
Average Retail Price 
Retail Value 


... Homes Owning 
.... Homes Without 


(Jan. 1950) 
140,000 
37,104,100 





the tac 


tics of 


] 


} 


-time 


merchandising were called into play 


Pele phone solicitation, 


trials 


} } 
dio 


pace 


early 


rl 


vi 


a 
1 


1949's | 


1 


and 


newspaper 


television 


new sp iper 


nd 


were 


volume 


offers 


{ oupons 


shows, 


advertising 


used 


W 


of free 


or 
ind big 


over 


started 


with good effect 


ndication. 


is 


iny 


Early Sales 


the 


og days 


of 


t summer were evidently rela 


the 


spring 


in 


public’s mind dur- 


f 


1950, 


sales 


started slightly earlier than usual. 


Once they had started there 
the 
1950 

conditioners 
as the weather went 


was 
fact 


Was 


no 

that, 
not a 
as far 
The cool summer 
manutacturer 


stopping them—despite 
generally speaking, 


good year for air 


(which described 


one 


is the “worst season tor 


100 


room air con- 
should hav 
reduced the demand for units, 
July manufacturers 
ported heavy back-orders and _ hastily 
extended their production schedules in 
in effort to meet the demand. 


ditioners in years” ) 


but by 
early 


most re- 


FOUR YEAR ROOM AIR CONDITIONER SALES RECORD 
Units Sold 


1950 


When the season opened, prices of 
conditioners were down considerably 
from 1949 levels, a development which 
may have brought additional customers 
into the market. Toward the end of the 
season (and after Korea had jumped 
onto the front pages) some manufac- 
turers raised prices. But in most cases 
the revised 1950 figures were still 
under 1949 levels. To be more specific 
prices on the average were down $50 
the beginning of the 1950 season. 
Those firms which did raise prices did 
or 10 percent. As for next 
most manufacturers say offi 
that they do not know where 
will rest. Only one firm was at 


at 


sO by 5 
year, 
cially 
prices 
all specific ; its guess was a rise of five 
percent. Several others conceded that 
such increases were “likely”. 


Bigger Market 


\nother 
in 1950 


encouraging development 
the broadening out of 
market. When room air condition- 
first introduced they were 
sold largely in the cities. Every manu- 


Was 
tne 
ers were 
facturer contacted in preparing this 
year’s survey however, that 
the market had broadened out to in- 
clude small towns. One even went out 
on the limb and included rural areas. 
The appliance dealer appeared to be 
getting a larger and larger share of 
this expanding Last year 
ELECTRICAL MERCHANDISING 
(Continued on page 300) 
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Retail Value 
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7 $ 39,155,000 
} $ 32,512,500 
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The 


strong interest among dealers and con- 


DEHUMIDIFIERS 


newest major appliance creates 


sumers and reaches an estimated volume 
of 45,000 units in 1950 


HE popular urge to “do some- 
thing” about the weather con- 
tinues to build business for the 
appliance industry 
Over 50 years ago the electric fan 
appeared. Much more recently, pack- 
aged room air conditioners made their 
bow. And within the past two years 
mechanical dehumidifiers have 
the household appliance family. 
Man’s struggle to control humidity 
and prevent the damage done by excess 


joined 


moisture in the air has been going on 
for a long time. Development of de- 
humidifiers has followed a number of 
avenues with the result that three dis- 
tinct types of units are now in use. 
They include: 

(1) dessicant types which use some 
agent as an adsorbing material 

(2) refrigerant types which 
dense moisture by cooling it 

(3) those types which heat the air 
to dry the moisture it contains (the 
idea of leaving an electric light bulb 
burning in the 


con- 


closet is an old-time 
this type). 

For a variety of reasons, the refrig- 
erant models have achieved the great- 


version of! 


est acceptance in the domestic market, 
and most of the appliance firms which 
have added: dehumidifiers to their 
lines (Kelvinator, Frigidaire, Carrier, 
Chrysler and Ebco, for instance) have 
concentrated on this type. 


its History 


dehumidifier as the 
dealer knows it today 


The household 
appliance has 
been developed over a number of years 
Frigidaire introduced its first unit as 
1929 (although it 
tended primarily for 


early as was in- 
industrial and 
applications ) ; 
attract sufficient interest it 
mtinued. The firm did not, 
however, abandon the idea and by 1942 
had developed a 


commercial 
failed to 
was disc 


when it 


self-contained model 
with a hermetically sealed compressor. 
World War II prevented its intro- 
duction at that and it was not 
until 1948 that Frigidaire put it on 
the market. Carrier also introduced its 
first model in 1948 and the household 
dehumidifier business was under way. 


time 


Today, at least five firms are produc- 
ing the refrigerant-type units. (There 
are other 
dessicant types in household sizes, but 
lent has shown a de- 


cided preference for the 


manufacturers who produce 
the resi al buyer 
refrigerant 
type.) 
Since 1s scarcely three years old, 
the product is still in its infancy and 
market data and sales patterns are cor- 
respondingly incomplete. It has been 
tentatively labeled a summer appliance 
and most manufacturers agree it will 
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go best in areas of high humidity. Ex- 
ceptions to that pattern have already 
begun to appear, however. 

In at least two high humidity areas, 
for example, the appliance has failed 
to find acceptance. Southern coast line 
regions have high humidity but be- 
cause many homes in this area do not 
have basements and because home 
owners keep windows and doors open 
to beat the heat, the effectiveness of 
the dehumidifier vanishes. On the other 
hand the Pacific Northwest (which 
also has a very humid climate) pre- 
sents limited sales possibilities because 
of relatively low temperatures. 


What It Does 


Probably the easiest way to under- 
stand the market limitations of the 
product is to understand the unit itself 
and what it is designed to do. Quite 
simply, the appliance is intended to 
dehumidify and circulate the air in a 
room. (It is, therefore, quite different 
from room air conditioners, which, in 
addition to these two functions, also 
filter and cool the air. Despite the fact 
that the dehumidifier is not a cooling 
device, many persons find that it makes 
closed areas more comfortable because 
the dried air removes moisture from 


1951 


the skin so rapidly that it apparently 
creates a cooling effect.) 

The refrigerant types perform their 
dehumidification and circulation func- 
tions by drawing room air over a series 
of refrigerated coils. The moisture in 
the air is condensed on the coils and 
the air then passes over the warm con- 
denser which dries it before it is dis- 
charged back into the room. The con- 
densed moisture drains into a remov- 
able container (which can be replaced 
by a drain connection in permanent 
installations ). 

Household dehumidifiers are de- 
signed to control moisture in enclosed 
areas but because of their size have 
definite limitations. The most im- 
portant is the size of the room to be 
dehumidified. The average unit will 
handle a room of from 8,000 to 10,000 
cubic feet (some firms specify the 
smaller figure as the maximum for 
their unit). Carrier produces two mod- 
els, the larger of which will handle 
rooms of up to 22,000 cubic feet. 

Still another limiting factor is the 
temperature at which it can be used. 
When room temperature has dropped 
below 60° F the unit is no longer 
completely effective or necessary. (The 
dessicant type unit can be operated 
efficiently at a temperature range of 
minus 40° F to plus 100° F. As a re- 
sult, this type finds readier acceptance 
in industrial markets. ) 

Within these limitations the unit 
will do an effective job of controlling 
humidity. A 4 hp. unit will remove 18 
pints of water from the air every 24 
hours with the temperature at 80° F 
and a relative humidity of 70 percent. 


Under more severe conditions it would 
remove proportionately more moisture. 


Wide Market 


Although there are both climatic 
and geographic limitations to the mar- 
ket, the wide variety of uses to which 
the units can be put compensate in 
large measure for such restrictions. 
The residential market (which is the 
one appliance dealers consider first) is 
actually only one of many fields which 
the average dealer might sell. In any 
typical community there are a number 
of stores which could profitably use 
dehumidifiers. Candy stores, bakeries, 
feed, seed and grain stores, book shops 
and shoe stores are only a few of the 
retail outlets which experience prob- 
lems with high humidity. 

There are a variety of domestic 
applications for the unit. Unused fur- 
niture, clothes and recreational equip- 
ment can be stored without fear of 
damage from warping, damp rot or 
mildew. For the hobbyist the de- 
humidifier can serve to protect work- 
shop. tools, photographic supplies and 
other equipment from rust corrosion 
and metal pitting. Many basement and 
attic rooms can be converted into liv- 
ing quarters or recreation areas by 
using such units. 

There are, in addition, certain 
specialized applications which the 
home owner on occasion might find 
useful. The building trades, for ex- 
ample, have discovered that the units 
speed the drying of fresh plaster and 
paint and eliminate plaster cracking 
and paint peeling, due to dampness. 

(Continued on page 288) 


PAGE 99 








VACUUM 


Five percent fewer dealers share profits 
from 1950 sales of 3,500,000 units, 


second biggest year in industry history. 





TWO YEARS STATISTICAL SUMMARY 


VACUUM CLEANERS 
1950 


1949 





FLOOR Units Sold 
Average Retail Price 
Retail Value 


HAND Units Sold 


2,889,518 
76.76 


$ 
$221,794,367 
191,110 


Average Retail Price $28.00 
,138 


Retail Value 


(Jan. 1951) 
*22,048,000 .. 
"16,996,000 
*Floor Units Only 


....Homes Owning 
.. Homes Without 


$5,355 


(Jan. 1950) 
*19,660,500 
* 17,583,600 





LOT of appliance dealers got 
Ac the vacuum cleaner band- 
wagon during 1950—and thereby 
missed 
by the 
the industry’s history 
A total of 3,500,000 floor type clean- 
ers were sold 


out on the fat profits returned 


second biggest sales year in 


during the year at an 
8.50 for a 


274,750,000 


average retail price of $7 
sotal value of $ 


Han 1 type « leane rs, 


retail 
averaging $29 in 
price, totaled $230,000 units and a re- 
In 1949 sub- 
cle iners were 
2,889,518 floor machines at ; 


tail value of 


stantially fewer 


$6,670,000 
sold— 
in average 
price of $76.76 for a retail value of 
$221,794,367 and 191,110 hand cleaners 
at an average price if $28.02 for a total 
value of $5,355 138 
It was probably the drop in 1949 
ness from the 3,360,859 machines 
in 1948 that prompted many deal- 
to get out of 
taling 
TRICAI 


vacuum cleaner re- 
And get out they did, as ELec- 
MERCHANDISING’s 1950 re- 
the 350 
79.4 per- 
vacuum cleaners as com 


placement survey shows. Of 
responding merchants 
cent handle 
pared w 


dealer 


only 


th 85 percent of the respond- 
ing in 1949 


During 1949 many dealers developed 
\ 


a notable lack of enthusiasm for 


vacuum cleaner merchandising, a feel 


ing prompted by the sudden declin 
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from the astronomical sales figures of 
1947 and 1948 wher 
still flushed with easy money and the 


consumers were 


joy of buying merchandise previously 
unavailable. who were 
willing to work for their cleaner profits 


Those dealers 


(traditionally requiring more perspira- 
tion per dollar than most other appli- 
made out all 1949. 
Some of those who were not gave up 
their and failed to the 
sales revival of 1950. 


ances ) right in 


lines enjoy 


Trade-ins and Replacements 


The number of sales per 
dealer in 1949 was 34 units (projected 
for the year from eight months fig- 
ures), but, projecting the figures re- 
turned dealers 


iverage 


trom cooperating in 
the 1950 survey, the average number 


of sales was 64—which may be esti- 


mated as returning a gross profit per 
dealer of $1,868.64, over twice as much 
as the average dealer made in 1949. 
And, surprisingly enough, sales were 
easier in 1950, although more mer- 
chants actually made more sales effort 
than in the previous year. According 
to our survey, only 56.9 percent of 
1950’s sales went to homes as replace- 
ments for older cleaners. In 1949 the 
replacement figure was 68.4 percent. 
The percentage of sales involving 
trade-ins was almost the same in 1950 
(41.7) as in 1949 (40.8). The ratio of 
replacement sales and trade-ins exceeds 
that of all other appliances except 
wringer and spinner washers. Trans- 
lated into figures, these replacement 
and trade-in percentages mean that 
for every 100 cleaners which a dealer 
sold during the recent year, 56 went 
replacements for old 
cleaners and nearly 42 of their sales 
involved a trade-in. 

What dealers did with the cleaners 
which they accepted in trade varied 
sharply between 1949 and 1950. In the 
earlier year they junked 19 percent, 
rebuilt and resold 23.3 percent, sold 
12.3 percent “as is” and had 41.1 per- 
cent on hand at the time of the survey. 
Sut in 1950 they junked a few more, 
23.5 percent; rebuilt and resold many 
more, 31.2 percent; resold a lot more 
” 22.9 percent and only had 22.4 
percent on hand when they answered 
the survey. 

Vacuum cleaner acceptance is still 
spreading. In 1948 cleaners passed the 


to homes as 


“as is 


FIVE YEAR VACUUM CLEANER SALES 


Units Sold 


3,500,000 


CLEANERS 


50 percent mark for the first time. In 
1949 the figure crept upward to 52.8 
percent. Now it has made a substantial 
forward step to 56.5 percent. Despite 
this progress, saturation is still com- 
paratively low overall. But in the best 
markets, the cities, saturation is much 
higher and dealers must figure on at 
least a 70 percent replacement market. 
For example, the McClatchy News- 
papers in California reveal in their 
1950 Consumer Analysis that cleaner 
saturation is 79.2 percent in Sacra- 
mento, 72.3 percent in Fresno and 70.5 
percent in Modesto. A comparable 
study by the St. Paul (Minnesota) 
Dispatch-Pioneer Press places satura- 
tion at 84.9 percent and the Milwaukee 
Journal puts the figure at 89.7 percent 
for that city. The least saturated mar- 
kets (25-35 percent) are in the rural 
areas, but, as one manufacturer points 
out, “The best prospects a dealer has 
are the present owners of cleaners.” 


Last Year and This 


Cleaner merchandising showed much 
more life in 1950 than in the previous 
year. One manufacturer, making use of 
promotional hoopla more commonly 
associated with white appliances, in- 
troduced a new rug nozzle with a $60,- 
000 ballet, added a bottle of perfume 
to an already extensive list of pre- 
miums. Dealers made more use of 
demonstrations and outside salesmen, 
although as one manufacturer writes, 
“Predictions of outside selling activi- 
ties for dealers did not materialize in 
metropolitan areas, although the small 
town dealer is becoming ‘more aggres- 
sive in combating the activity of the 
direct sellers, as it seemingly is start- 
ing to dawn upon these merchants that 
they are entitled to this segment of 
local business.” 

Another maker says, “As far as we 
are concerned there is a decided in- 
crease in the number of dealers who 
hire and train salesmen.” But even this 
manufacturer declares, “The industry, 
generally, needs more advertising, 
sales promotion and publicity. It needs 
more individual advertising, for few 
conduct aggressive programs. The in- 
dustry needs more merchandising, for 
very little of that is done, and it needs 
more recognition of the fact that 
vacuum cleaners can be merchandised 
in volume through distributors and 
dealers.” 

Even though 1951 demand stays at 
the high level of 1950, sales will be 

(Continued on page 104) 
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Retail Value 





2,889,518 


Z 2zzZ2 $274,1750,000 
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3,360,859 


191,110 = 194 





b 5,355,138 





3,800,687 
2,289,500 


am Floor Type ©<— Hand Type 


$ 221,794,367 
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2 $ 257,526,689 
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4 $ 155,228,100 
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‘Smash All Records! 


Coast to coast, dealers report phenomenal sales success with Lewyt 
Cleaners in wake of greatest national advertising and publicity campaigns! 
Public acceptance and dealer enthusiasm reach all-time highs! 


Listed by 


Underwriters’ 


Laboratorus 
4 


LEWYT FEATURES 
start and close the sale! <att 


No dust bag to empty! 

It's quiet—no roar! 

No. 80 Carpet Nozzle! 

Lighter, easier to use! 
Continuous super-suction! 

No unhealthy leaking dust! 

No televison interference! 

Dusts furniture! Sweeps floors! 
Sprays paint! Waxes! De-moths! 
Brightens drapes! Cleans crevices! 
Space-saving storage! 


DO IT vin 


WORLD’S MOST MODERN VACUUM CLEANER 


In 1950 Lewyt proved once and for all that dealers can sell vacuum cleaners 
in volume right off their floors! Here’s why you too can ‘do it’ with Lewyt! 


LEWYT gives you the most heavily advertised 
vacuum cleaner ever put on the market! You can 
hardly open a magazine without seeing a Lewyt ad! 


LEWYT gives you the most widely publicized 
cleaner ever invented! Never before have so many 
famous magazines carried feature stories on any 
appliance. 


LEWYT gives you the most complete sales and 
merchandising program ever put behind any vacu- 
um cleaner! Everything a dealer needs — he gets! 


LEWYT gives you the most revolutionary and 
dramatic features — features like “NO DUST BAG 
TO EMPTY”... features women want and look for! 


LEWYT gives you ways to actually profit on trade- 
ins with Cedarized Chests, Picnic Sets, Silver Trays! 


LEWYT gives you a workable, profitable Outside 
Selling Plan! 
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LEWYT gives you the famous ‘Market Place’— the 
most profit-producing demo-display ever conceived 
for an electrical appliance! 


LEWYT gives you sensational low-cost promotions 
— promotions like our “Free Perfume” deal that 
drive prospects into your store! 


LEWYT gives you sales-starters like the ‘10-second 
demo’—the quickest easiest way to turn store 
traffic into sales! 


LEWYT gives you a planned post-sale demonstra- 
tion program that brings you volume on top of 
volume — sells not only Lewyt cleaners, but other 
appliances as well. 


AND IN 1951, Lewyt’s giving you all you see 
here — only MoRE of it! More advertising! More 
publicity! More merchandising ideas! More sales 
and profits! Start cashing-in now! You'll never 
find a better time to... 


LEWYT 


LEWYT CORPORATION, Vacuum Cleaner Division, Dept. 1, 76 Broadway, Brooklyn 11, N. Y., 
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SEE COMPAR 


\ Coslerator Feature for Feature.. 


Chill-R-Ator 
Shelf quick chills 
beverages, desserts 
il “ and salads 

i 


= dain 


| 


— NH Ni 
cate ell (AA M 
AO Ibs. re 


Sse 


Motor on the back 
frees whole 
interior—top to base 
and front to back 


Big, sliding for food storage 


drawer for 
fresh meats 


All shelves j 5 
are adjustable ; ; 3 Over 20 sq. ft. 
for maximum Lk a of convenient 
convenience , é i shelf area 


Sliding 

handy basket . ' 
for small “ ; Full width 
articles . : = Crisp-O-Lator 


DERN! oooln Seslen..te Sellen ae Usability 


FULL-WIDTH FREEZER CHEST — SLIDING SNACK BASKET KING SIZE CRISP-O-LATOR 
Stores over 40 Ibs. Temperature ‘way Glides out with a touch of 
below freezing—keeps ice cream the finger. Keeps small articles 


The Zerolator cold-making mechanism 
Glass covered for instant 


visibility. Controlled humidity 
and ideal temperature keep 


is hermetically sealed —never requires 
oiling or other attention—cuts current 
costs to the bone—dependability 
fruits, vegetables dewey crisp. backed by 5-Year Protection Plan. 
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frozen firm—stores frozen food snugly packed — always visible 
freezes 54 ice cubes in a hurry. right at your finger tips. 





COOLERATOR 


\ Coolerator 


..and Foot for Foot 


Only Coolerator Offers 


9% CU. FT. Refrigerators 


(Only 28% in. wide) 


7‘ CU. FT. Refrigerators 


(Only 2412 in. wide) 


Never before so much refrigeration in so little cabinet space. The 
Space-Thrifty Coolerators are bigger inside, smallest outside to hold 
more food and take less space. Coolerator’s exclusive ‘Motor on the 
back’’ design makes possible the only genuihe space-saving refrig- 
erator. But big family capacity with small kitchen compactness is 


only one of a score of selling advantages they offer you. 


See the complete line of Coolerator refrigerators, ranges and 
freezers at your Coolerator distributor's today. Get all the details on 
Coolerator’s new Profit Protection Program. See for yourself why 


Coolerator offers you more on every score for 1951. 


THE COOLERATOR COMPANY 
DULUTH 1, MINNESOTA 
CHICAGO OFFICES—11-107 MERCHANDISE MART 


pe sure f° ” 
Line of 


ue # 
puring * 


THE QUEEN—RD97—9% vv. ft. capac THE DUCHESS—RC96— 9? 


6 cu. ft. ca THE PRINCESS—RD70--7 t } THE CORONET—RB75 
ity —20 sq. ft. of shelf area— full-width pacity f ’ 1 A 


20% sq. ft. of shelf area —fu pacity—12'% sq. ft. of shelf 
Freezer Chest—Chill-R-Ator Shelf — Slid width Freezer-Chest 


Soh 
Adjustable Ch width Freezer-Chest— fu freezer 
ing Drawer for fresh meot—3 Magic-Lift Ator Shelf—oadjustable shelves and r Ator yiant fresh mect dro 

ice trays and | Plastray adjustable movable half shelf giant. moist ble shelves —f 
shelves—Sliding Handy Basket—giont Crisp-O-Lator. This big 9% b This Coolerator is only 24 
moist-cold Crisp-O-Lator Coo only 282” wid to fit ir 
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Dealers everywhere are finding... 
@Monotubeo are loaded” with Range-Selling advantages! 


There’s no question about it! Ranges equipped with @Monotiubes sell faster. Easily demonstrated, “Swivel- 


action” permits the cooking coil to be raised, to stay up, by itself. 0 As a result, cleaning is simple, fast. In fact 
this is the most easily cleaned unit made! ..~ Quick, uniform, cooking heat is another Monoishe advantage. 

; say, “the 
QMonotiube is the richest, sturdiest looking unit we've seen.” <== Over 50 manufacturers say, “@Monotube 


is one of the best sales features we have on our ranges.” 


@]) this flat, rugged coil provides up to 32.8% more contact with cooking utensils. Dealers S , 


Housewives quickly appreciate the many advan- 
tages of TK Monowube cooking units. Dealers find 
that all they have to do is lift the coil to demon- 
strate the simple, easy, work-saving features of 
Monotubes and they practically have a range sale 
“buttoned-up”. Women quickly visualize hours 
saved in the kitchen, promptly sell themselves on 
your range. These are only a few of the many 
reasons why today most merchandising-minded 


manufacturers equip their ranges with TK Mono- 

tubes—the units that stand alone in a/l ways. 
THIS MONOPACK MERCHANDISING PACKAGE WILL PUT YOU 
INTO A PROFITABLE REPLACEMENT-UNIT BUSINESS QUICKLY! 

Everything needed to set up range service de- 

partments for profitable replacement business 

is in this handy package! 

Ask your distributor for 

details. Or, write us direct. 


_—s ‘ 


TUTTLE & KIFT, INC. 


CHICAGO 39, ILLINOIS 


1823 N. MONITOR AVE @ A SUBSIDIARY OF FERRO ENAMEL CORPORATION 





“BUT, MA, IT MAKES SUCH A SWELL TANK!” 


Vacuum Cleaners 


ees CONTINUED FROM PAGE 100 


forced downward by government con- 
trols and shortages of basic materials. 
The 35 percent cut in aluminum an- 
nounced just prior to this writing will 
hit vacuum cleaners harder than nearly 
any other appliance and manufacturers 
are automatically budgeting their 1951 
production on a basis of 65 percent 
of 1950. One producer says, “Most 
companies will go promptly from the 


| profit to the loss side of the ledger 


unless defense orders promptly fill the 


| gap.” As a result of this cut, few, if 


any, makers plan extensive design im- 
provements or changes. Most will be 
too busy looking for substitute mate- 
rials. As one maker expresses it, “It 
hardly seems wise to go to the expense 
of new designs, new tooling and dies 
for different type models and we prob- 
ably will go along with what we have 
been making in 1950 for the year 1951 
unless there is some change for the 
better.” 


Plenty to be Sold 


But even with a 35 percent cut in 
production there will still be 2,125,000 
cleaners to be sold—and that means 
profits for the dealers who want the 
business badly enough to go after it. 

End 














“ED, WHERE ARE THE WASHING MACHINES?” 
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TELECHROY’ ANNOUNCES FNEW ELECTRIC CLOCKS 


Each backed by individual full-color pages , | _ in LIFE, THE SATURDAY EVENING POST 


\EW TMP 


{ 


Dainty alarm clock with a “new look.” 


‘rer s 44s 


o@iy \ey 


‘aq 


Modern-style ivory color case. Convex, 
shatterproof crystal—clear, easy-to-read 
dial. Retails at $4.95. 


NEW “JUBILEE” *4” 


Kitchen beauty that gives you something to shout about. 
Sure to ring up extra sales for you in 1951. High style, low 
price. Designed to color keynote kitchens—send your sales 
soaring! Wide-angle crystal. Red, yellow, ivory, white. 


© eBeeeeBee ++ Oe + 
© e@ ef ee@eree Ge 





SMASHING ADVERTISING CAMPAIGN BREAKS BIG NEWS. Big, 4-color standout pages in Life and The Satur- 


day Evening Post in March and April launch these new models—and 4-color pages back the entire Telechron line 
throughout the year. 

THE BEAUTY OF IT—TELECHRON electric clocks CAN'T RUN WRONG—because they are pulsed by an electric 
current and synchronized with the local power plant. That’s the important memorable story your customers are 
reading about—week after week. 

FREE: Full-color, full-line catalog. Also broadside with details of 5 opportunities for 1st quarter selling in °51. FREE: 
Sales training book, “How to Clock Up Extra Sales.” PAYS FOR ITSELF: De luxe display, highly successful 


“Timetable,” on self-liquidating offer. 





is a trad k of Telech Inc., Ashland, Mass., a General Electric Affiliate 
*Prices plus tax. Prices and specifications subject to change. 
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17C101. 17" rectangular black tube. 
rf Genuine mahogany or blond veneered 
cabinet with finely figured doors and 


Se COR pe > anaes COR, bile, WCE ° swivel casters—easy to turn. 


GENERAL @@ ELECTRIC 


PAGE 106 JANUARY, 1951—ELECTRICAL MERCHANDISING 








SHA IP LE PICTURES! 


THAT'S WHAT YOUR CUSTOMERS WANT 


BLALK-DAYUTE TELEVISION 


ow, General Electric meets the overwhelm- 
N ing demand for life-size, lifelike G-E Black- 
Daylite TV with three big-screen sizes, 16, 17 
and 19-inch. Blond and mahogany veneered cab- 
inets to cover all tastes. Every technical advance, 


outstanding values in today’s TV market. It’s a 
pleasure to offer your customers exactly what 
they want, backed by a name they can believe in. 
For the complete story on these big-screen 
models, see your G-E television distributor today 


pioneered or developed by General Electric is or write to the General Electric Company, Receiver 
featured in these superb receivers, making them Division, Syracuse, New York. 


16€113.16" rectan- 
gular black tube. 
Genuine mahogany 
veneered cabinet. 


16TS5. 16" rectangular black 
tube. Compact cabinet— 
hand-rubbed, genuine ma- 
hogany veneered. 





19€105. Elegant console—super life- 
size pictures. 19" black tube. Superb, 
hand-rubbed, genuine mahogany ve- 
16K1. 16" rectangular aluminized black 16C€103. 16" rectangular neered cabinet with finely figured 
tube. 3-speed automatic phonograph. black tube. Genuine ma- doors. Mounted on swivel casters. 
FM-AM radio. Genuine mahogany or hogany or modern blond 
modern blond veneered console. veneered cabinet. 
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See Hill more modern, 


still more beautiful kitchens 
. .. and newest of all, the 


a 
* 
Youngstown Kitchens me 
In our newly decorated and arranged showroom, you'll see 


how gleaming Youngstown Kitchens units in lifetime sTEEL 
Cabinet Sinks, Jet-Tower Dishwasher, wall and base cabi- 


‘ 
Jet-Tower Dishwashers! nets—can be planned to fit any space and cost requirements, 


from the simplest to the most luxurious! 


bait ue new, made clegoliag—Room 1119 
MERCHANDISE MART IN CHICAGO! 
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Discover the wide range of units—all perfectly matching, in finish 
and dimensions! See the new Youngstown Kitchens Jet-Tower Dish- 
washer (Electric Sink shown in this kitchen; 27” Automatic Dish- 
washer also available). Completely modernizes dishwashing! 


Be sure to visit us: see WHY Youngstown Kitchens are easy to sell, why 
unit sales and profits are large! Why you needn't be plagued by trade-ins, 
yearly model changes, frequently obsoleted inventories. See why the market 
for the best-known Steel kitchen (5 to 1 over any other) is big and eager! 


oungsown 
y 
MULLINS MANUFACTURING CORPORATION - WARREN, OHIO 
World’s Largest Makers of Steel Kitchens 
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OIL SPACE HEATERS 


Sales of 879,750 units up from 1949 
total and exemption from Regulation W 
promises to keep 1951 volume near the 
700,000-level. Some 25-million homes 


without central heating are prospects 


IGH point in the oil space 
heater’s year was the fact that 


the terrible-tempered Regula- 
tion W passed it by completely. While 
the U. S. government has put its foot 
down on many appliances, space heat- 
ers have escaped restrictions on down 
payments or terms. You can still sell 
them on a no-money-down basis if you 
want to. 

The experts that 879,750 
space heaters were sold in 1950 at an 
average price of $82.50. 

The lack of an ample supply of steel 
lost many sales in 1950, as did the un- 
seasonably warm weather which pre- 
vailed all over the United States dur- 
ing the selling season. However, all 
brands are on allocation today. 

All signs point to a continuance of 
sales in 1951 at a high level—not as 
good as in 1950 and 1948, but excellent. 
The availability of steel and other ma- 
terials will determine the 1951 market 
as much as demand. An authority in 
the field believes that 700,000 will move 
if there is no shooting war; 500,000 
if a general conflagration starts 


estimate 


Market is Good 


From all evidence gathered it is cer- 
tain that a big market yawns. 

Take rent control. Landlords getting 
low rentals, and forced to like it, are 
not hustling to modernize their build- 
ings with central heating plants. 

Result has been that an astonishing 
number of houses and flats stand just 
as they were a decade ago, without im- 
provements. In fact, U. S. Department 
of Commerce data bear out that there 
has been an increase in the number 
of dwellings without central heat. In 
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1940 there were 19,802,230 dwellings 
without it; the April, 1947, estimate 
showed that the number had jumped 
to 21,609,000 seven years later. 

The March, 1950, census release 
shows that the country has 43,468,000 
households—the new way of speaking 
of occupied dwellings—and while there 
is no breakdown available, if we apply 
the 1940 percentage—58 percent—it 
means that today there are 25,210,000 
families who do not have central heat- 
ing plants, and are therefore prospects 
for oil space heaters! 

Assuming that the principal thing 
the dealer is interested in is the mar- 
ket, we can point to one more angle: 

There also is a remarkably large 
number of family dwellings without 
central heating in our large American 
cities. Following are a few cities on 
which latest census figures have been 
released: 
City Population Dwellings without 

1950 Est. Central Heating* 
3,606,436 
1,838,517 

517,277 

673,763 

105,442 
1,957,692 


Chicago 
Detroit 
Minneapolis 
Pittsburgh 
Phoenix 

Los Angeles 


* 1940 census 





TWO YEARS STATISTICAL SUMMARY 


OIL SPACE HEATERS 
1950 


1949 





(Jan. 1951) 
6,185,000 
37,283,000 


741,410 


Average Retail Price $81. 


00 

Retail Value $60,054,300 
(Jan. 1950) 

5,525,000 

36,167,000 


*Homes Owning 
*Homes Without 


* Based on Total Homes 





That there is also a lot of business 
to be done in rural regions is proved 
by the survey made by Country Gentle- 
man through 78 women’s clubs which 
gave the following data on the type of 
heating systems in their homes: 


Number 
854 


846 
275 


Percent 

Total replies 

Number reporting 

type of system 

Stove 
Central heat 227 
Floor furnace 106 
Space heater 96 
Other 17 
Combinations 61 
Indefinite answers 64 


Household Magazine, which num- 
bers its readers mostly in small towns, 
received these answers to a survey 
among its readers reporting on circu- 
lating heaters: 

New in 1949 

4.3 

fe 


Now Have 


35.4 
5.9 


Any 
Coal 
Wood ; ; 
Oil 2. 
Gas . 
LP gas 


The geographical pattern of distri- 
bution has changed somewhat in the 
past several years. The Atlantic sea- 
board continues very good, the Middle 
West remains high, as does the Pacific 
Northwest. The southern states with 
an abundance of low priced gas and 
mild climate are no longer prime oil 
space heater markets, but go for gas 
burning models. This is also true of 
California. 


An analysis of guarantee cards re- 
turned by space heater purchasers 
shows that sales are distributed geo- 
graphically this way: 

Country purchasers 
Outskirts purchasers—rural 
Towns under 2,500 pop.—non-farm 


Towns 2,500 to 10,000 
Towns over 10,000 


Who Sells Them? 


Best way for a dealer to estimate 
market potential in his territory is to 
discover the number of homes without 
central heating plants, a census figure 
that can be supplied by manufacturers. 
Each is a prospect for a space heater. 
The replacement market runs from 10 
to 30 percent. 

A survey made recently by ELec- 
TRICAL MERCHANDISING indicated that 
the appliance-radio-TV dealer is most 
active in selling space heaters. 

The same questionnaire revealed the 
position of appliance dealers as to num- 
ber of brands carried: 


One 
Brand 
374 
67.6% 


Four 
Brands 


Two Three 
Brands Brands 
128 4) 

23.2% 7% 
Five or Total 
More Dealers 
2 553 
4% 100% 
The retailer who plans to sell space 
heaters should understand that it is a 
seasonal item. Only 6.8 percent of the 
year’s total is done in June, 14.2 in 
(Continued on next page) 


8 
1.4% 


FIVE YEAR OIL SPACE HEATER SALES RECORD 


Units Sold 


819,150 a 1950 
RAR 
RRA MMMM 
ea aa 
— AMARC 


1951 


Retail Value 


1949 
1948 


$72,931,300 
$60,054,300 
VZZZZZZZLLLLLLLLLLLL $103, 305,100 








1947 


CLLLLLILILILILLEL”“ZZ@“z 


ZILLA $9 185,079,970 





1946 


VLLLLZZZZZZZZZA $89,178,200 
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BIGGEST PROFITS EVER. 


GREATEST VALUES 


GET YOUR ATOM-PACKED DEALER SALES 





IN HISTORY. 


AD BUDGET 








SEE US AT CHICAGO SHOW FOR COMPLETE DETAILS 


STORY NOW. 





ROOM 1450 MERCHANDISE MART. 


18 


JANUARY 6 


NEW HOME SEWING MACHINE COMPANY | 








Oil Space Heaters 





July, 13.4 in August, 28.7 in Septem- 
ber, and 25.2 percent in October. The 
balance is distributed throughout the 
year, 

Motivating factors that cause folks 
to buy space heaters are: 


1. Because they want automatic heat, 
heat without a lot of work and 
bother. Avoidance of having to 
shovel coal, carry ashes, build 
fires, chop kindling. 

2. Because they want clean heat with- 
out muss and dust and the extra 
cleaning that solid fuel causes the 
housewife 
Because of economy.—While the 
cost of fuel oil has risen, it is less 
than the price of coal. 


\verage sized stock carried by deal- 
ers runs from six to twelve heaters. In 
i town of 10,000 to 15,000 a firm will 
open the season with 10 to 15 units. 
Larger operators such as Fish’s or 
Wieboldt’s in Chicago have on hand 
from three to four carloads. 

There are regional peculiarities in 
space heaters in that those with larger 
heat output sell best in the North, while 
the smaller and radiant type go best in 
the South. In areas where gas is plenti- 
ful, gas burning models are sold. The 
50,000 to 55,000 BTU heaters will out- 
sell other sizes for home heating. 

As many sales are made in the home 
as in the store. The sale of a space 
heater usually calls for a family con- 
ference, because it is a piece of furni- 
ture and the little woman has to be 
consulted. 

The Product 

Today’s heater will burn well with- 
out smoking or carbonizing at high, 
low or medium settings. The Institute 
§ Cooking and Heating Appliances 
lists these types: 

1. Flue connected, circulating heater 

with vaporizing pot type burner. 
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.Flue connected, radiant heater, 
with vaporizing pot type burner. 
.Flue_ connected radiant heater 
(without casing) equipped with 
vaporizing pot type burner. 

. Flue connected heater, equipped 
with sleeve burner. 


From a start with the Old Orchard 
type during World War I the space 
heater was improved by the Valjean 
patents which permitted it to burn at 
low heat. It was first sold nationally in 
1934-5. 

There has been increased efficiency 
through the introduction of power 
blowers. From 10 to 20 percent of 
the heaters sold today have blowers, 
with 10 percent of the customers prob- 
ably buying them later. 

There are from 10 to 12 sizes of 
space heaters on the market, ranging 
from 20,000 BTU output to about 
80,000, and retail prices average 
around $80. 

Margin of profit to the dealer is from 
40 to 40 and 10; chains and large out- 
lets get 50 percent. 

Dating is frequently given by distrib- 
utors to get merchandise in the hands 
of the trade early in the season. As the 
market tightens, with allocations, this 
practice falls off. 

Possibly 50 percent of the space 
heaters moved are sold on time. Down 
payment runs from 15 to 20 percent 
of list price. 

Trade-in Policy 

With 24 to 3 million space heaters 
seven or more years old, which use 
more oil than today’s models, it is obvi- 
ous that trades are starting to come in. 
Upwards of 10 percent of a dealer’s sales 
will have a replacement angle. From 
$7.50 to $20.50 is allowed, depending 
on the usefulness and resale possibili- 
ties. The old ones are generally cleaned 


(Continued on page 112) 





With central heating 
Without central 


Urban & Rural Non-Farm 
With central heating 
Without central heating 
Urban 

With central heating 
Without central heating 
Rural Non-Farm 

With central heating 
Without central heating 
Rural-Farm 

With central heating 
Without central heating 
Veteran Households 


With central heating 
Without central heating 





HOW DWELLINGS ARE HEATED 


Total U. S.— April, 1947 Total 


19,565,000 
19,451 000 


18,419,000 
13,935,000 


15,296,000 
8,539,000 


3,123,000 
5,396,000 


1,146,000 
5,516,000 


5,520,000 
5,023,000 


Owner- Tenant- 
Occupied Occupied 


8,262,000 
9,407,000 


11,303,000 
10,044,000 


10,361,000 
6,664,000 


8,058,000 
7,271,000 


8,003,000 
3,544,000 


7,293,000 
4,995 000 


2,358,000 
3,120,000 


765,000 
2,276,000 


942,000 
3,380,000 


204,000 
2,136,000 


2,924,000 
2,271,000 


2,596,000 
2,752,000 
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Automatic Washer Company, Newton, lowa 


Please Mail me details of the Laundry Queen Washer Line for 
1951 and franchise for— 


|_| oeaters 


(_] prsteisutors 
(Please check whether Dealer or Distributor) 








Large Welding Equipment 
Manufacturer Lauds Klixon Protection 
for Severe Conditions 


CLEVELAND, OHIO: G. E. Tenney, Manager Service Department, 
Lincoln Electric Company, one of the largest makers of outstanding 
welding equipment, praises the value of Klixon safety for elec- 
tric welders. 


“The 154 Authorized Lincoln Field Service Shops, installed in all 
principal centers during the last three years, have found that the Klixon 
inherent Overheat Protector protects Lincoln Welders when used 
under severe conditions. Moreover, the Klixon Protector permits the 
users of Lincoln Welders to take full advantage of the overload built 
into these machines without fear of damage.” 


Klixon Protectors Reduce Service Calls and 
Repairs by Preventing Motor Burnouts 


The Klixon Protectors illustrated are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 
increased customer-preference, reduced 
service calls and minimized repairs and 
replacements, it will pay you well to ask 
for motor-driven appliances that have 


Automatic Klixon Protected motors. 


es«: 
aS SPENCER THERMOSTAT 
KLIxO 


Division of Metals & Controls Corp. 
2501 FOREST ST., ATTLEBORO, MASS. 
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up and resold to lower economic level 
families. 

A dealer, said a manufacturer, has 
no business selling space heaters unless 
he is willing to go out and supervise 
the installation. The average chimney 
will pull from 4/100 to 5/100 of an 
inch. If takes around 6/100 to get the 
proper action out of a space heater. 

Five musts in installing heaters are: 
(1) It must be absolutely level to in- 
sure proper operation, and the only 
way this can be done is to place a level 
across the cast iron combustion ring 


| of the burner. (2) A draft gage is a 


necessity, and the stove must be 
checked when it is hot. (3) You can’t 


| depend on the valve setting of the fac- 


tory being right for your chimney. 
(4) The owner should be shown how 
to take out the oil strainer and clean 
it with a brush. The filter should be 
cleaned once a year. 

Dirty burners, clogged fuel lines and 
excessive down draft are principal 
causes of grief and most of them are 
to correct. The owner himself 
could take care of most of them if he 
read the manual that comes with the 
device. 

With a heater weighing less than 
100 pounds, the installation is a one- 
man job. Average is up to around 135 
pounds, 


easy 


however, with some 150, and 
generally it is a two man proposition. 

Time required for installation should 
be figured from 1 to 14 hours, more if 
a flue needs to be repaired. 

Essential equipment is a draft tester, 
cross test level and graduate for meas- 
uring oil flow. Installation looks sim- 
ple, but it is foolish to permit a cus- 
tomer to make his own set-up, as here 
is where the grief lies in the space 
heater business 

Practices vary widely in regard to 
supplying oil tanks with the heater. 
During the fuel oil scare, many deal- 
ers sold tanks at cost to customers as 
a matter of service. G. J. Timmerman 
& Co., Davenport distributor, carried 
on a promotion to get dealers to sell 
tank and heater as a package. 

Summer check-ups give the dealer 
in extra source of revenue, as well as 
him into the customer’s home. 
From $2.95 to $4.95 is the charge 
usually realized, and it is profitable. 


get 





“SO THE PEOPLE DOWNSTAIRS GOT A 
TELEVISION SET—SO WHAT?” 


JANUARY, 
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ANALYSIS OF SPACE HEATER 
DISTRIBUTION BY STATES 


¥ 2 U. S. 
OTAL 
v2 U.S. January 1, 
OTA 1946 
First through 
Half june 30, 
1950 1950 


Alabama 14% 1.26% 
Arizona. 02 .24 
Arkansas... .. .26 83 
Califomia. . 42 2.15 
Colorado. . 1.17 
Connecticut. . .. ; 16 
Delaware... . . 40 
Dist. of Columbia F .60 
Florida. . 2.53 
Georgia . 1.99 
Idaho... .. 69 
Ilinois. . . 8.35 
Indiana. . 4.61 
Michigan 6.86 
lowa. . 4.31 
Kansas... . 

Kentucky 

Louisiana 

Maine... 

Maryland 

Massachusetts 

Minnesota 

Mississippi 

Missouri . 

Montana. . . 

Nebraska 

Nevada... 

New Hampshire 

New Jersey. . 

New Mexico. 

New York. 

North Carolina. . 

North Dakota... 

Ohio.... 

Oklahoma 

Oregon.... 

Pennsylvania 

Rhode Island 

South Carolina 

South Dakota 

Tennessee. . 

Texas.... 

Utah. . 

Vermont... 

Virginia. 

Washington. 

West Virginia .20 
Wisconsin... . 3.44 
Wyoming a 


100.00% 100.00% 


1.62 
58 
39 

3.37 

3.22 
40 

3.63 
28 





No better way exists to sell replace- 
ments. 

A Maine dealer recently installed 
fifty heaters with only one service 
call. It came from a customer who 
could not read or write. The fuel tank 
read “empty.” 

As high as 50 percent of service 
calls are nuisance origin. They are 
usually caused by poor selling—failure 
to instruct the owner—and by bad in- 
stallations. 


Advertising 


Local newspapers pull best for the 
dealer, especially when the weather 
gets sharp. Radio is said to be second 
best, and mailings third. All of the 
large manufacturers are running na- 
tional campaigns in both magazines 
and local dailies. End 
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Every Appliance 
Dealer Should Kead 
These & Pages... 


— 


| Bw Brictty 


with the “Wonderful-To-Live-With”’ 


Deentr CEZE Applianee Franchise 


In °SI—Go Buy the Name 


Deeprreeze 


HOME FREEZERS © REFRIGERATORS © ELECTRIC RANGES © ELECTRIC WATER HEATERS 








The ALL-NEW 


VAAN AAA 


TRADE-MARK REG U.S. PAT OFF 


REFRIGERATORS 


With the 
Amazing New 


Stlorador 


Ok AL Of! 








SE A then Pee ie Ni 


: 
: 
: 
é 
: 


Storador — 


Its the most important door in Mrs. America’s home... 
and the most important door on your sales floor! Its beauty of design, 
attractive chrome finished latch, and “‘jewelled” escutcheon enclose a 
wealth of advanced refrigerator features. The one-piece wrap-around 


sealed cabinet is made of bonderized steel with a baked enamel finish. 


There’s no reaching and 

groping for items used 

most! Deepfreeze Stor THESE 

ador provides amazing 

f t conve pt 

sing pent ti WONDERFUL ADDITIONAL ADVANTAGES! 
eSéstor tor convenient 

egg storage. Twol-Quart 

Handy Jugs keep chilled si g : 

fruit juices or water ~~ Adjustable Easy-to-Clean Aluminum 
Butter Box with spread Shelves Flexibly Arranged To Give Type 
control—keeps 1-pound of Storage Space Needed 

f butter as you like it . 

Divided Removable nw Rich, Gold-Colored Trim 

Handy Bin holds salad < c 

greens and small vege . wn. Dual Crystal Clear Vegetable Crispers 
tables. May be carried % . ’ 

disectiy te Gest acon tes r sy. 10-Point Cold Control « Porcelain 

added convenience - Food-Liner 

Roomy Bottlestor holds ; P : 
quarts of milk and even . Pm 5 Year Protection Plan for Refrigeration 
tall beverage bottles “- System 


Only Deepfreeze has the exclusive 
Deepfreeze Freezer Compartment and 
frozen storage drawer that hold a total 
f more than 50 Ibs. of frozen food. The 
frozen storage drawer below the 
Deepfreeze Freezer Compartment is de 
signed for keeping salads, puddings and 
ice cubes, as well as frozen foods 
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Deepireeze Pleases the Publie with Appliance Perfection... 


OFFERS DEALERS MOST PROFIT PROTECTION! 


ust| What The, 
anket; Ondereds 


Six Brand New 

Deepfreeze Refrigerator Models 

to Fit the Needs of Every Family... 
All Packed with Famous Features 


Your Customers Want! 


— 


MODEL DW-11 SUPER DE LUXE 
11 Cubic Ft. Refrigerator 


xenvine Deepfreeze Freezer Compartment 
nsulated plastic door * Frozen Storage 
Drawer * Storador with 2 l-quart Handy Jugs * 
Removable two compartment Handy Bins * Butter 
Box with Spread Control * Eggstor * Bottlestor « 
A 


with 


Jiustable Anodized Aluminum Shelves with Gold 
m * Dual Vegetable Crispers « 


Combination 
Dessert Tray eq 


ipped with two lever type ice 
be grids and divider * 2 Additional Ice Cub 
* 10 Point Cold Control « onty. 


a 


MODEL DG-9 DE LUXE 

9 Cubic Ft. Refrigerator 
* Genuine Deepfreeze Freezer Compartment 
with insulated beautiful white plastic door * 2 
Bottle Shelves * Anodized Aluminum Shelves « 
Vegetable Crisper * 4 Ice Cube Trays * 10 Point 
Cold Control * 5 Year Warranty 


MODEL DF-11 SPECIAL 

11 Cubic Ft. Refrigerator 
Genuine Deepfreeze Freezer Compartment 
with insulated beautiful white plastic door * Quick 
Chill Drawer * Ample Bottle Storage « Conven 


iently arranged Shelves * Twin Vegetable C 


rispers 
4 plastic grid ice cube trays * 10 Point Cold 
Control * 5 Year Warranty 


———: 


MODEL DF-9 SPECIAL 

9 Cubic Ft. Refrigerator 
* Genuine Deepfreeze Freezer Compartment 
with insulated beautiful white plastic door * Con 
veniently arranged Shelves * Twin Vegetable 
Crispers * 4 plastic grid Ice Cube Trays * 10 
Point Cold Control * 5 Year Warranty 


Specifications and models subject to change without notice. 


MODEL DW-9 SUPER DE LUXE 


9 Cubic Ft. Refrigerator 


* Genuine Deepfreeze Freezer Compartment 
with insulated plastic door * Frozen Storage 
Drawer * Storador with 2 1-Quart Handy Jugs * 
Removable two compartment Handy Bin « Butter 
Box with Spread Control * Eggstor * Bottlestor * 
Adjustable Anodized aluminum Shelves with Gold 
Trim * Dual Crystal Clear Vegetable Crispers « 
Combination Dessert Tray equipped with two 
lever type ice cube grids and divider * Addi- 
tional Ice Cube Trays * 10 Point Cold Control « 
5 Year Warranty. 


MODEL F-7 SPECIAL 
7 Cubic Ft. Refrigerator 
* Genuine Deepfreeze Freezer Compartment 
with white plastic door * Automatic interior Light 
* Rust resistant steel wire shelves * One-piece 
wrap-cround all steel welded construction « 10 
Point Cold Control * 5 Year Warranty, 
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And, Of Course, Deep CEZE Brings You the World's: 


Greatest Selling Benefits in the Entire Industry? 





Deepfreeze Home Freezers have shell- 
type condenser. Deepfreeze is the home 
freezer which will not—cannot—sweat! 
There's no water on cabinet walls or 
floor. The Deepfreeze Home Freezer stays 
dry under any atmospheric condition 


» 


> Z Lo 

aye 
Easy as taking a book from the shelf to 
remove food from the Deepfreeze Home 
Freezer. Metal baskets keep frozen food 


packages handy. Metal dividers for con- 
venient bulk storage. 


MODEL C-12 


Deepfreeze Home Freezers have a big, 
easy-grip handle with tumbler lock. Safe 
as a bank vault... keeps little raiders 
out! Counter-balanced lid “floats” up— 
opens to any position, permitting use of 
both hands. 


AD 


Easy-reading adjustable temperature 
control. Temperature indicator on cabinet 
front shows at a glance how cold it is 
inside the Deepfreeze Home Freezer. 


JANUARY, 


Finest Home Freezers, Insuring 


Deepireeze 


THADE. MARE EEG US PAT OFF 


HOME FREEZERS 


Stl Che Leader, /.. 


Deepfreeze pioneered the home freezer 
industry and has consistently produced the 
world’s finest home freezers. Today the en- 
tire industry looks to Deepfreeze for leader- 
ship. Deepfreeze gives its dealers the fast- 
est moving, easiest-to-sell line with the 
best known name. Check the 
famous Deepfreeze Home 
Freezer features. They are the 
features America is buying! 


A —And There are More Deeptreeze 
Fs Ng Superior Home Freezer Features! 


Separate Freezing Compartment 

Quiet Dependable Deepfreeze Compressor 
Baked enamel finish on Bonderized steel 
Chrome finish trim 


Full Five Year Operating Warranty 
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Let Deeptr, ECEZE—The Name That 
Built An Industry— 


BUILD PROFITS FOR YOU! 


at MODEL C-7 a MODEL B-7 
Capacity 7.2 Cu. Ft. Capacity 7.2 cv. ft. 
Holds More Than 252 Holds More Than 252 
Pounds of Frozen Foods. Pounds of Frozen Foods. 


DELUXE MODEL C-12 MODEL B-12 
Capacity 12.3 cv. ft. Capacity 12.3 cu. ft. 
Holds More Than 430 Holds More Than 430 


Pounds of Frozen Foods. Pounds of Frozen Foods. 


DELUXE MODEL C-16 : = DELUXE MODEL C-22 
Capacity 16 cv. ft. SEE Capacity 22 cv. ft. 
Holds More Than 560 Holds More Than 770 
Pounds of Frozen Foods. Pounds of Frozen Foods. 


Specifications and models subject to change without notice 
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Just What You’ve Wanted to Build Electric Range Profits! 





Design and Construc- 
tion — The body is of all 
steel wrap-around 
welded construction. 


= ] 
5 Or Ae | 
= nA 

ih. _J 


Ample Storage Space 

Easy-gliding drawers 
with safety stops. This 
feature will save count- 
less steps and lost mo- 
tion, 


ee | 


Super Contact Surface 
Heating Units —Mono- 
tube heating elements 
provide even heat 
throughout utensils at any 
switch setting. Each sur- 
face unit has individual 
pilot light. 


118 


Deepireeze Electric Ranges Fit Every Family’s Needs 


For Easy. Automatic Cooking! 





Bim ~ © 


6-Quart Deep Well 
Cooker Unit lifts up to 
provide extra surface 
unit. Quick change fea- 











Multi-Heat Switches 
Unlimited selection of 
heat over o broad tem- 
perature range. Not just 
5 or 7 settings but pre- 
cisely the correct heot 
for every food and cook- 
ing job. 





Automatic OvenTiming 
Electric Clock — Turns 
oven and appliance re- 
ceptacle on and off as 
desired. Food roasts or 
bakes automatically. 


Deepfreeze 


ELECTRIC RANGES 


MODEL RD-I 





Beautifal Deepfreeze Backsplasher 
feature with lamp and efficient, beautifully 
styled control panel. Details of these and 


other features are illustrated at left. 


Efficient Broiler — 
Smokeless type full- 
width broiler pans give 
tremendous capacity. 
Lock stopped to prevent 
spilling. 


5 MODELS Au with 
Famous Deepireeze Features!... 


ed at 


a a 


Big, Big Oven — Extra 
large, all porcelain oven 
with automatic temper- 
ature control and interior 
light. Lift up bottom ele- 
ment for easy cleaning. 


Model RE-! 


AEE RS cu AE EE aaa, 


Model RC-1 Model RB-1 Model RA-! 


In°sI Go Buy the Name... 
DeeprreezZe crecteic rances 


to change without notice 
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Another Protit-Maker for Dealers 


Who Sell the Complete Line of HEEDIPEEZE Appliances 





AAW 


ELECTRIC WATER HEATERS 





"Black Heat” Tension Belt Unit 

The Deepfreeze Heat Tension Belt unit 

is backed by aluminum reflector which 
assures maximum 
heat transfer to 
the specially 
treated silicon 
black surface of 
the tank. 


= 


ms : 
Automatic Temperature Regulation ] Dependable As Their Famous Name, Deeptreeze 
The Deepfreeze Electric Water Heater is 


provided wih dul hermosa for mos : Water Heaters Are Available in 14 Models... 
Round or Table Top Style—Twin or Single Unit 


control of right temperature—at all times! 





Full page, full color ads representing more than 91,000,000 


KOSS messages in leading national magazines! 
And to Help Sell xX af. Acomplete supply of dealer ad mats tying in with the Deepfreeze 
: national theme. 
Deepireeze Appliances x Comprehensive sales training manuals telling how to sell 
’ SR Deepfreeze Appliances best! 
There s One of the BOX ete Consumer hand-outs and mailing pieces .. . attractive counter 
ee and window displays! 
Strongest Advertising XRK sl Powerful, proven promotion plans, including unique 
And Sales Promotion see 4° demonstration ideas that sell! 
Programs in the For Appliance Sales Action P.D. @. 
' Country!... 


In°31 Go Buy the Name... DEEPIPEEZE tecreic water Heaters 


Specifications and models subject to chan 
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Here’s What You 


Should Do... 


To Get Greater Appliance Sales in°5I 
Sign the Deepfreeze Franchise P. D. @. 


Know the reasons why Deepfreeze offers the best deal 
in appliance retailing. Find out how you can make more 
money by selling Deepfreeze Appliances. They offer 
most in consumer satisfaction with quality and per- 
formance ... with the strongest name in the appliance 
industry—the name people know for its home freezer 
fame ! Check the completeness of the Deepfreeze line, 
its full price range coverage, its fair margin and dis- 


count. Ask your Deepfreeze Distributor now about the 
Deepfreeze expansion program, its national advertising 
and all the other ways Deepfreeze helps you sell! 
Ask yourself, “Can I afford not to have the Deepfreeze 
selling advantages?’’ You’ll make the profitable deci- 
sion to sign the Deepfreeze franchise now! It’s the 
franchise with a future —offering the greatest selling 
advantages—today! 


This new Deepfreeze Refrigerator plant 
is part of a Deepfreeze expansion pro- 
| gram that fulfills a tremendously in- 
| creased demand for Famous Name 


Deepfreeze Appliances! 


— | 





In °5I—Go Buy the Name 


Deepireeze 


TRADE-MARK REG. U. S. PAT. OFF. 


HOME FREEZERS © REFRIGERATORS © ELECTRIC RANGES © ELECTRIC WATER HEATERS 


See Your Distributor P.D.Q. «== 


for details about the greatest 
appliance franchise in “S51! 
Your Deepfreeze franchise gives you a head start for greater appli- 
ance profits in ’51! Have your Deepfreeze Distributor explain it in 
detail . . . find out what Deepfreeze will do now to help you sell. You 
can share in the great new Deepfreeze profits from the very beginning ! 


9Or Send Coupon for All the Facts! 


Deepfreeze Appliance Division 


Motor Products Corporation, North Chicago, Illinois 


Gentlemen: I’m interested in the greatest appliance line 
for ’51! Please give me the complete story P.D.Q. 


-Aame 
Sheel 
€ ely je ne Kale 


JANUARY, 1951—ELECTRICAL MERCHANDISING 





HE disappearance of the maid 
from the American household 
probably as im- 
portant a factor in the postwar tri- 
umph of dishwashers and food waste 
disposers as any of the other con- 
tributing factors of inflation, higher 
incomes, more acceptance of electrical 
living, and the housing boom. 

Just last year we reported that the 
dishwasher “is reaching a decidedly 
silk stocking market.” But, according 
to a survey conducted by one big man- 
ufacturer, by far the largest group of 
purchasers in 1950 were owners of 
homes worth from $10,000 to $15,000 
(see Dishwashers are “Luxuries” No 
Longer elsewhere in this issue), which 
is anything but a limited market. 


scene was 


New Record 


All of these factors combined to 
raise 1950 dishwasher sales to a new 
all-time record, 230,000 units, up 43.8 
percent from the 1949 total of 160,000 
and representing a total retail value 
of $66,700,000. The increase in dollars 
was 51.6 percent above the 1949 figure 
of $44,000,000, not only because of the 
unit increase, but also because the 
average unit price went from $275 to 
$290. 

Food waste disposers had an even 
bigger year, totaling 255,000 units at 
an average price of $135 for a total 
value of $34,425,000 because the unit 
figure was up 64.5 percent over the 
previous year’s total of 155,000 and 
dollar volume reflected a similar in- 
crease over $20,925,000. Average 
prices remained the same over the two 
years. 

The sales figures are impressive, but 
saturation still has a long way to go. 
As of the end of 1950 it was two per- 
cent for dishwashers and 1.9 percent 
for disposers. Both represent slight 
advances over 1949, but the advances 
are not truly indicative of the widened 
acceptance of these two comfort-cre- 
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They make great strides toward gen- 
eral acceptance as public buys record 
number of units and more makers 
enter sales competition 


ating appliances because of the great 
growth of wired homes in 1950, jump- 
ing from 37,244,100 to 39,044,030. 


New Competitors 


Consumers weren’t the only ones 
who adopted dishwashers and disposers 
in 1950. In this magazine’s 1949 di- 
rectory of manufacturers 12 dish- 
washer makers were listed. The 1950 
issue showed 14. The number of dis- 
poser makers remained at 18 but in 
1950 there were two important sub- 
stitutions on the list, Apex and Cros- 
ley. Mullins Mfg. Corp. made the 
biggest splash among dishwasher new- 





comers with its Jet Tower model. Also 
during the year some major manufac- 
turers who previously had been mark- 
ing time getting into production and 
making distribution arrangements be- 
gan to get their share of sales. Chief 
among these were Westinghouse and 
KitchenAid. 

Competitively, the big battle of the 
year centered around top- versus 
front-opening models. KitchenAid, 
Westinghouse and Hotpoint were 
prominent in the front-opening ranks 
while General Electric stuck to a top- 
opening model until close to the end 
of the year. Smaller kitchens and 





consumer demand for more working 
counter space had a lot to do with the 
growing acceptance of front-opening 
models. 

Portable dishwashers were marketed 
during the year by manufacturers in- 
cluding G-E, Apex (which bought the 
All-American dishwasher) and Cory 
Corp. (which produces a_ table-top 
model). ' 


Need for Salesmanship 


Dishwashers have never been easy 
to sell in volume—-even in this past 
year of record sales, Prewar dish- 

(Continued on page 124) 





TWO YEARS STATISTICAL SUMMARY 


DISHWASHERS 
1950 


1949 


TWO YEARS STATISTICAL SUMMARY 
FOOD WASTE UNITS 
1950 





$290. 

$66,700,000 
(Jan. 1951) 
00,000 


160,000 


255,000 
$135. 
$34,425,000 .. 


(Jan. 1950) (Jan. 1951) 
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FOUR YEAR FOOD WASTE UNIT SALES "RECORD 
Retail Value . 
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THIS IS 
NO TIME 
FOR SALES 
HOT AIR! 


You've Inwited 1 
the Procton Ohi 
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National Housewares Sh 
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Get the full det 
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Powe ail with Va the effort! 


Spaces 690—6 


Proctor has 


you sel Y Pier 


g2—694—Nov 


Mury Provo. wever-urt TRON Muy Protec cuamrion [RON Zotor IRONING SET 


— includes Mary Proctor 
Never-Lift Steam Iron, 
Mary Proctor Hi-Lo Iron- 
ing Table, Mary Proctor 
= Custom-Fit 

lroning Pad 

_ and Cover Set, 

¥ and the Mary 
Proctor Cordminder 


——the iron that took the backache out of 
ironing—the most wanted dry iron in ironing 
history—now greatly improved. Except for 
steam feature, this iron is identical with the 
emazing Mary Proctor Never-Lift Steam Iron. 


122 


—the finest value in irons. Famed for its 
speed; full, even heat; over-sized sole- 
plate. Triple-cooled handle with built-in 
thumb rest. Large Fabric Dial, Clear-View 
button ledges. And it's so light in weight! 


JANUARY, 


—all engineered 


profit builder. 
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Perhaps your cost per sale has skyrocketed . . . maybe you're short product carries a new ‘Tell Tag’’ jammed with the kind of informa- 
on skilled sales personnel. You need merchandise that will start tion that makes shoppers chase clerks with the product in their 
the sales for you to close . . . Proctor merchandise, for example. hands. Proctor displays help you out with traffic-stopping drama. 

Every Proctor product this year is loaded with woman-tested fea- Proctor advertisements and promotions sew up sales for you. 
tures that make your customers want them on sight. Every Proctor That’s why we say, you halve your selling time with Proctor. 


And here is a practical promotion to start working with now... 
SPRING PROMOTION gives you the tremendous influence of LIFE 


THIS PROMOTION 


and Toaster ncludes 


A gleaming beauty with 

many of the advan- 

tages of the “Custom” 

toaster—the Color- 

minder, and Automatic 

Pop-Up. Silent opera- ‘ 
tion, clean-easy crumb. a. HAHLE 

tray. Reheats cold toast GOH CAM 


without burning. 


PROCTOR ELECTRIC COMPANY 
3rd STREET AND. HUNTING PARK AVENUE. PHITADELPHIA 40 PENNA 
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Everybody Falls In Love With The SWING-A-WAY 
GIFT ARRAY... Two Superior Gift Items-- Produced 
In Packages With Real Utility Value. No Extra Cost 


To The Consumer Or To You. Items SOLD AT LIST 
PRICE. Order Now For Every Gift Day Sales. 


MEDALLIONS: 
Attractive And 
Appropriate To 
The Current Gift 
Day On Each Box. 
GIFT PACK No 1: 
Ice Crusher 1109W 
with Refreshment 
Shaker. Cabinet 
Model Can 
Opener 1209W. 


GIFT PACK No. 2: 
Can Opener609 and 
Knife Sharpener 
809. Both Models 
in White, Red 


or Yellow. 

Housewares 
Show 
Booth No. 
181-183 


COLORFUL CATALOG PAGES 
AND PRICES SENT ON REQUEST. 


G-A-WAY MANUFACTURIN 
AVENUE . 
FOX AGENCIES 


SWIN 
11 BECK 7 8 OUSS: 4 


ANADIAN REPRESENTATIVE LTO PORT CREDIT 
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washers were not entirely satisfactory 
and a surprisingly large group of con- 
sumers got the idea that dishwashers 
won't do a job. Postwar develop- 
ments insure that they will, but not all 
the public knows it. So, they have to 
be sold. And, since you can’t very 
well put a plumbing-type dishwasher 
out on free trial, the dealer must rely 
on active demonstrations. Too few 
dealers actually put this much effort 
into dishwasher sales. Editorial repre- 
sentatives of this magazine have been 
in numerous retail stores where the 
dishwashers were not hooked up, where 
salesmen used them as repositories for 
lunch and overcoats, or where dealers 
had no demonstration dishes or “smear 
kits” on hand. 


Disposers Make Progress 


Perhaps one of the biggest boons to 
disposer progress during the year was 
the much-publicized adoption of the 


| appliance by a whole town, Jasper, 


Ind. Later in the year another town, 
Herrin, Ill., made the disposer the of- 
ficial municipal method of garbage re- 
moval. These devices, too, have im- 
proved during the past few years, but 


| one of their chief sales obstacles, just 


as for dishwashers, is installation. 


CONTINUED FROM PAGE 121 





Varying plumbing codes and _ non- 
standard rates make installation a 
financial gamble in many areas. Deal- 
ers who either install themselves or 
have arrangements with plumbers are 
in the best position to offer installa- 
tions at rates which won’t endanger 
volume sales. According to one major 
manufacturer, little progress was made 
during 1950 in reducing the national 
average of dishwasher installation 
costs, which hovers around $65. 


1951 Outlook 


Dishwasher and disposer production 
in 1951 are likely to suffer from the 
nation’s defense efforts. Fewer hous- 
ing starts may somewhat restrict what 
up until now has been an expanding 
market. But demand will be more 
than enough to absorb whatever pro- 
duction the industry attains. Fewer 
new houses will mean more remodeling 
of old houses. War jobs will bring 
higher incomes. Total employment 
will make it even more difficult to get 
domestic help and will encourage the 
use of mechanical servants. Electric 
dishwashers and food waste disposers 
will find a ready market and a demand 
that will, in all probability, exceed the 
supply. End 
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“Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART + KALAMAZOO STOVE & FURNACE CO. « SPACE 512-8 
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Your Distributor is drawing the curtain on 


1/0) LOTTLO)NT-V- 04 
ADVANCES FROM’ 


PHILCO 
for 1951 


: i at a oan 


’ in REFRIGERATORS 
oe ELECTRIC RANGES 
ooo AIR CONDITIONERS 
-ee BALANCED BEAM TELEVISION 
~-e RADIOS and RADIO-PHONOGRAPHS 


Now, all across the nation Philco Dis- program that started right back on the 
tributors are showing new Philco products drawing boards. 
that will make appliance history in 1951. Yes, again in 1951, the driving force for 
Here, from Philco, you’ll see no mere progress is Phileo Advanced Design . 
face lifted lines—no carry-over collections bringing you your biggest opportunity for 
of refurbished old models. The new 1951 appliance volume and profits. 
Philco lines are new from the ground up. See and decide for yourself—that more 
New in concept and design, new in engi- than ever before this is the line and the 
neering and features—they are the planned year to Concentrate on Philco, the most 
result of a multi-million dollar retooling profitable franchise in the appliance field. 
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SPACE HEATERS- FLOOR FURNACES 
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Here's the QUAKER story in a nutshell CP) . Only QUAKER has the traffic- 
stopping demo equipment (" that lets you prove it’s less expensive to 
buy a QUAKER 3210 selling for over $200 than a competitive heater at half 
the price. And that means $80 profit Sm instead of $40 CS . 

What’s more, in the lower-price field, only QUAKER has a wise air 
circulator ny and a mechanical draft booster (6) ) ) 


is 


both of which can be quickly attached to a heater that relies entirely upon 


, either or 


the chimney for its draft. | |) This equipment makes a heater work on 
any chimney and eliminates reverts. These accessories help you “step-up” 
prospects _/- to 50% more dollar profit per sale...and still carry a 


minimum inventory. Want proof? Here it is! An inventory of three models 


of the fast-moving QUAKER CHALLENGER conwerts into the 


an | 


f=) —~ 


a ae of 12 different heaters | (a | | (J ge [0] ae \o] “| with just 


—s . 
a screwdriver and pliers SS free aN. x .- high profit 
9) h 


<///p, ---low inventory wi =| ... that’s QUAKER. Naturally, QUAKER 
oli a = 


has a whale__ ( i WE- Say a a a story. / And QUAKER tells it to prospects 
through national “and local advertising G2 | Pi . Best of all, QUAKER 
supplies you with “IN THE STORE” PROMOTION that does a selling job in 
your store. “iT ©. Banners, posters, pennants, displays, direct mail, 
newspaper mats , . in fact, everything you need to bring in prospects is 


yours with QUAKER. Why not get all the facts that tag you will have 


more satisfied customers and make more money #( ) with QUAKER 
than any other heater in the business. VISIT US AT SPACE 516-B IN THE 





FURNITURE MART«~ “or mail the coupon below. There’s no obligation. 








QUAKER MANUFACTURING COMPANY 
223 W. Erie St. * Chicago 10, Ill. Quaker Manufacturing Company 


SPACE 516-B, AMERICAN FURNITURE MART 223 W. Erie St. + Chicago 10, lil. 


Please have my distributor call and give me the facts 
on the new QUAKER program for 1951. 


NAME 





STORE NAME 





ADDRESS. 





CITY 
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uning in momentarily on almost 
any earthly conversation con- 
cerning home-entertainment ap- 
liances during the year just ended, a 
man from Mars would have assumed 
that television had entirely supplanted 
radio. This would have been a very 
natural error indeed since video pro- 
gramming progressed from the upper 
amateur to at least the lower pro- 
level in 1950, retail sales 
pressure and the power of the Joneses 
convinced most people within range 
that television was a necessity rather 
than a luxury, and last-half edicts 
emanating from Washington kept the 
subject plastered on front pages. 

The fact of the matter is that even 
most mortals erred on the under side 
in their early appraisals of radio’s po- 
tential, not to mention television. Im- 
provement in general economic con- 


1 
tessional 


ditions reported elsewhere in this issue 
caused many more radios to be bought 
than in 1949 despite the incidence of 
television, as shown in an accompanying 
table. There were variations with re- 


spect to the popularity of receiver 


types, notably an increased demand for 
table models at the expense of con- 
soles, but this was largely offset by 
a preference for phono combinations. 
Portables and farm-type battery sets 
picked up ground, auto radio followed 
car sales sharply upward and only FM 
types seemed to suffer. 


1950 Highlights 


Saleswise, 1950 will nevertheless be 
remembered as a year in which tele- 
vision receivers almost completely 
dominated retail window and floor 
areas devoted to entertainment equip- 
ment, their tops providentially pro- 
viding a place for the display of table- 
top radios—with phono-combinations 
and consoles constituting a backdrop. 
Free home demonstration emerged as 
the most powerful single television 
sales tool and was worked hard by 
urban dealers in radio-broadcast spot 
announcements, the business in effect 
using its left hand to aid its right. 
Despite the still light market satura- 
tion, replacement business of sizable 
proportions developed and an antenna 


RADIO AND 





TWO YEARS STATISTICAL SUMMARY 


RADIO RECEIVERS 
1950 


1949 





HOME Units Sold 


10 
Average Retail Price $46.07 


Retail Value 


$304,990,000 


PORTABLE Units Sold 
Average Retail Price 
Retail Value. . 


Total Radio Receivers... . 
Average Retail Price 
Retail Value 





on the rooftop no longer necessarily 
indicated a closed door. 

Type for type, television prices were 
lowered as a result of mass-production 
economies, but consoles and, partic- 
ularly consolettes increased in popu- 
larity so the dollars per average cus- 
tomer remained up. Production cen- 
tered heavily on models equipped with 
16-inch picture tubes, further bolster- 
ing the average sale and stimulating 
the replacement market. This size was 
statistically by far the most popular 
with the public, rectangular types with 
dark faces particularly cutting quite 
a swath. Built-in antennas became the 
rule rather than the exception, but 
were more important as an initial sell- 
ing point than in actual use, most 


FOUR YEAR HOME RADIO SALES RECORD 
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purchasers finding it desirable even if 
not strictly necessary to order an out- 
side antenna at the time of actual in- 
stallation or soon thereafter. Simpli- 
fication of tuning controls appeared 
to have come in for a good part of the 
television design engineer’s attention 
and improved circuitry reduced the 
still troublesome service requirements. 


Material Shortages 


Heavy consumer demand for tele- 
vision masked a number of industry 
difficulties that might otherwise have 
had a serious effect on the market. 
Shortages of raw materials and com- 
ponent parts arising as a result of 
Korea were not too apparent at the 
retail level because manufacturers had 
anticipated it and stocked up. To some 
extent they also robbed Peter to pay 
Paul by putting more of the parts on 
hand into fast-selling television than 
into slower-moving radios. A picture- 
tube bottleneck appearing imminent in 
the early months of the year actually 
did require some scrambling on the 
part of manufacturers, but rapid pro- 
duction increases by old and new tube 
makers quickly eased it. Critical tubes 
other than picture types were bought 
up for use in original equipment, com- 
plicating life for television repairmen, 
and this condition still applies. The 
Federal Communications Commission’s 
bombshell announcement on color tele- 
vision occurred so late in the year that 
its detrimental effect upon the immedi- 
ate market was slight when the year is 
considered as a whole. Similarly, re- 
strictions on installment buying did 
not materially affect the picture be- 
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TELEVISION 


Despite material shortages, color bomb- 
shells and the war, TV has a record year. 
Sales of auto and portable radios gain. 
Production of radio and TV in 1951 may 
be cut 30%, but radio will suffer most 





TWO YEARS STATISTICAL SUMMARY 


TELEVISION 
1950 


1949 





... . Units Sold 
Average Retail Price 
. .Retail Value 


(Jan. 1951) 
10,305,000 
28,739,000 


Homes Owning 
Homes Without 


000 
$323.33 
$970,000,000 


(Jan. 1950) 
3,750,000 
33,494,000 





cause demand was so heavy and a 
November excise tax in- 
crease came too late to throw a monkey 
wrench into the works; many dealers, 
in fact, used the tax increase as a 
means of inducing customers to pur- 
November and others 
continued to use it in this manner in 
the pre-Christmas season to clear out 
sets ostensibly purchased before the 
tax went into effect. 

All in all, 1950 was a highly satis- 
factory year for appliance dealers in- 
sofar as their entertainment equipment 
sales were concerned, perhaps the first 
year since the war about which this 
might be said. 


The Year Ahead 


television 


chase before 


As in the case of all consumer goods, 
what’s ahead for dealers handling home 
entertainment merchandise in 1951 will 
be dependent to a large extent upon 
the military program and prognostica- 
tion is possible only if it is assumed 
that this program will steadily grow, 
although not to an all-out status. With 
this qualification in mind, it currently 
appears that production of radio and 
television sets and allied products 
might be cut 30 percent, radio some- 
what more and television somewhat 
less, since manufacturers will undoubt- 
edly put most of their egs in the latter 
basket. Any radical change for the 
worse in the international situation 
would have a particularly severe effect 
upon this segment of the business; 
electron tubes, cobalt, copper and other 
essential ingredients are equally essen- 
tial in highly important military gear. 
Cobalt shortages are already worry- 
ing the producers of magnetically-de- 
flected television-picture-tubes and per- 
manent-magnet loudspeakers, but in 
the first case a shift to electrostati- 
cally deflected tubes requiring no mag- 
nets is possible and in the second 
somewhat more bulky magnets using 
little or no cobalt could be used or 
design could revert to older electro- 
magnetic principles; in both cases pro- 
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duction changes would be required and 
these would cause temporary delivery 
delays. 

With the demand for television sets 
continuing at a high level and some 
production cuts certain it appears 
likely that list prices will increase. 
From where we sit it looks like the 
market may be neither bullish nor 
bearish, the two factors about counter- 
balancing each other. Thus a hard 
year for manufacturers will not neces- 
sarily be hard for retailers, especially 
those in a favorable buying position. 


The Color Situation 


Color television, far and away the 
most talked-about bugaboo on the hori- 
zon, is difficult to evaluate. Several 
things can, however, be said about it 
with comparative safety. Some con- 
sumers are going to hold back on black- 
and-white set purchases, but the na- 
tionwide demand is so great that this 
should not prove a major obstacle 
to the sale of all the sets the industry 
can make. Regardless of which way 
the courts at present sitting on the 
situation jump, it seems unlikely that 
there will be enough video stations 
transmitting color programs or enough 
factories making color receivers to 
cause a consumer stampede during 
1951. Nor is it likely that many con- 
verters or adapters, designed to per- 
mit reception of pictures transmitted 
in color in black and white on exist- 
ing sets or reception of color pictures 
in color on such sets will actually be 
sold, although some will be offered 


by small and middle-sized manufac- 
turers and some larger plants may be 
forced to produce a few for protec- 
tion. 

Demonstrations of color television 
to the public are being well received, 
and the practical difficulties as well 
as the cost of such service played 
down, so it cannot safely be assumed 
that the generally sour attitude of the 
trade toward color will necessarily be 
that of the public. On the other hand, 
just what will be said by the new Con- 
gress about the FCC’s actions regard- 
ing coler canot be foreseen at this time 
but it is unlikely that it will be flatter- 
ing, and the public will read about it. 
Thus some delay, at least, in the real 
debut of color seems likely and its 
practical impact will probably not be 


great in the actual market during 1951 
and may not be a major factor even 
in the following year. 

It seems probable that the govern- 
ment’s freeze of existing low-band tele- 
vision-station licensing will be lifted 
this year, perhaps very soon. If the 
military program permits, this would 
quickly result in the erection of addi- 
tional vhf stations in areas not now 
served and even a few additional sta- 
tions in areas inadequately served. 
In these areas a substantial increase 
in home-entertainment-equipment busi- 
ness would immediately result, particu- 
larly when it is realized that network 
programs are rapidly being extended 
via telephone lines and microwave- 
relays. 

(Continued on page 132) 
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un to Keep house. 


7 OUT OF EVERY 10 
PRESSURE COOKERS SOLD=— 
OR TO BE SOLD= 

ARE Presto Cooxers! 


Alert housewares dealers everywhere know it pays to 

feature PRESTO COOKERS, the only complete line on the 
market . . . the line that leads the field! 

Electrical housewares retailers are ‘‘naturals”’ 

for these “‘big-ticket-sales’”’. PRESTO COOKERS save home- 

makers time and money. That’s why millions have 

been sold . . . more millions will be sold. Get your 

share of Presto CooKER profits! 


See PRESTO Products on display at the 
National Housewares and Home Appliance Exhibit in Chicago. 


PRESSED MODELS .. Booths 266, 268 and 270. 
| y) CAST MODELS 


chlo ‘AD ‘M TRY. TRY During the First 


6 Months of 1951 Will Tell American Homemakers: 
‘it’s Fun to Keep House the Presto Way!?’’ 
Consistently throughout 1951, the great Presto reminder that ‘‘/t’s 
Fun to Keep House the Presto Way’’ will be implemented through 
nard-hitting, merchandise-moving advertisements in all leading national 
oat magazines. With such support, Mr. Dealer, you’ll agree that “It’s Fun 
Le declt > AWS a) to Make Profits the Presto Way”! Feature Presto Products in 
Family C NN your stores and windows and in your advertising! 
—S ey 
wat > 
.* x. Pgs \ 
PEM i - & FREE! Advertising Material on all PRESTO Products Newspaper mats 
y f @ display materials, counter cards, et< sent on request 


Write: Advertising Department 
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«the Drchlo way! 


“THE MOST AMAZING Dr 410 
STEAM IRON EVER INVENTED!” AsTemATIS 

Vapor-Steam [ron 
Rapidly attaining leadership in the electrical 


housewares field, The PREsto VAPOR-STEAM IRON r 
is in tremendous demand everywhere! Its “feature story’”’. . . 

Lightweight, only 3'4 lbs. .. . Soleplate Heat Indicator . . . 

Finger-tip Temperature Selector . . . Wrinkle-proof Round Heel .. . 

Over-size 30-square inch Soleplate . .. PLUS the fact it uses ORDINARY 

TAP WATER . . . has become a sales and profit story that has 

startled electrical housewares retailers. Demand is 

running far ahead of supply. Place your 

order now for earliest possible delivery. 





“SELLING STA TION’ ’$ Available to you, Mr. 
Dealer, WITHOUT EXTRA COST, is the unique “Selling Station”, a 
valuable sales aid which CREATES A COMPLETE IRON DEPARTMENT 
FOR YOU! Call or write your PRESTO VAPOR-STEAM IRON 
distributor for details! 


THE EXCLUSIVE PRESTO “VAPO- 

MISER®" Automatically converts ‘ oe 
ordinary tap water into a smooth, WET STEAM 
strong flow of Vapor-Steam. 


Golden-Range 
TOASTER 


THE OUTSTANDING, Dixie-Fryer 
NEW SALES SENSATION on 


IN THE ELECTRICAL HOUSEWARES FIELD! 


Now homemakers can deep-fry all foods at home 

as expertly as the world’s finest chefs with the amazing 

new PrEsTo Automatic Drx1E-FRYER . . . This opens a new profit-plus field 
for you! Tests in major cities indicate the Presto Automatic DIXIE- 
Fryer SELLS ON SIGHT! 


Packed with exclusive features, the Presto Drxr£-FRYER holds up to 
70% more than other home deep-fryers . . . Automatic Temperature 
Control . . . Presto Signal Light . . . Flo-rite Drain Spout . . . Plus a 40 
page, illustrated instruction-recipe book. Smart dealers will order now! 





NATIONAL PRESSURE COOKER COMPANY 


General Offices and Factory: Eau Claire, Wisconsin 
Branch. Factorie % 


¢ yr 
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count the 


xtra Advantages 


of a 


SCOIT 


“Distinguished Dealer” 
Franchise! 

















Scott ''Distinguished Dealers” are profit protected 


through controlled distribution. 


The Scott retailer discount, today, gives you an un- 


Radio and Television 


CONTINUED FROM PAGE 1239, 





More important, but harder to evalu- 
ate, it also seems likely that new tele- 
vision stations will also be licensed on 
the ultra high frequencies not receivable 
by existing sets. This would permit 
the use of perhaps as many as 70 new 
channels. In all liklihood these chan- 
nels would be assigned to applicants 
in small towns and relatively isolated 
areas not now served by any television 


| stations, although no one can guess 


what the presently-constituted FCC 


| will do in this respect. Should the plan 
| go through as outlined here, existing 


television markets would not be dis- 
rupted by the inability of sets already 


| in use and on retail floors to receive 
| uhf television stations because there 


would be few or none within range, 
but new markets difficult or impossible 


| to serve from existing stations would 
| be opened up. It should be remem- 


bered, however, that even if supple- 
mentary uhf channels are established 


| in 1951 it is unlikely that this will 
| result in sufficient retail business to 


appreciably change the national market 


| picture during the year. Transmitters 
| suitable for operation on the ultra high 


frequencies cannot be made quickly 
available, nor can uhf television re- 
ceivers, although accessories which 
would enable a vhf set to receive uhf 








“POOR BENTLEY—WHAT HE DOESN’T GO 
THROUGH TO SELL A WIRE RECORDER!” 


pictures are well along in design and 
mass production could be achieved in 
a few months if the situation warranted 
it. 

All in all, if the man from Mars re- 
ferred to at the beginning of this report 
tunes in again about a year from now 
the radio and television business should 
not look materially different to him 

. unless a brother wearing a suit of 
armor starts swinging his sword 
harder in the meantime. End 


matched margin of profit. 


Scott offers a complete line of television sets, radio- 
phonographs and television-radio-phonograph combi- 
nations to satisfy every quality and value-wise prospect! 


The Scott name is synonymous with product perfection 
and progress the world over. Consumers buy Scott in- 
struments with confidence! 








The Scott franchise gives its dealers a complete supply 
of selling aids, in national magazine and cooperative 
advertising, local selling aids, and powerful promotions! 





If you want these important selling advantages, investi- 
gate the Scott franchise now! Certain territories are 
open to dealers who qualify! 


the Wentonth 
4SQQIT 


21” and 17” model rec- 
tangular tube sets with 
coaxial speaker, separate 
audio-amplifier and dual 
tone control. Rich, lustrous, 
mahogany finish with 2 
full-length doors. 














“Wow! That's really big news from Kalamazoo!” 


SCOTT Radio Laboratories, Inc. 
4541 North Ravenswood Ave., Chicago 40, Illinois 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART - KALAMAZOO STOVE & FURNACE CO. + SPACE 512-B 
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muilt the best 


GREATER VALUES 
SINCE 1902 


YOUR PROFIT LINE FOR 1951 


HAPPY CUSTOMERS mean greater profits for you... 


And there’s family-wide enjoyment in the supe- 
rior features, finer performance and greater 
value—model for model, dollar for dollar—of 
Davis hand and power mowers: 


Streamlined Styling—Keener Blades (Crucible 
Chrome Alloy Steel)—“Feather Push" Opera- 
tion (Automotive Roller Bearings) — America’s 
Finest Engi Exclusive Davis Flex-A-Matic 
Safety Clutch—Eye-Appealing Trim—Precision 





Manufacture and Assembly Throughout— Davis 
Unit Boxed... 


All these are tangible features that customers 
can see, feel and appreciate in the Davis line. 

But there’s something more—a vital ingredient 
—the confidence, faith and respect for the Davis 
NAME . . . as a source of greater value since 1902. 

That’s why, now more than ever before, 
Your profit line for ’51 is . . . Davis. See your 
Jobber . . . or write us for full details. 


G. W. DAVIS CORPORATION 


RICHMOND, INDIANA, U.S.A. + Established 1902 


MODEL 51 
$115.95* 


20-inch cut 
Vertical-Type Clinton 
1% to 2 H. P. Engine 


tExeclusive Davis Safety FLEX-A- 
MATIC CLUTCH 


A V-Belt Automatic 

Transmission! Elimi- 

nates necessity for sep- 

arate clutch-control 

lever. Fully automatic. 

Safety release manually 

controlled. Clutch con- 

rAbs trolled by throttle lever 
Precision-made unit No adjusting required. 


DAVIS UNIT BOXED! 
EXCLUSIVE! PATENTED! 


$ 


*All Prices 
f.0.b. Factory 


Plus Tax 





biggest value in 18” power mower 
SALES LEADING DAVIS 50/50... 


Every quality feature plus exclusive Davis Sofety 
Flex-A-Matic Clutch. Simplest. Safest. 

—Briggs & Stratton and Clinton 1.1 H.P. Engine 
—Hyatt Automotive Precision Roller Bearings 


—Semi-Pneumatic Rubber Tires 


—Flex-A-Matic Clutch with Full Safety Release t 


Leis Jeanl/ 
a Atm | 
CrHlonies 


AME RICAN 


HOM 


Competitive MODEL 33 


Outstanding Value at Low Price « 
Automotive Roller Bearings « 10” Solid 
Rubber Tires « 5 Blades + Four 
Spiders « High Carbon Steel + 16- 
Inch Cut « Wood Handle with Metal 
Handle Irons + Davis Unit Boxed « 
Color: Gold with Red Trim 


4-Square MODEL 66 


New! Improved! Smartly Designed « 
10” Wheels » Semi-Pneumatic Rub- 
ber Tires + Five 6” Reel Blades « 
Four Spiders +* Automotive Roller 
Bearings « High Carbon Steel Lipped- 
Edge Cutter Blades + Size: 16-Inch 
Cut » Wood Handle with Metal Handle 
Irons + Davis Unit Boxed + Color: 
one Yellow with Canterbury Blue 
rim 


Heavy-Duty Model B & S-18 or C-18 


Engine: Briggs & Stratton or Continental 1.1 H.P. 
edie V-Belt Drive serves as clutch, Roller Chain 
Drive countershaft to reel. Controls: Direct, con- 
veniently located hand lever for V-belt idler. Finger- 
tip throttle control. Timken Tapered Adjustable 
Roller Bearings on reel shaft. Crucible Chrome Alloy 
Blades. Exclusive Davis Single-Screw Adjustment. 
Cutting width 18”. Value leader in its class. 


Heavy-Duty Model B & S-22 or C-22 


Engine: Briggs & Stratton or Continental 1/2 H.P.— 
Simple, accessible Dual V-Belt Drive serves as 
clutch. Roller Chain Drive countershaft to reel. Con- 
trols: Direct, conveniently located hand lever for 
clutch. Finger-tip throttle control. Timken Tapered 
Adjustable Roller Bearings on reel shaft. Crucible 
Chrome Alloy Blades. Exclusive Davis Single-Screw 
Adjustment. Today’s best buy in a heavy mow- 
with 22” cut. 


Whispering MODEL 77 


Streamline Styling » 10” Wheels + 
Semi-Pneumatic Rubber Tires + Five 
6” Reel Blades + Four Spiders - 
Automotive Roller Bearings + High 
Carbon Steel eet ge Cutter 
Blades + Size: 16-inch Cut + Tubu- 
lar End Metal Handle with Plastic 
Handle Grips « Davis Unit Boxed + 
Color: Comber Green with Gold Trim 


Whispering MODEL 78 


Beautiful! Streamlined! » 10” Wheels 
¢ Semi-Pneumatic Rubber Tires « 

Five 6” Reel Blades + Four Spiders 
« Precision Automotive Roller Bear- 
ings « High Carbon Steel Lipped- 
Edge Cutter Biades + Size: 16-inch 
Cut « Tubular Metal Handle with 
Plastic Handle Grips » Chrome-Plated 
Reel Shield + Davis Unit Boxed «+ 

Color : Canterbury Blue with Gold Trim 











STEEL KITCHEN CABINETS 


Sales reach a record high of $145-million 


despite material shortages which hold 


output well below demand. Industry 


faces further cuts 





TWO YEARS STATISTICAL SUMMARY 


KITCHEN CABINETS, STEEL 
1950 


1949 








3,262,000 
$44.45 : 
$145,000,000 . 


Units Sold. ... 
Average Retail Price 
Retail Value 


2,625,000 
39.50 
$103,687,500 





HE steel kitchen cabinet indus- 

try in 1950 more than recovered 

from the reverses it suffered in 
1949. 

Some measure of the magnitude of 
the recovery can be gained by measur- 
ing last year’s volume against the in- 
dustry’s previous record year. In 1950 
sales reached $145 million; the pre- 
vious high was $138 million in 1948. 

Even these figures do not reflect a 
true picture of the industry last year, 
hower. The $145 million figure, for 
example, does not include the sizable 
volume of orders unfilled because of 
the steel shortages. Few products in 
the appliance family are so completely 
dependent on steel as are the cabinet 
and sink trade; few suffered as 
severely from the shortage of metal 
last year as did the steel cabinet manu- 


And the immediate future 
apparently offers no real hope of im- 
provement. 

In the first place, industry leaders 
feel that steel shortages and other ma- 
terial restrictions will cut back 1951 
sink and cabinet production 20 to 25 
percent behind 1950. On the surface 


facturers. 


such a cut appears to be about the same 
as that to be levied against other 
appliance lines. It must be remem- 
bered, however, that most of these 
other appliance lines operated at or 
near peak capacity for most of 1950 
while the kitchen cabinet industry suf- 
fered the pangs of steel shortages for 
a good part of the year. 


Growing Demand 


In addition, many other appliances 
ire well along in the general accept- 
ance stage and future demand for them 
should come in large part from replace- 
ment buyers. The steel cabinet and 
sink industry is, however, still follow- 
ing the growth curve of a relatively 
young industry which has _ hardly 
started to tap its potential market. The 
normal growth of the market plus its 
low saturation create a potential de- 
mand which the industry, even at peak 
production, might have a difficult time 
filling. 

In the face of conflicting develop- 
ments which could enlarge or shrink 
the public’s desire for modernized 
kitchens it is difficult to predict what 
the demand for sinks and cabinets will 
be next year. 


On the positive side of the ledger, 
there is the industry’s natural upward 
growth which, all things being equal, 
would seem to indicate bigger demand 
for a good many years to come. 

In addition, there is the effect of 
credit regulations, which, strangely 
enough, are currently working for the 
benefit of the cabinet and sink trade. 
While demand for many appliances and 
radio and television sets is being held 
in check by the terms of Regulation 
W, the kitchen cabinet industry finds 
itself doing business under the old 
FHA terms which require only 10 
percent down and allow 30 months to 
pay. The result may well be a chan- 
neling of consumer dollars away from 
ranges and freezers and toward sinks 
and cabinets. 


Restraints Appear 


There are other indications, how- 
ever, that demand will fall off in 1951. 
Last year’s record volume was due 
in large part to the number of housing 
starts; next year the restrictions of 
Regulation X will cut back residential 
construction and eat into this large 
source of cabinet business. The hous- 
ing market will not disappear com- 
pletely, however, since completion of 
homes approved before Regulation X 
and construction of others under the 
terms of the regulation will require 
substantial numbers of cabinets. In 
addition, a large number of cabinets 
go into multiple unit building projects 
which are for rental, rather than for 
sale. Some cabinet makers are even 
skeptical of whether Regulation X 
itself will cut the demand for cabinets ; 
their optimism is based on a general 
feeling that government help will be 
forthcoming to aid building. 

The prospect of rising prices could 
also exert a restraining influence on 
cabinet demand, One _industry_leader 
at year’s end warned that “if the cost 
of living index remains at the present 
rate, it would be our estimate that the 
market could not stand another rise 
next year (1951)”. 

But if the question of whether de- 
mand would be larger or smaller in 
1951 was a puzzling one, it was 
also something of an _ academic 
query. Actually, the industry was well 
aware that the limiting factors in next 
year’s picture would be on the supply 
—not the demand—side of the ledger. 
Steel and cobalt (without which it is 

(Continued on page 136) 


FIVE YEAR STEEL KITCHEN CABINET SALES RECORD 


Units Sold 
3,262,000 


i LC LETT 

TA 

ES TTT 
347500 | 


Retail Value 





WLLL $45,000,000 


JANUARY, 


$ 103,687,500 

$ 138,000,000 
$104,600,000 
$ 60,000,000 
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DUCHESS SALES 
a2? 


MONEY-MAKING 
SALES 


There’s extra profit in the popularly priced step- 
up line of four handsome Duchess models. Not 
just immediate profit—extra as it is—but profit 
for the future, too. Extra features — superlative 
performance—complete customer satisfaction, 
mean word-of-mouth repeat business. That’s real 
profit! 


Maybe we can’t supply all the Duchess you want 
now, but one thing is definite. Whatever we ship 
will be built as only a specialist can build... 
of only the best materials . . . at prices and dis- 
counts possible only by specialization on just one 
product. 


Complete Step-up Line with Low End Leader. 
Extremely Competitive at Every Step 








a YOUR FUTURE WITH 


D fats 





WASHERS | 


STRAIGHT sit, 
_— This vis. — , 
oa “* 
aes space for thoro’ 
‘ashing action. 
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MAKE WAY FOR 1951'S MOST 
EXCITING ELECTRICAL 
HOUSEWARES 
PRODUCT! 


WEST BENDS 


oss 


RETAIL 


$69 


SEPARATE HEAT-RITE UNIT GIVES THIS 
APPLIANCE TWICE AS MUCH VALUE 


Talk about refreshing ideas in appliances! West Bend’s 
popular electric Bean Pot is twice as good a buy as any 
similar appliance because the heating unit can be used 
separately. It’s perfect for keeping coffee, rolls or other 
foods piping hot — works all day for only about a penny’s 
worth of electricity. It is made of chrome-plated steel. 
Combined with the rich brown ceramic (2 quart) pot, it 
makes baked beans with the best simmered flavor ever. 
Separate unit makes cleaning twice as easy, too. 





TWO OF MANY USES FOR ELECTRIC UNIT 





Heat-rite base 
available separately. Retail $4.25. 


WESEBEND — 





Steel Kitchen Cabinets 





impossible to apply porcelain enamel 
finishes), not credit and prices, would 
be the determining factors. 


Steel Worries 


The availability of steel affected al- 
most all of the industry’s thinking 
during the past year. Most manufac- 
turers, tor example, were agreed that 
the long-run health of the industry 
depended on educating both consumers 
and dealers. Impressive programs 
aimed at these goals were undertaken 
last year but some industry circles felt 
that they had not gone as far as they 
could have because of the specter of 
shortages. Those who felt this way 
could see two complications hindering 
such promotional and educational ac- 
tivity at this time: they felt that such 
programs in the face of shortages were 
futile—and they were afraid of creat- 
ing additional demand which they 
could not meet. (Such views were not 
intended as reflections on the promo- 
tional activity within the industry in 
1950. Generally speaking, this activity 
was considerably stepped-up over 1949 
and was comprehensive enough to 
stand out impressively when compared 
to previous industry efforts.) 

Another effect of the short steel sup- 
ply (coupled with the heavy demand 
for cabinets) was a change in the mar- 
keting picture. The increased popu- 
larity of steel cabinets led additional 
dealers into the field this year, but 
there was no corresponding increase 
in the number of manufacturers. Here, 
too, steel was directly at fault. At the 
beginning of the year the number 
of cabinet manufacturers increased 
slightly but as steel became shorter, 
several manufacturers dropped their 
cabinet lines. For some, the abandon- 
ment was aimed at conserving steel 
allocations for other appliances in their 
lines. Then, too, the newer manufac- 
turers ran into increasingly tight sup- 
ply situations as the year wore on and 
some were forced to drop out of the 
business when the amount of steel they 


ONTINUED FROM PAGE 13 





were able to secure dropped below the 
break-even point. In addition, a few 
manufacturers switched production 
from civilian lines like cabinets to de- 
fense items as the year progressed. 


More Dealers 


The shortage of steel did not exert 
a similar limiting effect on the number 
of retailers handling cabinets. Almost 
all manufacturers contacted in prepar- 
ing this survey replied that they felt 
more dealers had entered the market 
this year. The industry, it is true, has 
certain inherent advantages which 
could account for a large share of the 
new dealer interest in the business, but 
it must be admitted that some of the 
newcomers were more or less oppor- 
tunists—capitalizing on a heavy de- 
mand for a relatively hard to get 
product. 

Those dealers who took a sincere in- 
terest in the business could point to 
an impressive list of advantages accru- 
ing to the retailer who handles cab- 
inets. The first is the size of the 
potential market. Leaving out the new 
home market, one firm estimates that 
40 percent of the nation’s 22-million 
home owners are in the market for 
new kitchens. 

Then, too, cabinet and sink sales are 
high-priced transactions which carry 
good margins—often better than many 
appliances carry. And the availability 
of FHA financing provides the dealer 
with his full payment once installation 
has been made. The business is rela- 
tively free of service problems and 
there are no yearly model changes to 
complicate matters. Finally, there are 
no trade-in demands on this merchan- 
dise. 

The Steel Kitchen Cabinet Institute 
has outlined the advantages of steel 
cabinets (as opposed to other types) 
as follows: 

(1) streamlined design 

(2) durable construction — welded 
seams are not only strong but do away 

(Continued on page 140) 
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THE CAPEHART “SARATOGA” 
17-inch picture—AM-FM Radio—3 way phonograph—Mahogany or Bisque finish 


WHEN IN CHICAGO 


VISIT THE 


Cygidba 


TELEVISION SALON 
ad lhe MVorchandie Marl 


A most comprehensive collection of superior television instruments — incorporating the latest 


technical developments known to the television industry, the world-famous 
Capehart Symphonic-Tone System, and the handsomest, most luxurious cabinetry 
available anywhere today! We believe it will be greatly to your advantage to view this 
display and demonstration at your earliest convenience. 
Permanent Display Room 1118 


AN 











4 \ 
ee CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of International Telephone and Telegraph Corporation 
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DORMEYER “ei: 


ae 


g 


isure to be 1951's 
most exciting 
best seller! 


: 
| F 
. 


Capitalize on America’s latest cooking 
craze with America's finest deep fryer —the 
Dormeyer Fri-Well. Here's the biggest potential 
in the appliance field. Plan now to get your 
share with Dormeyer's Model 5800 Fri-Well. 


MARVIN E. ALLESEE 
Vice President and Director of Sales, 
Dormeyer Corporation 








Ill take the New 
Dormeyer Blender 
and Toaster for 
added business! 









































" 


n,"" Dormeyer's Toastmaker. 
in chrome . . . automatic 

g device. Yours for 

pker Mode! 6500. 


Dormeyer's big, beautiful new blender. The appli- 
ance with hundreds of new uses—with hundreds of 
new sales possibilities. For added business... add 
the Dormeyer Blender Model 5900 to your ‘5! plans. 


Dormeyers famous 
mixers beat. all 
for steady 


best selling | 


‘ft 





eyer's amazing, popular Meal- 

* Electric grinder and built-in power 

it included at no extra cost. Price appeal 
with all the power and promotion of Dormeyer 
behind it. A “Staple” in your appliance plans. 
The Dormeyer Model 5000 “Meal-Maker.” 


= 
the finest in the field . . . Dormeyer’s 
ode! 4200 Food-Fixer complete with built-in 
Fwer unit... first to introduce the electric grinder 
at no extra cost... asked for by name by all 
who want the best. Dormeyer Model 4200 —— 


as 


. 


ORMEYER “2! 


DORMEYER CORP., 4300 N. KILPATRICK AVE., CHICAGO 41, ILL. e ‘ont AGENCIES, LTD., PORT CREDIT, ONT. 


& 








HEW 


ightweight 


with THERMOSCOPE 


This new 3-pound American Beauty Iron, with aluminum-alloy, 
satin-finished soleplate, meets the demand of those preferring a 
light weight iron. 


In addition to its thermostat, which is quickly responsive to 
temperature needs, it is equipped with the thermoscope, an exclu- 
sive feature—that registers through its dial in fabric terms— 
Rayon, Silk, Wool, Cotton, Linen—the operating temperature of 
the ironing surface. 


Like the automobile speedometer, which registers speeds result- 
ing from operation of the accelerator, the “Thermoscope” shows 
the operating heats resulting from control-lever adjustment to 
right or to lett for higher or lower heats. It is a reliable guide that 
tells through its dial when the heat is right for the work at hand. 


vy Ay >*¢ > 
a Ww pa 


{merican Beauty electric irons are made in weights, shapes and 
sizes for household as well as every industrial and manufacturing use. 
Weights vary from 3 to 24 pounds. 


rae 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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Steel Kitchen Cabinets 





with cracks er crevices which might 
collect dirt 

(3) lasting finish—enamel is baked 
on all approved steel cabinets 

(4) easy installation 

(5) trouble free operation 

(6) no service cost 

(7) low cost, due to quality, dura- 
bility, efficiency, low installation cost 
and lack of service expense 


Other Developments 


Greater dealer interest was not the 
only encouraging development during 
the year. The Steel Kitchen Cabinet 
Institute took an important step for- 
ward to implement its “seal of ap- 
proval” certification plan. The Insti 
tute developed precision testing equip- 
ment specially designed to accomplish 
the tests specified in the certification 
program. In addition to the tests 
(which cover such items as door and 
shelf deflection, drawer operation, 
enamel hardness and door alignment 
with unequal load) the Institute has 
established standard specifications rela- 
tive to dimensions and construction. 

From the viewpoint of the manufac- 
turer, one other development during 
1950 was most welcome: there was a 
slight decrease in agitation for colored 
cabinets. The shortage of enough steel 
to turn out all the standard white cab- 


CONTINUED FROM PAGE 136 





inets may have acted as a brake on 
suggestions that color be added. What- 
ever the reason, industry men who see 
endless inventory and manufacturing 
problems in the use of colored cabinets 
were relieved that the interest in color, 
which had apparently been on the up- 
swing for several years, did not in- 
crease in 1950. 


What's Ahead 


Industry experts varied in their 
guesses on how severe the pinch of 
steel and cobalt might be next vear. 
Some guessed that output would be 
only 10 percent off 1951 figures. 
Others raised that estimate as high as 
33 percent. Certainly, the problem of 
materials would not only limit output 
this year but would also shape the in- 
dustry’s thinking. One leading manu- 
facturer, for example, predicted that 
the steel pinch would result in simpli- 
fication of lines by standardization of 
widths and heights. 

But all the unpleasant talk of short- 
ages could not obscure the basic op- 
timism with which the industry faced 
the future. One good indication of 
that optimism was the conviction of a 
leading manufacturer that (assuming 
steel to be in free supply) the industry 
in 1951 could do 25 percent better than 
its newly established 1950 record. End 





“Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART + KALAMAZOO STOVE & FURNACE CO. + SPACE 512-8 
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Fight reasons why 


THE CoMMERCIAL Crepir Pran 


should be YOUR plan in ’ol 


* 


1. WHOLESALE FINANCING 

The Commerciat Crepir Pian provides you with the financing you 
need to keep your floor and warehouse stocks at their best level 
. . . for better sales. Quick deliveries close sales. With ComMERCIAL 
Crepir financing you can “have it in stock.” 


2. FAST CREDIT APPROVAL 

Not every one of your prospects is a good credit risk . . . but every 
one is a good potential sale. CommerciaL Crepit’s elaborate and 
nationwide facilities make it possible to provide quick and sound 
credit decisions. Good sales will not be lost through superficial 
credit rejections. 


3. LIFE INSURANCE PROTECTION 

Here is an important selling and protection feature. Under the 
CoMMERCIAL Crepit’s Pian the unpaid balance is cancelled in the 
event of purchaser’s death. (Not available in California.) 


4, PROPERTY INSURANCE PROTECTION 

Another important sales feature is that the unpaid balance is can- 
celled in the event of damage to, or loss of, the merchandise . . . as 
defined in the policy. 


5. AUTOMATIC SALES FOLLOW-UP 


Your time payment customers are your best prospects, COMMERCIAL 


CrepiT’s automatic sales follow-up keeps you informed as to the 
credit status of your time payment customer. 


6. TESTED COLLECTION SERVICE 

From ComMERCIAL Crepit’s long experience, trained personnel know 
how to handle collection of time payment sales without endangering 
the good will of your customer. With the CommerciaL Crepit PLAN 
you have no collection worries. 


(COMMERCIAL 


‘CREDIT PLAN. 


* 


7. NATIONWIDE SERVICE 


Many potential customers are people who have lived in your neighbor- 
hood only a short time. Also, time payment customers may change 
their residence before payments are completed. It is important that 
you have the credit and other facilities of CommerctaL Crepit’s 300 
offices throughout the United States and Canada. 


8. BUILDS CUSTOMER GOOD WILL 

The CommerciaL Crepit Pian is “Sates” Service as well as more 
efficient financing. Our success depends on helping you get more 
customers and keeping your customers satisfied. Because the 
ComMerciAL Crepit PLAN offers More advantages to both the buyer 
and the seller, it is used by More dealers to finance More home 
appliance sales than any other national financing plan. 





To help you make 


..- MORE SALES... MORE PROFITS 
..» MORE SATISFIED CUSTOMERS 


Phone, wire or write the Commerciat Creprr office nearest you. 
Our representative will gladly show you how the ComMERcIAL 
Crepit PLAN can serve you better. 


Choose and Use the 
COMMERCIAL CREDIT PLAN 











COMMERCIAL CREDIT CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore .. . Capita! and Surplus over $100,000,000 


++.more than 200 offices in principal cities of the United States and Canada 
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Qhairck Chile , 


with another Welch  weinta ZV 
SALES SENSATION 


Completely different — there’s nothing to compare with its advanced 
engineering — its @titstan performance — its sparkling beauty — and 
its truly modern, streamli plastic design. Employs the same louver- 
directéd air principle pioméered and patented by Welch — the same 
‘ super-flow @etion that has*made the Models 11, 12, and 15 Air-Flight 
Circulators famous the world over as the largest volume sellers in the 


air circulator field. 

This patented “louver-directed air” principle increases efficiency 45 to 
50%; results in greater volume of cool air — quickly floods room with 
fresh cool air — lowers room temperature in a matter of minutes. 
Revolutionary new brackets* enable quick installation in either sash 
or casement windows — without tools. No room-darkening baffles, or 
sliding panels. 

Aerodynamically designed throughout — streamlined plastic grilles and 
louvers increase fan efficiency, provide Ww hisper-quiet operation. 





Swivel action adjusts powerful air flow to any direction — either ex- 
haust or intake. Amazingly light in weight — about 10 pounds — it’s 
portable — easy to carry from room to room, from window to window. 
Welch “FOUR WINDS” Window Fan (Model 4) is priced 
right for quick sales. It clinches the mass market trend to 




















window fan comfort — and best of all — it’s available for early 


delivery ! 











FITS BOTH SASH AND 
*Patents applied for CASEMENT WINDOWS 




















MODEL 12—Fast seller year after MODEL 11—Same as Model 12 ex MODEL 15—Styled and priced to hit 
year; leader in style and performance cept black and clear plastic widely the mass market with a smash-wallop 
and in dealer profits. Mahogany and chosen for both home and office use; a Now in second year of top popularity 
buff plastic volume number in sales and profits 
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the 1951 


Dual-Market Line 


(HOMES e OFFICES) 


of Solid Sellers 


Welch supremacy in the air-circulator field stems from 
a record of foreseeing and meeting the market's needs 
with handsome, powerful and soundly engineered 
models. It is a dynamic line, kept in advance of the 
buying trends; a head-start line for you — putting you 
into leading position with both NEW and ESTAB- 
LISHED FAST-SELLING models, riding high in vol- 
ume and profit action. 


TF 
f 


(IN 
ys \ 
Strong promotional support enables you to “go to town” | 4, \ 
in your market, regardless of competition. And Welch Balle ag seh 


is a demonstration line — sells itself by comparison. \\ arf t} } 


Super-power, distinctive styling, whisper-quiet perform- 
ance — and a NAME that knows no compromise with 
quality and value! 


5 YEAR GUARANTEE across the board eden amating cosine ah Sear abi. Semmes 


combination control; exhausts or intakes, with a 
twist of the wrist. Fits regular or casement windows, 
wood or metal, installed without tools. Handsome, 
yet unobtrusive—harmonizes with any decorative 
scheme, gray baked enamel finish. This room cooler 
AT T 4 e B i G % ad @ ] W g blew open the window-unit market for Welch 


dealers—and volume sales continue to climb. 





LIGHT “ste 
CIRCULATORS 
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HAT comes eventually to ev 
W\ ery appliance—market satura 
tion—just hasn’t arrived in the 

electric clock field 
Every sales promotion goes farther 
than expected. The selling season isn’t 
limited to Christmas. Customers take 
home more clocks during the year than 
is anticipated. In fact, the clock busi- 
ness has been so different from other 
electric housewares that a survey has 
l for Russell T. Woodward, 
manager of marketing for Telechron, 
Inc., by Market Research Company of 
America to help clear up many of the 
mysteries. It 


been made 


reveals: 

1. One reason for the huge electric 
clock business is that it is pushing the 
wind-up clock out of homes and is 
taking over the time-telling business 

2. Homes 
clocks, 


creased 


can absorb so many more 
because the in- 
life calls for 
more time-telling devices. Every room 


apparently, 
complexity of 


can use at least one 

3. Today, 97 percent of U. S. house 
holds own at least one clock in work 
ing order. Some 21 percent own elec 
tric clocks only, 39 percent wind-up 
nly, and 37 percent both electric and 


spring types 


Where Sales Are Made 


Ownersh p ot electric clocks 


higher 


is con- 
siderably 
cities ot 


percentagewise in 
over 100,000 population than 
it is on farms, but only 75 percent of 
families in this 


while ownership 


cities of size own 
spring-wound clocks 
reaches 81 percent on farms. Three 
percent of U. S. families have no clocks 
on the premises—how they get up in 
the morning the survey did not reveal 

Of course, alarm clocks 
with 80 percent ownership 


are most 
popular 


33 percent have one or more kitchen 


ELECTRIC CLOCKS 


Saturation is a word without meaning for 
electric clocks—which continue to find 
their way into more and more rooms in 
more and more homes—but there’s still a 


market for about 43,000,000 units 


types (not alarm) and 32 percent other 
types (such as mantel). Remarkably 
enough, ownership of kitchen-type 





TWO YEARS STATISTICAL SUMMARY 


CLOCKS 
1950 


1949 





Units Sold 
Average Retail Price 
Retail Value 


(Jan. 1951) 
30,455,000 
8,589,000 


(Jan. 1950) 
28,380,000 
8,864,100 





clocks is higher in cities of over 100,- 
000 than it is on farms. 

The great unsaturated market is thus 
the rural-non-farm group and the farm 
market. In these areas are found the 
most wind-up clocks; 80 percent of 
the household owning them in lower 
economic levels. 

The average ages of clocks in run- 
ning order now in the home appears to 





EXTENT OF CLOCK OWNERSHIP 
ELECTRIC AND WIND-UP 
FOR TOTAL US 


Do not own 


Own both electric 
and wind-up 


Own wind-up 





Own electric 


5,000 households 
= 100% 


EXTENT OF ALARM CLOCK OWNER — 
SHIP, ELECTRIC AND WIND- UP 
FOR TOTAL U.S. 





Own both electric 
and spring alarm. — —» 


© 








Do not own an 
alarm clock 


4,793 households 
= 10% 





FIVE YEAR CLOCK 


Units Sold 


9,995,000 
9,729,000 


ss ET RE 


be five years for alarms, 5.7 years for 
kitchen types, and 10.2 years for other 
types. The average age of electric 
clocks is 5.3 years compared to 7.5 for 
wind-up types. 

Evidence that the electric clock is 
superseding the spring-wound variety 
is furnished by the fact that, although 
spring-wound clocks have been on the 
market fof centuries, this type ac- 
counted for only 46 percent of the 
total clocks purchased by American 
households ‘in 1948. Electric clocks, 
of course, accounted for the remaining 
54 percent. A breakdown of 1948 sales 
shows that of all clocks sold 67 percent 
were alarm, 20 percent kitchen and 
13 percent other types (such as man- 
tel). Electric clock sales split as fol- 
lows: 45 percent alarm, 33 percent 
kitchen and 22 percent other types. 

WHERE CLOCKS ARE GIFTS 
Birthday .......... ; 
Wedding 
Anniversary ....... : iat 
Mother's or Father's Day........ 


. 13 percent 
. 10 percent 
5 percent 
2 percent 
56 percent 
14 percent 


100 percent 


It was discovered that 35 percent 
of Amercan families own only one 
clock; 34 percent own two; 19 per- 
cent three; six percent four; and only 
three percent own five or more. 

One sales executive has pointed out 
that two out of every five homes—and 
there are over 39,000,000 wired homes 
—do not own an electric clock. Only 
one out of five has a kitchen clock, 

(Continued on page 148) 


SALES RECORD 


Retail Value 
WZ LLL, $56,025,000 





tear 


KZLZZZZZZZLLLLLLL $ 39,115,000 





LLL LLL ALLL LLL LLLLLLLLO, $ 14,962,500 





BS 


KZZZZZZZZZZZZZLLL LLL LL LLL $ 69,076,000 
$ 40,950,000 
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Sell Your Customers in ’51 
These New [ectro-Host Models 


with sales-making features at every price level 


HERE IT 1s—the line dealers everywhere ac- 
claim tops in sales and performance. Among 
the brilliant new models you’ll want to stock 
are the famous Lectro-Host divided top 
ranges, now available at a number of differ- 
ent prices; the new Lectro-Host refrigerators 
with cold space clear to floor level . . . con- 
venient door storage; and the Lectro-Host 


home freezers in the four “‘most-in-demand”’ 
sizes. 

Remember the Lectro-Host water heaters, 
too, with the dependable Equato-Ring units 
that cut current costs yet assure a plentiful 
supply of hot water at all times. Get set now 
for a big share of the ’51 appliance sales. 
Buy nationally known Lectro-Host! 


To Profit More - 
Stock All Four 





7 and 9 Cubic 


Foot Refrigerators 


9—12—16 and 20 


Cubic Foot Freezers 











Gam \ectro-Host 


HOME APPLIANCES 


A. J. LINDEMANN & HOVERSON CO., MILWAUKEE 15, WIS. 
Taser mae® The Finest in Home Appliances Since 1875 


HOST Round and table-top 


water heaters 


See us at space 17P—42/43, American Furniture Mart 
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*3,750,000 
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average single-copy sales per issue .. . the world’s largest single-copy circulation 
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1000000 


The performance record of more than five 
million Briggs & Stratton single-cylinder, 4cycle, 
air-cooled engines speaks for itself. 


BRIGGS a STRATTON CORP., Milwaukee 1,Wis.,U.S.A, 


“Preferred Power” 
for home, farm and indust- 
rial equipment — powered 
by gasoline engines. 


FACTORY 
SUPERVISED 
SERVICE 





In the automotive field Briggs & Stratton is the recognized leader 
and world’s largest producer of locks, keys and related equipment. 





Electric Clocks 





| CONTINUED FROM PAGE 144 
| 
| 
| 


and only two out of five have an elec- 
| tric alarm. There are no wall type 
| kitchen clocks at all in 67 percent of 
American homes. 
| About 23,000,000 homes can use a 
| kitchen clock and 20,000,000 an electric 
| alarm—which means a market for 
| 43,000,000 electric clocks. 
| Duplication possibilities carry this 
| farther. Every bedroom can use a 
| clock and there are at least 30,000,000 
| extra bedrooms in the U. S., 20,000,- 
000 living rooms, to say nothing of 
workrooms, laundries, breakfast nooks 
and other areas. 

The fact that electric clocks are 
not heirlooms makes them subject to 
style change. In fact, tests run on 
new, decorator’s models proved that 
the public was much more receptive 
than retail buyers even suspected. 

It’s been a third of a century since 
Mr. Warren hooked up time-keeping 
with the throb of alternating current— 
useless as a pig’s squeal until then with 
domestic customers—going Mr. Ar- 
mour one better. Out of this has 
grown a business which did a volume 
of $56,025,000 in 1950 by moving 
8,300,000 electric clocks at an average 
price of $6.75. This represents a sub- 
stantial increase over the 1949 figures 
of $39,715,000 for 6,110,000 units at 








LOCATION OF CLOCK BY TYPE 
(All clocks owned in house) 

Any 

other 

Type Type 


Living room 
Dining room 


Other rooms....... 

Clocks reported to 
be used in more 
than 1 room 


HOW MANY CLOCKS PER HOME? 
Percent of 
Number of Clocks Total Homes 
1 Clock owned. . : 35 
2 Clocks owned... 
3 Clocks owned.... 
4 Clocks owned 





an average price of $6.50—which is, 
as they say in New England, some 
potatoes. End 








“Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART +» KALAMAZOO STOVE & FURNACE CO. + SPACE 512-B 
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For fast sales ACTION... 








When you want positive, quick action, consult a specialist. 
Hamilton is the specialist in automatic clothes dryers. 

When you sign the Hamilton Franchise you get the leader 
in the clothes dryer field... you get the original and only 
complete line of automatic clothes dryers! AND— you 
take on no “tag-along” appliances to get this best seller. 
Ask your Distributor today about the franchise that gives 
you the specialist in automatic clothes dryers! 





SEE the Hamilton Exhibit at the American Furniture Mart in Chicago 
during 1951 Winter Market, Janvary 8 through Janvary 19. Space 1420. 


The Original 
Automatic 
Clothes Dryer 





THE INDUSTRY'S GREATEST AD PROGRAM... 
praws Hamilton PROSPECTS TO YOUR STORE! 
Hamilton is the specialist in automatic clothes dryer advertising, too! 
Its “Badge of A Drudge” campaign appearing in the nation’s leading 
magazines is creating a sensation. 63,000,000 sales messages pre-sell 


your prospects. Tying in with these great ads is a complete supply 
of selling helps, sales training, and sales promotion materials. 


Hamilton ...MAKER OF AMERICA’S 
GREATEST NEW HOME APPLIANCE... 
GIVES YOU: 


1 The Greatest Name in the automatic clothes dryer business! 


2 The Only Complete Line of automatic clothes dryers—four different 
Hamilton models! 


3 Best Quality of construction and performance! 

4 More Years of experience and craftsmanship! 

5 Most Service-Free Appliance you can sell! 

6 Hardest Selling Promotions, such as the “Badge of A Drudge” campaign! 


In Canada the Hamilton Dryer is known as Coffield-Hamilton Automatic 
Clothes Dryer, and is distributed by Coffield Washer Co., Hamilton, Ontario. 


? pd the téinchise 
th Speciaf Senefitss 


TRADE MARK REG U S PAT OFF 


GAS and ELECTRIC MODELS 
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A . 7) 
scorsman Iitttlt L HEATERS GIVE 


YOU TWO BIG EXCLUSIVE SELLING FEATURES 


Yony SCOTSMAN HAS THE REMARKABLE 
“THRIFT-PILOT” BURNER (Patented) 
| No other burner like it! It's the heart of the great new SCOTSMAN Oil 
Heaters. A true ALL-STAGE burner that produces a clean, smokeless, 
sootless flame all the way from pilot to full fire. Set at pilot stage this 


revolutionary bur requires only one quart of oil in twelve hours! The 
cowl-type “THRI PILOT” makes possible the 100% automatic mod- 
ulated heating described below. The outstanding economy of this burner 
makes SCOTSMAN Oil Heaters sell faster! 


] vA 100% AUTOMATIC MODULATED HEATING 
WITHOUT ELECTRICITY 





Another SCOTSMAN “First”. SCOTSMAN Oil Heaters are completely 


automatic. No electricity needed. No wiring expense. New modulating 
valve head automatically supplies oil to burner when temperature starts 
to drop . . . keeps home temperature within 2 degrees. A selling feature 
without parallel! 
L _—. 4 
yY LOOK AT THESE OTHER SALES CLINCHERS 
* SQUARE HEAT CHAMBER has 25% more radiating surface . transfers MORE heat into room. 
* HEAT ECONOMIZER cuts chimney loss, saves fuel. ¢ Built-in AUTOMATIC DRAFT REGU- 
LATOR, LEG LEVELERS, HUMIDIFIER, VISIBLE LIGHTING DOOR, FUEL GAUGE. « WAIST- 
HIGH Dial Controls. * ALL MODELS approved by Underwriters’ Laboratories. e EVERY MODEL has 
Commercial Standards Rating 


SCOTSMAN “Thrift-Pilot’ Oil Heater: gives the user the 
widest possible heat regulation. The j‘Thrift-Pilot” prevents overheating 
in mild weather. At pilot stage, the BTU output is very low . . . approxi- 
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AMERICAN GAS MACHINE COMPANY 
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SCOTSMAN GAS HEATERS 
GIVE YOU TOP VALUE FEATURES 


Keorsnnn ""NO-FLASH-BACK” 
STAINLESS STEEL RIBBON-TYPE BURNER 


Exclusive with SCOTSMAN. Special precision-formed parts elimi- 
nate popping or flash back. This superior burner converts all types 
of gas into low cost comfort. Burns silently at all stages. Perfect com- 
bustion is assured. Scientifically designed Venturi mixes gas and 
air in proper amounts. Hundreds of individual burner openings 


a aac deliver maximum heat intensity. Stainless steel construction. Will 
not corrode, rust or burn out. 


| 
i 
| 


Visa HEAT CHAMBER—DOUBLE ECONOMIZERS 


| 
| More heat into the home! The two extra radiators slow down flame 
| travel. Radiating area is more than doubled. They transfer more 
| heat into the home... and make every SCOTSMAN Gas Heater a 
| super-circulator. Chimney loss is sharply reduced, fuel is saved. All 

seams are electrically seam-welded to insure safety. One of the finest 
heat exchangers ever built into a gas heater. 


—— 


V omer TOP VALUE SALES FEATURES 


Standard Equipment includes 100% Safety shut-off valve, pressure regulator, constant burning “blue- 
flame” pilot, thermocouple, and pilot filter. Each model can be equipped at small extra cost with non- 
electric thermostat for completely automatic temperature control (a powerful selling point). Regular 


electric thermostatic control also available. Every quality feature is built into SCOTSMAN Gas Heaters 
for quick, profitable sales and trouble-free performance. 
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AUTOMATIC COAL STOKERS 


Sales declined nearly 40 percent in 1950, 


mostly because of public uncertainty 


resulting from coal industry’s conten- 


tions with labor. 


Formation of stoker 


servicing concerns is a new trend in the 


business which may encourage sales 


ANITOR Service of Durham, 
North Carolina, Inc., may be the 
small cloud in the sky the size of 
1 man’s hand that points to the future 
of the automatic coal stoker business. 
Nearly all retailers of Durham 
have cot in the formation of 
this company, which now serves more 
than 100 homes and apartments. Com- 
plete care of the stoker and daily visits 
to the home costs the owner $2 a week. 


a 


the 


ype rated 


A similar service has sprung up in 
Asheville, N. C. 

Elsewhere an experiment is going 
on in which the firm who sells and 
installs stokers builds special coal pits, 
bins, and ash pits, sells and delivers 
coal on a degree day basis, and, finally, 
removes the ashes by means of a vac- 
uum pump. 


Stokers Backed by Mine Owners 


Another bright ray of optimism in 
the stoker industry is the fact that it 
has an association which has stayed in 
there pitching, despite three or four 
years of bad luck, caused by a distorted 
economic situation and the machina- 
tions of John L. Lewis. One reason 
lies in the fact that stoker manufac- 
turers have the backing of the big 
mines, who have an investment at 
stake. 

Declares J. E. Tobey, president, Ap- 
palachian Coals, Inc., “Superficially, 


it might seem that we are nearing the 
end of the road and that the coal in- 
dustry should be written off the books. 
But, this is the wrong picture and 
could only be true were coal not a 
basic industry. You cannot write off 
or kill a basic industry. The industrial 
revolution made America great, and 
coal was the basis for the industrial 
revolution. . . . Residual fuel oil and 
natural gas prices are parasitically 
pegged to the price of coal, regardless 
of their relative value. 

“Back of the stoker industry, to 
provide the fuel for the stokers you 
have sold, are approximately 200 mines 
representing an investment of at least 
$400 million, of which amount approxi- 
mately one-fourth, or $100 million, is 
earmarked and set aside as the invest- 
ment directly necessary for the pro- 
duction of stoker coal.” 


Solid Fuel in the Basement 


In an unsettled time, anything that 
comes over a tenuous supply line is 
likely to be cut off, and that applies to 
non-solid fuels. 

These are topsy-turvy years, and the 
stoker manufacturers appreciate that 
their own chaotic conditions may 
spread to oil and gas fields. For 
example, the Big and Little Inch gas 
contracts have clauses that permit the 
government to switch them at will to 


oil, which permits transportation of 
four times as many BTU’s as there 
are found in gas. Such an event could 
leave a lot of gas-heated home owners 
shivering in despair. An all-out war 
might divert fuel oil to military pur- 
poses, leaving oil-heated householders 
chilly indeed. A family that has its 
solid fuel safe in the basement is prob- 
ably in the best protected position. 

Basically, it cannot be forgotten that 
65 percent of the cost of a ton of coal 
goes to labor, 15 percent of oil is 
labor, while only five percent of gas 
is for labor. On the other hand, the 
strikes in Texas show that other labor 
unions are catching on to John L. 
Lewis’ strong-arm tactics. 


Recovery Held Back by Unions 


There does not seem to be much 
relief from Mr. Lewis because those 


that now bargain with him represent 
captive mines, and the trend is to give 
Mr. Lewis what the steelmaker owners 
give steel men, plus something more. 

Eventually, however, the natural bal- 
ance between coal, gas and oil will 
right itself. Gas, which is the cheapest 
of all fuels, has seen prices advance 
at the well heads, and is undoubtedly 
on the way up. 

Sales of residential stoker units for 
1950 were estimated by Marc G. Bluth, 
executive secretary, Stoker Manufac- 
turers Assn., as being 17,900 for 1950 
against a corrected sale of 30,000 for 
1949. Mr. Bluth reports that the 
Stoker Manufacturers Assn., whose 
president is C. T. Burg, is busy on a 
market study of coal and _ stokers, 
which will be released early in 1951 
and will give a picture of the latest 
thinking. End 





Bituminous 
97.1 
98.9 

101.0 
101.8 
101.1 
102.3 
109.6 
115.5 
120.3 
124.8 
127.7 
135.4 
159.8 
190.1 
197.1 


1935...... 
1986.... 
1937 2055 
1938.... 
9999... 
1940 

sa Ee 
1942. 
1943 
1944 
1945 


101.0 
101.6 
99.6 
99.3 
98.5 
101.2 
107.0 
111.1 
117.5 
124.1 
128.2 
141.6 
153.5 
172.5 
184.3 


1947 
1948 
1949 


** Includes manufactured and natural gas. 





Index of Fuel Prices to Consumer 
For Moderate Income Families* 


Anthra- Elec- 
cite Fuel Oil tricity 


110.3 
106.1 


91.0 
94.1 


104.8 
101.5 
99.3 
97.8 


97.7 96.3 


107.2 
110.5 
127.0 
139.2 
139.3 
132.7 
130.9 
153.3 
194.7 
185.0 


* As classified by the U. S. Bureau of Labor Statistics. 


95.3 
94.6 
94.0 
93.9 
93.7 
93.2 
89.6 
88.5 
89.3 
90.1 


*** Includes all family living essentials—food, apparel, fuel, etc. 
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These show why 


Bett Cocker is the most powerful 


selling force the appliance industry 


has ever known! OVER 1,000,000,000 RECIPES 
distributed by General Mills every 
Betty Crocker's in- 


KNOWN BY 97 OUT OF 100 


WOMEN— Bett. Chocken 


is America’s best known 
homemaking authority! 


[Agures from 1949 survey] 


DON'T KNOW 








AMERICA'S 6th LARGEST ADVERTISER GENERAL MILLS $400,000,000 BUSI- 
brings Betty Crocker service and product NESS (growing bigger by the year!) is Ua Cedken-? SELLING POWER OF 


information to homemakers through the greatest evidence of Betty Crocker’s Plus THE VIGOROUS 
almost every advertising medium. influence on women's buying habits. OF GENERAL MILLS - Pay Ore 



























































LEADING ADVERTISERS 1928 1832 1994 1896 1998 1948 1942 1944 1906 1048 1958 
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y ol fan will 


these GENERAL ELECTRIC 


OU KNOW VERY WELL that even the flimsiest 
“bargain counter” fans will blow a breeze 
at you. 


But you also know they’! soon deteriorate into 
noisy undependable machines. 


Not so however with these beautifully styled 
fans “‘precision-engineered”’ by G. E. 


They not only give an unsurpassed amount of 
cooling air—but many last their owner’s lifetime! 





So easy to sell— 
so little trouble for you! 





You know how the public prefers and trusts G. E. 
No need to make long sales talks as you must with 
unknown products. The name General Electric 
pre-sells itself! 








G-E Fans are backed by our famous warranty. 
If for reasons of material or workmanship a fan 
doesn’t operate satisfactorily—your customer 
knows he can return it and get a new one imme- 
diately —while the weather’s still hot! 

Just display G-E Fans prominently and watch 
people go for the General Electric monogram! 


Remember, they’re as low as $13.95. 


America’s 


10-inch Home Fan— 
Cat. No. FM10S63 
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coo! them- 


FANS give a big 


Plus They’re Hummingbird Quiet! You'll 

hardly know they’re in the room—for they 
work in a whisper! In engineered tests, NINE G-E Fans running 
all at once made less noise than ONE fan of a leading manufacturer. 


PLUS They last and last! General Electric Fans 
are G. E. “‘precision-engineered.”’ They are so 
sturdily designed and constructed that many last their owner’s 


lifetime! Think of it... the G-E is self-lubricating for 10 years! 
They’ll serve beautifully, summer after summer after summer. 


New 10-inch Home Fan 
—Cat. No. FMIONS2 


Wall Cabinet Ventilating Fan 
—Cat. No. FM10C1 


12-inch Vortalex Fan 
—Cat. No. FM12V43 


leading fan since 1895 
GENERAL @@ ELECTRIC 
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U TOO CAN GET IN ON 


RISING PROFITS 


w COROAIRE & 


The Major Appliance with the Expanding Major Market! 
INCREASED VOLUME> NO ADDED OVERHEAD - EXTRA SALES 


Postwar development—new—different Market unlimited—homes new and old, apartments, shops, 
Patented exclusive Venturi Tube offices, restaurants, business places of all types 
Packaged—complete home heating system Sells year ’round—No repossessions—No trade-ins 
Size of console radio—priced less than home Tens of thousands sold since the war by major household 
refrigerator appliance distributors and dealers 
Heats for cost of electric light bill Installation simple—trouble-free service 
Write now, for franchise details: 
THE COROAIRE HEATER CORP. * 1422 EUCLID AVE. 


FIP? 7 jt Cleveland 15, Ohio 
in * SEE US AT THE 
FURNITURE MARKET 
JANUARY 8—19 


SPACE 17-M 
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UDGED strictly on the basis of 
J the company it was keeping at 

year’s end, the electric bed cover- 
ings industry really came of age in 
1950. 

First marketed by General Electric 
in 1936, electric bed coverings since 
that time have stayed largely within 
the appliance family. With only occa- 
sional exceptions, established names in 
the bedding industry left electric bed 
coverings alone. But as 1950 came to 
a close, things had begun to change 
and the housewife shopping for bed- 
ding under any of several well-known 
trade-names could take her choice of 
electric or conventional bed coverings. 

Perhaps even more important—and 
evidences of this were just beginning 
to be apparent at year’s end—was the 
manner in which the blanket was being 
promoted by some firms. Gone was the 
emphasis on electric bed coverings as 
something of a novelty and in its place 
was advertising of electric bed cover- 
ings as an accepted commodity. 

For appliance manufacturers who 
have nursed the infant industry along 
through the formative years, the ap- 
pearance of new manufacturers and 
the advertising approach were 
confirmation that their baby had grown 


new 


strong enough to stand on its own feet. 
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PREHEATS Your 
BED AND 
KEEPS YOU WARM 
AND SNUG 


S 
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If they needed even more tangible 
evidence of the industry’s growth, 
manufacturers could turn to sales 
figures for last year which indicate 
that the industry almost completely 
recovered from the slump which hit 
it in 1949 and was back at levels near 
those of the record years of 1947 and 
1948. It must be admitted, of course, 
that a good share of last year’s in- 
creased sales were due to generally 
improved business conditions through- 
out the country. Even so, last year’s 
rapid recovery indicates the general 
health of the industry, particularly 
when viewed in the light of the in- 
creasing merchandising activity going 
on within it. 

Such merchandising activity was 
evident throughout the industry last 


Sales recover from 1949's slump as mer- 
chandising activity picks up throughout 
industry. New firms enter the market for 


first time 





TWO YEARS STATISTICAL SUMMARY 


ELECTRIC BED COVERINGS 
1950 





Average Retail Price 
Retail Value 


(Jan. 1951) 
2,346,000 
36,698,000 


(Jan. 1950) 
1,785,000 
35,459,100 





year. On the manufacturing level, 
1950 saw expanded advertising effort 
which spread the burden of promotion 
among a larger number of firms than 
in previous years. The firms which 
had done noteworthy promotional jobs 
in years past continued to do so. But 
in 1950 they had assistance from new- 
comers and from old-timers who here- 
tofore had limited their promotional 
efforts. 

At the retail level, 1950 saw the 
introduction and acceptance of dis- 
play fixtures designed specially for 
electric bed coverings. These dis- 
plays served to move blanket cartons 
from the top of the refrigerator into 
the customer’s line of sight. 

On the utility level, 1950 saw a 
tremendous increase in promotional 
activities. Because electric bed cover- 
ings constitute valuable off-peak loads, 
utilities have always been more than 
willing to merchandise them. But in 
1950, as one utility after another com- 
pleted expansion programs, the in- 
dustry’s appetite for such off-peak busi- 
ness shot abruptly upward. And so, too, 
did their promotional activity on blank- 
ets. Every advertising technique possi- 
ble—commissions and prizes to em- 
ployees for blanket prospects, direct 
mail campaigns, sales contests—were 
used by the utilities to build blanket 
ownership in their areas. 


Problems, Too 
The general vigor of merchandising 
activity did not, however, obscure 
some important deficiencies which the 
industry was attempting to solve. Per- 


haps most important was the problem 
of adequate sales training. Too many 
retailers still consider electric bed 
coverings as overgrown heating pads 
and sell them accordingly. One result 
of this attitude is a tendency to sell 
the mechanical side of blankets and 
ignore the tremendously appealing 
comfort and convenience story. 

Everyone in the trade is willing to 
concede that the nature of the product 
forces electric bed covering sales to 
follow a definite seasonal pattern, with 
a decided slump through the summer 
months. Manufacturers are, neverthe- 
less, continuing their efforts to cut 
down the length of the slump by ex- 
tending the blanket selling months 
later into the spring and earlier into 
the fall. The increased availability of 
special blanket display fixtures is one 
weapon in this effort since a permanent 
blanket display is apt to be kept on the 
sales floor much longer than a tem- 
porary one. Still another weapon is the 
continuing campaign aimed at con- 
vincing dealers they should order 
stocks early. The reasoning here is 
simple: the earlier stocks are in the 
dealer’s hands, the earlier he will begin 
selling them. 

(One seasonal development in the 
business continues to defy rational ex- 
planation. Despite the fact that electric 
bed coverings are obviously cold 
weather merchandise, sales slump 
badly in the first quarter of the year. 
This unexplained vagary in the sea- 
sonal pattern will certainly draw the 
attention of manufacturers determined 

(Continued on page 160) 
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Tie in with new “Range cf the Stars” promotion 


. . . utility companies all over the country will feature 
this campaign . . . be the first in your community to 
cooperate with your local utility in using 

this ELECTRIC RANGE promotion to sell for you! 


Imagine having a galaxy of stars like this at your disposal— 
and their wives—all ready to go to work for you! They’re all 
set to help you sell Electric Ranges, right at the time when 
Eddie Cantor stars on the gio amusing _ aie ere: . 

“COLGATE COMEDY HOUR” All this material is ready and waiting for you—window 
every fourth Sunday at 8:00 P. M. and store displays, consumer folders, even radio and tele- 
ener BES TE aeeren vision commercials. It would be almost impossible for you 
to sign up all these stars and prepare this material for your 

own use. You don’t have to. It’s at your disposal. 




















Pat O’Brien 
starring in 


“THE FIREBALL” 
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Get in touch with your local utility company about getting 
a supply of this material. Check with your electric service 
company as to when they will carry this campaign. Find out Jack Benny, star of 
when they will run their newspaper ads. Prepare your own “THE JACK BENNY SHOW” 
tie-in ads to run on the same page the same day. Tie in on heard every Sunday 

. + : : over CBS, coast to coast 
the radio or television. Cash in! Get going! Sell more Elec- 
tric Ranges with the help of this sure-fire promotion! If you 
are unable to get information locally, contact your range 


Easel displays, too— 
distributor. 


for window and store use. 


You can create traffic with this recipe book—“‘HOW TO 
HOLD A STAR“—featuring the favorite recipes 
of famous movie stars. 


Fully illustrated. Includes not only complete rec- 
ipes using the various features of the modern, au- 
tomatic Electric Range—top of range meals, oven 
meals, broiler meals, and deep-well cooker meals 
—but testimonials from the wives of the stars 
themselves on why they prefer Electric cooking. 


They'll shine for you! 


This should be one of the most successful pro- 
motional pieces you've ever had. Order a plentiful 
supply for general distribution. People will 
flock in for this attractive, interesting and 
useful recipe book! 











ae ate 





GENE AUTRY, star of his own } ai: «A -—e 3 me = aa 
~ Titi * a ¥ “ “ 
television and screen productions, ‘ oe > Le BRANDED, 
also starring on CBS radio P = d — : | Paramount picture 
Snr atl ; ; Color by Technicolor 











Rough sample of the newspaper ads 
to be run by your utility company. Sas ei WAME 
Be sure you tie in! ; oe pert eee ... of course, it’s ELECTRIC! 











The undersigned endorse and urge your support of the “Range of the Stars” program. 
CONTACT YOUR LOCAL UTILITY OR ELECTRIC SERVICE COMPANY FOR DETAILS! 
ADMIRAL + COOLERATOR + CROSLEY - DEEPFREEZE ~ FRIGIDAIRE + GENERAL ELECTRIC + GIBSON 
HOTPOINT + KELVINATOR + LEDO + MONARCH - NORGE - PHILCO - UNIVERSAL - WESTINGHOUSE 


ELECTRIC RANGE SECTION, National Electrical Manufact. Association, 155 East 44th Street, New York 17, N. Y. 
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EIGHT SECTION 


FOR AVERAGE SIZE ROOMS 
IVORY OR WALNUT FINISH 


"a7 =- 


ALSO AVAILABLE: 10 SECTION 5492. 5 
ELECTRESTEEM FOR LARGE ROOMS RETAIL 


yisit THE Glectresteem 
BooTH No. ¢-31 


January 18-25, 19 51 











When the mercury falls, sales of Electresteem 


Portable Electric Steam Radiators GO UP! Cold | 


weather always reveals a couple of hard-to-heat 
rooms. For all such rooms safe, efficient Electresteem 


for ‘ih profitable ELECTRESTEEM sales! 
ay | 
| 
| 


is the answer ... Electresteem Radiators are ideal, 


too, for Spring and Fall. The owner can quit firing 
his furnace and depend upon an Electresteem for 


heat. Just plug Electresteem into any wall plug—AC | 


or DC—and get real steam heat, evenly distributed 
to all parts of the room. 


SAFEST SUPPLEMENTAL HEATER EVER MADE! 


No exposed wires, elements or flames that might 
cause painful burns. No gas to cause worry of 
possible carbon monoxide asphyxiation. 


&lectreisteem 


PORTABLE ELECTRIC “STEAM RADIATORS 


It’s Easy To Sell ELECTRESTEEM 
For Any Room That’s HARD To HEAT! 


* Homes * Motels * Hotels 

* Offices e Cabins ® Hospitals 

* Shops * Apartments *® Watchman’s 
* Theater Ticket Booths Shanties 

* Doctors’ Examination Rooms 


® And other locations too 
numerous to mention. 


SEE THE ENTIRE NATIONALLY ADVERTISED LINE! 


! ! -@ 
. & NEW . _— . : 
j 51 im) — 
re STEAM HEAT FROM A ; 


Deluxe 
10 to 24 HOUR BABY -BOTTLE 


WALL PLUG MEANS 


8 BABY CHEF, JR. 
VAPORIZERS VAPORIZERS, STERIZERS €7.95 BOTTLE WARMERS 1.99 EXTRA PROFITS 
$5.95 $6.95 . $1. EXTRA PROFITS 


ELECTRIC STEAM RAD 
1 ELECTRIC AVENUE 


In Canada Write Electric Steam Radiator Co 


FOR YOU! 


IATOR CORP. 
PARIS, KENTUCKY 


Toronto, Ontario 
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| to improve their over-all sales pattern.) 
The stepped-up volume of the in- 
dustry last fall may have been par- 
| tially responsible for one unusual de- 
| velopment—the division of the market 
| into two price groups. One group 
| of manufacturers (roughly speaking, 
| the old-timers in the business) con- 
| tinued to market their lines at prices 
| which had come to be accepted as usual 
| for the industry. But among the re- 
maining firms in the industry a lower 
price pattern developed. If the in- 
dustry looked for some answer to the 

| logical question of whether the lower 
priced lines would capture an appre- 
ciable share of the market, it was 
disappointed—for in the general vigor 
| of the year blankets at all price levels 
moved easily. Perhaps indicative of 
the public’s willingness to pay higher 





A good businessman who 
doesn’t like people can still 
make money in the electrical 
appliance business—but he 
won’t have any fun. 








prices—or perhaps reflecting only the 
effect of a “boom” year—was the ex- 
perience of one manufacturer who 
marketed two lines. The higher priced 
| line accounted for a far larger volume 
than was originally estimated and 
sales of it were limited by materials 
| shortages rather than consumer re- 
sistance. 
Shortages Here, Too 


For, unfortunately, manufacturers 
of electric bed coverings, almost com- 
pletely unaffected by shortages of steel 
and most other metals, ran into a first 

| class bottleneck of their own when 
wool supplies tightened and prices rose 
to all-time highs. Whatever the im- 
mediate effect, the wool shortage 
hastened a development which had been 
taking shape for some time past—the 
change in the fabric content of electric 

| blankets. 

For some time past the industry has 

(Continued on page 164) 





“CARE TO LOOK AT STEAM IRONS?” 
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® 
YOU'RE CORDIALLY INVITED TO VISIT... 











Room, Store and Central System Air Conditioners Food Freezers Electric Water Heaters 


itis Bl a=) 


Kitchen Cabinets and Sinks Automatic Clothes Dryers Electric lroners 


oa 
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Automatic Washer Refrigerators Electric Ranges 


he AND YOUR FRIENDS are welcome any time at our 
exhibit. Make it your headquarters if you like or, just 
drop in and relax. You'll see an interesting display of 
Frigidaire Household Appliances, Air Conditioning and 


Commercial Refrigeration Equipment. 


FRIGIDAIRE 
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Yes, in city after city, from coast to coast, 


Bendix Economats are going into homes all over 


America—selling themselves to countless thousands 


of owners’ friends and neighbors. 


North, South, East or West—You’ll find Economat 


washer sales beyond a dealer’s wildest dreams! 


162 


The Economat has everything women want! It’s got price. 
It's got Jooks. It needs no bolting down. It requires a low 
down payment. 

It's completely automatic. It washes in any kind of water 
—damp-drys without wringer wrinkles. 

It's got hot, saleable exclusive features such as the Rins- 
Saver—Undertow washing—Floataway-Flushaway draining. 
It’s got a porcelain top—it fits anywhere—it's got portability. 

It's advertised heavily in magazines, newspapers—on net- 
work TV—on radio. Above all, it’s a Bendix—the first and 
greatest name in automatic washing, yesterday, today—and 


tomorrow! 


Bendix Gyramatic Nez 
Washer — World's | 
finest washer, | | 
regardless of price | 
| 
> 


Dryer —Gas or 
electric model — 
220 of 110 volt 


_ 
t i4 


\ - 


¢@ Bendix automatic 


in CALIFORNIA! 


“We've sold 35 Economats the 
past 30 days. Our customers 
like its low price and its 
trouble-free performance.” 
Harry A. Lacey 
Maxwell Hardware Co. 
Oakland, California 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
. 


See this Amazing record-breaker 
demonstrated 
at space 539-A—Furniture Mart 
January Market 


@eeeeeeeoeeeeeeeeeeeeeeee © 


Bendix Dialamatic 
Washer— Today's 
best buy in a 

work-free washer 


Bendix automatic 
lroner— Completes 
the Bendix 
automatic Home 


Laundry 
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in ILLINOIS! 


“The last 3 weeks of August, 
we sold 183 Economats—and 
one reason is that they wash : 
clean, fast—and use any : 
par ge ase in PENNSYLVANIA! 
William Egan “ : 
1: Sah Sectors Co. The Economat is really easy 
Chicago, Illinois to sell to conventional washer 
customers. We average 1 sale 
a day—and never have a 
washability complaint.” 
Williom L. Eorley 
Foller Bros., 
Wilkinsburg, Pa. 

















in TEXAS! 


“We've been a satisfied Bendix 
dealer since 1945—but you can 
imagine how delighted we 
are now—we've sold 64 Economats 
in just 30 days!” 
Robert Gardner—Lichtenstein's 
Corpus Christi, Texas 














BENDIX HOME APPLIANCES, INC., SOUTH BEND 24, INDIANA °* MAKERS OF BENDIX AUTOMATIC WASHERS, DRYERS, JRONERS 
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“So long—and 


thanks for the help!” 


Dealers are always glad 


to see the GraybaR man 


These days, with so many uncertainties, it 
helps to “talk things out” with the Graybar 
appliance salesman. He doesn’t pretend to 
know all the answers (who does?). But he 
brings you the advantage of Graybar’s broad 
view of the appliance business—an over-all 
picture kept constantly in focus by Graybar’s 
many contacts with leading appliance manu- 
facturers and dealers. 

Your Graybar man is dependable and fair- 
minded. He’s less interested in quick money 
than he is in your long-range prosperity—be- 
cause that means his prosperity. So he’s going 
to give you the best help he can. 


Appliance Department 
GRAYBAR ELECTRIC COMPANY, INC. 
In over 100 principal cities 
Executive Offices: Graybar Building, New York 17 


a 
ble fines. OS = 
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In ordinary times, that help includes prompt 
deliveries from the local Graybar warehouse, 
of well-known lines of appliances—plus all the 
merchandising aid you need to make them 
move. In a buyers’ market, it includes filling 
your orders as soon as possible while helping 
you plan for maximum profit under existing 
conditions. 

These are some of the reasons why you'll 
always find it helpful to talk with the Graybar 
man. Reasons, too, why Graybar has expanded 
into twenty additional locations during the 
last five years. 5103 
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been discussing such a change, since 
the thermal protection is supplied by 
the electric circuit and not by the 
fabric itself. Some industry officials 
feel that eventually they will be sell- 
ing no-wool blankets with high rayon 
content. These new fabrics have im- 
portant advantages: they have better 





washability, better appearance, are 
more durable and eliminate the need 
for mothproofing. The continuance of 
high-wool-content fabrics has been a 
concession of sorts to both dealers and 
customers who have long been accus- 
tomed to judging a blanket’s quality 
by its wool content. The trend away 
from such fabrics had begun even be- 
fore the present wool shortage for the 
simple reason that there was no real 
purpose being served in continuing 





The electrical appliance 
business is just a big game 
with the customers changing 
the rules without warning 
every day. 





to turn out electric blankets in such 
fabrics. The current shortage has 
placed blanket manufacturers at the 
mercy of their wool sources and has 
confirmed their determination to 
abandon this fabric. 

The outlook for next year is clouded 
by the possibility of further shortages 
and cutback orders. Given a free 
market next year the industry would 
almost certainly improve its 1950 
showing and would probably pass the 
700,000 mark for the first time. But 
a realistic look at the future forces 
manufacturers to revise any such 
dreams drastically downward. Some 
of these adjusted predictions go as 
low as 350,000 but 450,000 appears to 
be a more representative estimate. 

Prices, which last year rose by $2 
to $3 for the industry as a whole, will 
probably go up again in 1951. Most 
guesses place the new raises at some- 
where between $2 and $4, increasing 
the industry’s average price to $42- 
$44. End 


tities 
PERFUME 





“WHAT DOES CHANNEL 7 SMELL LIKE?” 


1951—ELECTRICAL MERCHANDISING 








Team up with TOASTMASTER 


| 


—for ine water heater profits ( 


@ With the “Toastmaster” Electric Water Heater you aren’t lim- 
ited to just a few models... a few sizes. There’s no need to stretch 
a “thin” line to cover all your customers’ wants. Actually, from this 
single trustworthy source, you get three lines! There’s a size to fit 
every need, a style to suit every taste, a price for every purse. 


All these features make selling easier! 


“LIFE-BELT”’* ELEMENT operates at gen- 
tle “black heat,” is practically burn-out 
proof. Saves your customers money. Cuts 
service expense for you. 

“10NODIC”* SYSTEM (optional) helps 
prevent corrosion. Internal tank protec- 
tion that guards you against loss of cus- 
tomer good will. 


SOMBRERO BAFFLE is a new development 


You ‘te Juvited { that prevents incoming cold water from 


cooling heated water in the tank. Another 


SPACE 78-79 17th Floor money saver! 
TEMPERATURE CONTROL gives easy reg- 
FURNITURE MART ulation of water temperature between 


JANUARY 8-19 


120° and 170° F. Dial recessed for pro- 
tection against damage. 


FIBERGLAS INSULATION is more efficient, 
money-saving insulation that keeps heat 
in. Shell stays cool—even when water is 
170° inside! 

10-YEAR SERVICE WARRANTY. 

LISTED BY UNDERWRITERS’ LABORATORIES. 


CAPACITIES: Five Standard Models—30 
to 120 gallons. Five De Luxe Models— 
40 to 82 gallons. Seven Commander 
Models—30 to 82 gallons including table 
top design in 30 and 40 gallons. 


Built by the makers of the famous “Toastmaster”* Toaster 


TOASTMASTER 
Auidomallic Electeic Whiley Heiler 


*Toastmaster,” “Scorce Kwtont,” “Lire-Bevt,” and “lonopic” are trademarks of McGraw 


Electric Company, makers of ‘‘Toastmaster’’ Toasters, 


“Toastmaster” Electric Water Heaters, and 


Also available other ‘Toastmaster Products. Copr. 1951, Clark Division, McGraw Electric Company, Chicago, II. 
eee 


the new line of “Scotch Knight” ® | FIVE aa, 


* 
STANDARD MODELS = DE LUXE MODELS 


Automatic Gas Water Heaters! gp] 30, 50, 67., 82,  _ 40-gel. table top, 


and 120-gal. >) 40-, 50-, 67-, ond 
| 82-gel. capacities. 


Pete, Brsthiueons, 


COMMANDER MODELS 
30-, and 40-gal. table 





R. V. Palmaquist, Sales M ea 





Name. 








McGraw Electric Company, Clark Division 
5201 W. 65th St., Chicago 38, Ill. Business____ 








Please send me full details on the Address__ 





profitable “Toastmaster” and “Scotch 
Knight” Water Heater dealership. Ci 2s 


Zone State 
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How Superflame Dealers Do 
Big Volume On Home Heaters 


UPERFLAME dealers have discov- 

ered the secret for volume heater 
sales! With the “Gift Superfan” 
promotion, sponsored by the Queen 
Stove Works, Inc., Superflame deal- 
ers have hit the Jackpot in 1950. 
This promotion is built around the 
Superfan portable blower which the 
dealer gives as a gift to anyone pur- 
chasing a Superflame Oil Heater 
selling for over $64.95. The cost of 
this free Superfan, which regularly 
retails for $34.95, is shared by the 
factory, distributor and dealer. Su- 
perflame dealers report that their 
expense of giving the Superfan is 
small and of no consequence when 
compared with the phenomenal sales 
increases that they have enjoyed. 


Phenomenal Heater Sales 
Increases Reported By Dealers 

A review of hundreds of dealers’ 
heater sales records reveals that with 
this promotion many dealers have 
become volume outlets for home 
heaters. Many of these same delaers 
previously sold only a few heaters 
annually. There are a great number 
of dealers whose 1950 sales exceeded 
100 Superflame units. Straight car- 
load shipments direct to dealers in 
1950 increased 20 times over 1949! 
The “Gift Superfan” promotion 
starts about July 15th each year. 
Numerous dealers reported sales of 
30 units the first week. In some cases 
dealers solid as many as 500 Super- 
flame heaters in 1950. 


Strong Promotion Means High 
Sales . . . High Profits 

As all dealers know, a promotion, 
regardless of how good it is, is only as 
strong as the support behind the 
promotion. The Queen Stove Works, 
Inc. has gone far to provide every 
Superflame dealer with a complete 
sales-help program, including win- 
dow banners, counter cards, display 
cards, selfmailers, newspaper mats, 
radio announcements and a lib- 

eral co-operative 
advertising pro- 
gram. Shown at 
left is an exam- 
ple of the type of 
advertising mat 
furnished to deal- 
ers. Superflame 
dealers report 
that these ads 
have resulted in 
some of the most 
successful news- 
paper advertis 
ing they have 
ever done 

Home Heater Sales Prospects 

For 1951 

Many dealers have overlooked the 
big sales potential that exists every 
year on home heater sales. The 
reason for this may be that those 
dealers do not realize that over half 
of the homes in the United States 
are heated with space heaters. The 
replacement market every year 
offers the dealer a substantial heater 
sales potential. This combined with 
the trend away from coal and wood 
heat means that a large market does 
exist for the dealer who aggressively 
promotes home heaters. 

Superflame dealers are fortunate 
from the service standpoint. Field 
reports show that Superflame deal- 
ers have practically no service prob- 
lems or expense. The Superflame line 
is sometimes described as “The 
Service-Free Line’’. 

Dealers who have heretofore over- 
looked the home heater market 
should investigate this big volume 
field now in order to secure their 
franchise and supply for 1951. 


(Advertisement) 
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reat Promotions 


The Line Made 


Medel 99TC — Here's one of the five famous 
“Twin” Superflame models. It’s irresistibly beau- 
tiful! 


Medel D75—A complete home gos heater! 


Completely automatic including electric ther- 
mostat and built-in fan. Pleases the most dis- 


criminating buyer. 


Model 99T—One of the most popular home oil 
heaters in America! Like other Superflame 
models it has the extro features that clinch 
sales quickly 


Medel D65—The trend is to larger BTU units 
and here's a model in keeping with this trend. 
It's beautiful, compact and priced right! 


Visit Our Exhibit During The January Furniture Market 
Booths 1775 - 1776 - 1777 American Furniture Mart 





Lote tn, bf 


Famous by Satisfied Users! 








Model 11SD — This famous “Fuel-Saver"” model Model NLR — The valve leader of the Super- Model 09C€ — The perfect oil heater for small Model 1313T — The largest oil heater made! 

is the 1951 version of a heater that has ol- flame line! Quality styled, quality built yet homes, cabins, filling stations, etc. Always a Two models available. One for commercial 

ways been o popular seller. amazingly low priced. big seller! installation, one for schools. Same BTU output 
as a $1,000.00 furnace yet sells for hundreds 
less! 








Model D45 — 45,000 BTU input and every inch Medel D035 —Like all Superfiame “Gas-Saver Model D25— Where 25,000 BTU input models Medel DIS — For a small “fill-in” gas heater of 

packed with sales punch! Feature for feature heaters this attractive 35,000 BTU input model are popular this Superfiame model is sure to 18,000 BTU input capacity, this model will be 

this model can't be beot! is available for any gos and equipped with lead the porade. Unmatched for styling and the prospect's first choice. Modern styling, 
100% safety controls! price! quality construction, very low in price! 


_— Soperflame 


1. EXCLUSIVE QUICK-SALE ADVANTAGES. y SERVICE-FREE PERFORMANCE! 





ee PowERFUL PROMOTION: 


r. COOPERATIVE ADVERTISING. 





WORKS, INC. © ALBERT LEA, MINNESOTA 
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iter a dip in sales in the first 
three months of 1950, roaster 
business took an upward swing 
in April and continued to surge ahead 
for the balance of the year, winding up 
with a total sale of 440,000 units, at a 
retail value of $17,138,000. While this 
is 35 percent below the record year of 
1948 in units sold, it is more than 25 
percent ahead of 1949, and is an indi- 
cation that the roaster business is back 
to normal. 


Saturation 


Allowing 25 percent of the 1950 total 
sales for replacement of some of the 
14-million roasters that are now from 
10 to 15 years old, the number of homes 
owning roasters at the end of the year 
totalled 3,160,000, or 8.1 percent of the 
39,044,000 wired homes in the country. 


Growing Acceptance 


there are large 
families requiring extra roasting and 
baking facilities there’s a growing ac- 


In homes where 


ceptance of the roaster as an auxiliary 
cooking unit. It is becoming 
recognized as a time-saver that can be 
depended upon to turn out a variety of 
high-quality every time it is 
used. But it is not limited to large 
family use alone. It has also become 
increasingly important as an all-pur- 
pose cooking device in small dwelling 
units where kitchen space is at a 
premium, or where regulation-type 
cooking stoves are not practicable. As 
the broiler-griddle attachment becomes 
more popular, the use value of the 
roaster is expanding, because this 1500- 
watt attachment adds to the efficiency 


also 


foods 
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ROASTERS 


Sales gain of 25 percent over 1949 brings 
saturation to 8.1 percent of wired homes. 


Large, deluxe models most popular 









































of the roaster. It is reversible. In 
broiling position it can broil a variety 
of meats—steaks, chops and chickens— 
or it can broil a complete meal at one 
time. In the griddle position it can do 
all the usual top-of-stove cookery. 


Promotion 


1950 was a good year for roaster 
promotional activities. Some manufac- 
turers report advertising and demon- 
stration promotions greater than ever 
before attempted in roaster history. 
National magazine food editors also 
gave the roaster good editorial support 
during the year. And, toward the end 
of the year, many utilities were once 
more eyeing their favorite load-build- 
ing product—the roaster—with re- 
newed interest. Many of these com- 
panies have been restricted in their 
promotional activities since the war 
because of shortages in 
They 
equipment tor 


generating 
now have ample 
normal load demands 
with some to spare, and they are once 
more looking for good load-builders to 
promote. The roaster, with its 1320- 
watt element and baking 


equipment. 


long-range 





TWO YEARS STATISTICAL SUMMARY 
ROASTERS 
1950 


1949 





(Jan. 1951) 
3,160,000 . 
35,884,000 


350,000 


U 
Average Retail Price $37. 


50 
. . -Retail Value $13,125,000 


(Jan. 1950) 
. . 2,830,000 


.. Homes Without.........34,414,100 





and roasting operation is extremely 
desirable, The 1500-watt broiler-grid- 


dle unit makes it even more desirable. 
New Products 


One manufacturer brought out a 
whole new line of automatic roasters in 
the fall. All the models are in the 18 
and 20-qt. capacity range. 

Another manufacturer who has been 
out of the roaster business for a num- 
ber of years has returned with a com- 
pletely redesigned model. It has an 
18-qt. capacity. The preference for 
these large sized, deluxe broilers con- 
tinued to gain in 1950. One manufac- 
turer reports more than half his sales 
in these larger models complete with 
floor cabinets and extra broiler units. 
Twenty-five percent of these sales, he 
said, also included automatic 
clocks. 

Other features found in 1950 models 
include look-in lids, dial temperature 
controls and easy-lid-lifting devices. 


timer 


Prices 


Manufacturing and material 
caused a slight increase in 1950 retail 


costs 


prices, but it is the opinion of the 
roaster industry that these increases 
were more than balanced with added 
features that enhanced the design and 
increased the functional operation of 
the roaster. 


Added Profits 


In considering the overall dollar vol- 
ume of the roaster business in any 
year, it should be remembered that the 
average retail price on which this vol- 
ume is figured does not take into ac- 
count the additional revenue obtained 
from extra accessories, such as cabi- 
nets, broiler attachments, cookie sheets, 
Pyrex cooking pan sets, etc. Cabinets 
retail around $17. without timer clocks 
and up to $25. with timer clocks; 
broiler-griddles average around $10, 
and timer clocks separately cost in the 
neighborhood of $10. Extra pan sets 
retail for approximately $5. All these 
extras bring the total yearly income 
for roasters up another $64-million dol- 
lars, figuring conservatively. 


1951 Outlook 


The outlook for the roaster business 
in 1951 is very bright, limited only by 
material shortages or complete govern- 
ment control of production. For as the 
country moves toward an all-out war 
economy or a semi-war economy, with 
new housing restricted and major ap- 
pliances going into short supply, the 
roaster will come back into great de- 
mand as a low-cost, all purpose cooker, 
complete and compact enough to take 
care of most cooking needs in small 
dwelling unit. End 


FIVE YEAR ROASTER SALES RECORD 


Units Sold 


Retail Value 
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when we introduce 
the sensational New 


(951 ROYAL 


VACUUM CLEANERS 


CHICAGO FURNITURE MART 
17th Floor, Spaces 102 and 103 
January 8th through the 19th 


Come and see the finest line of business- 
getting cylinder and upright cleaners 
ever presented to the trade. 


ROYAL Cleaners sell fast with minimum effort and give you 
a sizable and sound profit. For most thorough cleaning — for 
easiest operation — for lasting beauty — for freedom from serv- 
ice problems, ROYAL cannot be surpassed. 


As a ROYAL Dealer you are able to sell better cleaners for 
less money . .. seeing is believing. 


ROYAL VACUUM CLEANER COMPANY, Cleveland 8, Ohio 
CONTINENTAL ELECTRIC CO., Ltd., Toronto 2B, Ontario, Canada 


——— 


) sith Cleaners th h de dabl 
BoMy il On. ‘ati 


The Most Efficient and Economical Method for Serving the Consumer 


leads the world for value 
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acclaimed by experts for 
among 
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SENSATIONAL NEW WASHING ACTION 


Note the three BIG, soft-rubber fins on the ABC 
agitator illustrated above. They distribute the 
clothes evenly, gently flex and rub each piece 
separately, so that soap and water thoroughly 
wash every bit of fabric. There is NO REVERSING 
ACTION—no wasted motion! “Centric” Agitator 
pulsates outward and inward 300 times a minute. 








EXCLUSIVE “Flush-Away " RINSING 


ABC's thorough 3-stage rinsing cycle combines a 
spray and deep power rinse, an exclusive flush- 
away rinse, and a final splash-away power rinse. 


Only the ABC-O-MATIC can do this! 7 AUTOMATIC Gea r| SS TRANSMISSION 


Simplest automatic washer drive ever devised! 
Cushioned. Quiet. No complicated gears and 
levers. Just a pair of sturdy Vee belts. Mini- 
mum parts inventory—lowest service tool in- 
vestment you ever saw! 

wens ARE Abt THE TOOLS gy NEED 


—— SIMPLIFIED QE Vise Lf 
exciusive Spin-Aire’ prvinc SERVICING 
A unique ppc of = — —_—oo force 
‘ ; 
dries them sof, fuffy, wrinke-fee, wihor [-\S Mt OM Son am: 0 a © mm On OM. 0 2-) B 
matting or tangling, for easy ironing. 
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top washing performance 
all automatic we 





Want to do yourself a favor? Make it a point to spend, 
say, 20 minutes, watching a New ABC-O-MATIC do its 
stuff. The more you know about selling appliances, the 
more you'll want to be selling ABC Washers! The wash- 
ing, rinsing, spinner-drying job this New ABC-O-MATIC 
does is phenomenal. And the service-simplicity of it will 
be a joy to your service manager. The ABC full line— 
5 great washers and the ABC DeLuxe lroner—really 
covers your market. Write ABC and get ALL the facts! 





Starts like a hairdresser’s or barber's shampoo, 
with rich, heavy “lather” before the main washing 
action with full water supply gets under way. 
Then pulsates the dirt-dissolving suds through the 
fabric with gentle, rubber-finned “Centric” Agita- 
tion, assisted by flushing jets of water to assure 
cleaner, brighter washings. 


PEORIA, ILLINOIS 
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F ood mixers piled up a new record 


for 1950 of 1,700,000 units sold. 
This tops the previous banner year of 
1948 by 150,000 units, and is an in- 
crease of 325,000 units over 1949, 
While for the industry this is an in- 
crease of 23.6% over 1949, some of the 
leading manufacturers have reported 
gains of as high as 25 percent. 

At an average retail price of $39.50, 
the food mixer dollar volume for 
the year totals $67,150,000. This puts 
mixers in third position in the electric 
housewares group for the year. 

These are very conservative esti- 
mates of both unit and dollar 
volume for the mixer industry, since 
they take into account only the sale 


sales 


of standard food mixer units—that is, 
the conventional with a motor 
arm attached to a base and with one, 
two or three removable beaters and 
the standard one or two mixing bowls. 
Not included in these totals, because 
of lack of adequate information, are 
the portable hand mixers, cream whip- 
pers and egg beaters also sold during 
the year, which have been estimated 
at about 85,000 units, carrying an 
estimated average retail price of $14.95. 
Nor does it include the big business 
done in the sale of additional attach- 
ments 


type 


MIXERS 


Aggressive selling in first half plus grow- 
ing demand in second half makes 1950 a 


record year with 1,700,000 units. 


At- 


tachments become increasingly popular 





TWO YEARS STATISTICAL SUMMARY 


MIXERS 
1950 


1949 





1,375,000 


Average Retail Price $37. 


(Jan. 1951) 
10,306,500 
28,737,500 


Retail Value 


Homes Owning 
...Homes Without 


50 
$51,562,500 


(Jan. 1950) 
9,031,500 
28,212,600 





This 1950 sales record brings the 
total food mixer volume for the five 
postwar years to 7,345,000 units—14 
times the number sold in all previous 
years, since the introduction of the 
food mixer twenty-five or thirty years 
ago. Of the 1,700,000 sold, about 75 
percent, or 1,275,000 represents new 
users; and 25 percent, or 425,000 goes 
into the replacement of old outmoded 
models, and brings the percent of sat- 
uration up to 26.40 percent of the 
39,044,000 domestic electric customers 
in the country—a total home owner- 
ship of 10,306,500. 


A Significant Year 
It wasn’t until the last half of 1950 
that things really began to move in 
the mixer business. Early in the year 
it was soon discovered that “backlogs” 
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and “pent-up demand” were words no 
longer used in mixer circles. Vigorous 
promotional efforts were necessary to 
keep goods rolling at a normal pace the 
first six months. 

Early June found many of the big 
mixer distributors expressing concern 
over excise tax uncertainties. At long 
last it looked hopeful that this extra 
burden on needed electrical work- 
savers would be lifted. Who would 
absorb the possible losses in stocks 
on hand? That was the $64-dollar 
question. To a small extent this also 
affected retail sales, for consumers 
were awaiting final decisions from 
Washington before making their pur- 
chase. Then the Korean crisis hit late 
in June, and excise taxes were quickly 
forgotten. 

Close on the heels of Korea followed 
the Housewares Show at Atlantic City. 
This turned out to be one of the best- 
attended shows in quite a number of 
years. Far-thinking distributors and 
department store buyers from the East 
flocked to Convention Hall in an en- 
deavor to fill up their dwindling stock- 
piles. With World War II shortages 
fresh in their memories, their main 
concern was to get prompt or immedi- 
ate deliveries on large quantities for 
their fall and holiday trade. Pres- 
sure became intense. Most manufac- 
turers were on summer production 
schedules. This in normal times aver- 
ages around 50 percent of production 
capacity for July, 65 percent for Aug- 
ust and increasing along toward 100 
percent by the middle of September. 
But with shortage scares and the rush 
of orders, many manufacturers report 
that they were back at peak produc- 
tion level by August, and as far as 
possible have continued to maintain 
this level. Many manufacturers, on 


the other hand, were forced to cut 
back production early in the fall be- 
cause of growing shortages in raw ma- 
terials and parts. 


Attachments 


In the past year there has been an 
increasing demand for attachments. 
Many mixer owners are reported as 
coming back from time to time to pur- 
chase additional attachments. Conclu- 
sive evidence that these attachments 
are convenient to use and do a better 
job of coffee grinding, meat chopping, 
vegetable slicing and shredding, than 
can possibly be done by hand. They 
not only do a better job, they are true 
labor savers. 


Mixer Storage 


Architects and builders of new homes 
in the past few years have become 
conscious of the need for including a 
mixer center in their kitchen plans. 
In some instances they have outdone 
themselves with designs for storing the 
mixer out of sight when not in use. 
It has been found, however, that to 
be 100 percent useful a mixer must 
be kept in a convenient place on top 
of a cabinet or counter where it is 
instantly handy for immediate use at 
all times. The ideal mixing counter 
should be 36 in. to 42 in. long, with 
adequate provision for storage of flour 
and other staples in daily use. Ade- 
quate provision should also be made 
for mixing bowls, baking pans and 
other mixing utensils. Most important 
of all, provision should be made adja- 
cent to the mixer itself for the handy 
storage of its many useful attachments. 
Consumer studies show that mixers are 
used many more times each day than 
just for the occasional weekly “cake 
baking orgy,” especially when attach- 
ments are close at hand. 


Consumer Acceptance 


Consumer acceptance of food mixers 
continues in a lively state of growth. 
The average housewife now recognizes 
the importance and usefulness of this 
electric time- and work-saver. Many 
factors outside the industry have con- 
tributed to this growing acceptance 
of the mixer. Prepared mixes are be- 
coming more popular and more nu- 

(Continued on page 174) 


FIVE YEAR MIXER SALES RECORD 
Units Sold 


Retail Value 





LZZZZZZZZLLa 


LLILILLLLLLLL LLL LLL 981,150,000 








CALL, 


ZZZA $51,562,500 








MLLLLZLZZZA $58,105,000 











oz 
ue 


Yff SIII 1 $ 43,310,000 





LLLLLLLLLZLLLA § 41,265,000 





JANUARY, 


1951—ELECTRICAL MERCHANDISING 












































Get the facts—see for yourself the advantages It’s a fact—that Emerson-Electric Fans give you Emerson-Electric Exhibit 

unmatched quality and performance ... and ate 

that means satisfied customers for you! National 

. f It’s a fact—that Emerson-Electric features the Housewares Show, 

for 1951 shows a complete line of dependable —_ famous Five-Year Factory-to-User Guarantee January 18-25 

window fans : ; ; a complete line of always- + + + # Powerful selling point in itself! et an = 6: 
P . , . . . vy , Chicago 

popular desk fans ; : ; a complete line of attic _—‘/#’s ¢fact—that again this year Emerson-Flectric 

is putting the power of national advertising 

plus free sales helps behind your summer fan 

for every air-moving job. It’s the profit line _ promotion! 


for 1951! { 


of stocking the most complete line of fans on 
the market! The new Emerson-Electric catalog 





fans ... plus dozens of other models designed 


Le a SS 


SEND FOR YOUR COPY TODAY 1 
| Simply Attach This Coupon to your business letterhead 
+++ filling out required. Mail today to: 


THE EMERSON ELECTRIC MFG. CO. 


Jeo St. Louis 21, Mo. 
bie Without obligation, please send me the new Emerson- 


= = Electric Fan Catalog (No. 612), together with 1951 price 
MOTORS «FANS APPLIANCES lists and details on Emerson-Electric advertising-merchan- 


dising and sales helps. 


a 1 
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Space C449-453 
The Housewares Show 
Navy Pier, Chicago 
January 18-25 





Arvin Automatic Toaster 


Arvin Lectric Cook WF * 


: ) | 
Arvin Lectric Table Oven i 
Arvin 5-year-guarantee Electric Irons 


a 


Arvin Fan-Forced Electric Heaters | 


. a 
Arvin Radiant Heaters 
ALL AT 40% DISCOUNT IN MASTER CARTON QUANTITIES! 
ALL NATIONALLY ADVERTISED! ALL BACKED BY DISPLAYS AND FREE MATS! 


Electric Housewares Division 


ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 


(Formerly Noblitt-Sparks Industries, Inc.) 
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Mixers 
wees CONTINUED FROM PAGE 172 comme 


merous each year. Most of the mix 
packages carry instructions on the 
boxes for preparing the mix with an 
electric mixer. Magazine and news- 
paper food editors dedicated to pro- 
viding the American family with 
recipes for better nutritional meals 
often include the mixer in their copy 
and illustrations. Practically all new 
cook books coming on the market 
carry two sets of recipes for making 
cakes and pastries—the standard hand 
methods and the electric mixer method. 
All this stimulates desire in the minds 
of the non-owners. 

Another promotion which has given 
the electric mixer a tremendous boost 
is the Pillsbury Mills yearly baking 
contest. All recipes accepted for the 
semi-final Bake-Off must be prepared 
with an electric mixer. This has brought 
the advantages of the mixer to the 
attention of hundreds of good cooks 
in the country. 


Prices 


Prices were adjusted upward by 
all manufacturers during early fall, be 
cause of costs in raw materials and 
labor that developed from day to day. 
For that reason, while the overall 1950 
retail price averages $39.50, in the last 
quarter most leading makes were sell- 
ing at a retail price closer to a $45 
average. 


1951 Forecast 


With full recognition of the many 
uncertainties ahead in 1951, with prob 
able material shortages, production 
curtailment and possible government 
intervention, combined opinion in the 
mixer industry indicates that for the 
first six months a volume of approxi- 
mately 80 percent of 1950 will be main- 
tained. And for the full year of 1951 
the consensus of opinion is that the 
industry might have to settle for 
around 75 percent of the 1950 totals. 
The general attitude is one of opti- 
mism, 

Prices will go up only if manufac- 
turers are forced to raise because of 
futher material and labor costs. Since 
manufacturers must now accept “price 
in effect at time of shipment” from a 
large portion of their suppliers, it is 
hard to envision at this time whether 
further increases in retail prices on 
finished products will be necessary. 

End 
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“IT HELPS PAY EXPENSES DURING THIS AFTER- 
CHRISTMAS LULL.” 
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And Better Homes & Gardens, America’s 3rd BIGGEST 
man-woman magazine, helps build your business in other BIG ways— 


BHGis BIG in merchandising influence! A leading major 


appliance manufacturer says: “.. . .result of our BH&G advertising se 


) 

is the high calibre of new distributors produced... .” = 
* 

. 


BHG‘: BIG in initial purchases of new electric ranges. \ 
BH&G reaches 7 out of 10 families building new homes. Of these ' 
families, 4 out of 10 buy new electric ranges immediately or within \ 


the first year. What a lush market for new ranges! is. \ . 
“BIG . | \ (rates 
BHG i: BIG in number of families who own electric re- 


frigerators—but more than a million of their electric refrigerators A\\ 
are ten or more years old! What a tremendous replacement market! 





) 
= 

= 
aa 
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Here’s how it adds up: 


Any 3%-million circulation is important. When it’s composed of 
above-average-income families who prove their high home interest 
by buying this 100% home-service magazine, it becomes super- 
important to you. And when those multimillions use BH&G as their 
buying and replacement guide—that’s ALL-important! 








So it’s easy to see what a BIG sales help it is to your brands when 
they’re advertised to Better Homes & Gardens’ 344-million families. 
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Desk and bracket fans only types failing 


to show sales increase in 1950. Window 


and built-in fans gain in popularity. 


Trend to more year-around use 


N spite of the mild, cool summer of 
I 1950, fan sales for the year were up 
in all classifications except desk and 
bracket 
here are 
ING'S 


models. The figures included 
ELectricAL MERCHANDIS- 
estimates based on reports of 
NEMA members, plus a group of indi- 
vidual manufacturers reported 
their sales for the year to us privately. 
Che figures given here are based on the 
best ( Depart- 
erce fan statistics, pub- 
hed in the Census of Manufacturers, 
ind as this issue 
goes to press the 1947 figures are the 
latest available.) 
Che ventilating fan figures reported 
intended to include all ventilating 
ind exhaust fans up to 16 in. in size, 
kitchen ventilating fans, both 
window and wall types; 
tilating fans, reversible and non-re- 
versible; and all other ventilating 
equipment for the home not over 16 in. 
in fan size and not represented else- 
where in the fan classifications. 


Desk Fans Decline 


1948, desk-bracket fans have 
shown a steady decline. In this cate- 
some manufacturers report 1950 
sales at the distributor to retailer level 
as much as 45 percent below 1949. 
While part of this drop may be at- 
tributed to unfavorable weather in 
practically every section of the country 
during the past greater 
proportion of the drop, according to 
informed sources, reflects the trend 
away from spot cooling usually asso- 
ciated with this type of fan, and a 
preference for equipment that exhausts 
warm and 


who 


information available 


ment of Comm 


ire issued biennially, 


uch as 


window ven- 


Since 


gory 


summer, a 


stale air brings in fresh 
outside air. 

“Fans for year-round comfort, not 
for summer use alone,” 


modern living 


is the new idea 


There’s a big job 


to be done in re-educating the consum- 


public in how to achieve modern 


cooling with portable equipment. Such 
an educational program to promote the 
broader, more efficient use of fans was 
instituted recently by the Electric Fan 
Section of NEMA. They have pub- 
lished a manual entitled “Bans . . . for 
Year-Round Comfort.” This Manual 
brings together for the first time infor- 
mation on the choice and use of fans 
for home comfort. It explains why 
and how air-in-motion cools the home 
in summer and helps even heat dis- 
tribution in the winter. It tells how 
to apply a fan for many practical house- 
keeping uses, such as keeping closets 
and basements fresh and dry. Other 
valuable points included in this text- 
book are a description of the different 
types of fans—desk-bracket, pedestal, 
floor or hassock, kitchen and other 
window ventilating equipment, with in- 
structions on how to analyze home 
comfort requirements in light of fan 
needs. This booklet should do much to 
revitalize interest in portable fans, 
especially among the non-home-owning 
population. 


Attic Fans 


Figures to the contrary, the con- 
sensus of opinion among attic fan 
experts is that 1950 was not as good 
a year as it should have been. The 
cool summer weather was cited as re- 
sponsible for much of the trouble. 
lemperatures were abnormally low in 
many parts of the country. 


FOUR YEAR 
Units Sold 
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YEARS STATISTICAL SUMMARY 





ATTIC Fans, Units 


Average Retail Price 
Retail Value 


$125.00 
$9,562,500 


HASSOCK & FLOOR Units 
Average Retail Price 
Retail Value 


ao ...-DESK & BRACKET Fans, Units... . ve 
17.25 


$17. 

$42,262,500 

360,000 
7.5 


$37.50 
$13,500,000 


Average Retail Price $18.50 
Retail Value 


....VENTILATING, Up to 16”, Units... . 255,000 
Average Retail Price 
Retail Value 





In addition, from the Southeast and 
Southwest, where a major part of the 
attic fan business exists, reports indi- 
cate that attic fan business has been 
slipping in the past year or two. In 
that section, many small local manu- 
facturers have sprung up who sell at 
prices so low that national manufac- 
turers cannot afford to compete. 


Kitchen Ventilators 


Kitchen ventilators continued their 
upward climb in 1950, with built-in 
types leading the parade. That kitchen 
ventilation is coming to be recognized 
as an essential for every new home is 
proven by a recent survey by the 
American Builder research department, 
which shows that kitchen ventilating 
fans have been installed in 30.1 percent 
of all new homes in the past year. 

Unlike other fan classifications, the 
kitchen ventilator is not a seasonal 
item. It is used all year to exhaust the 
greasy condensate given off in the 
process of cooking, and to exhaust 
heat and odors from the kitchen. 


Installing built-in units, like the attic 
fan, requires the services of a carpenter 
and an electrician. Costs of such in- 
stallation vary over a wide range, de- 
pending on the labor costs in various 
regions, and also on whether the fan is 
installed in a new or an old house. 

A recent survey into the installation 
practices of ELectrIcAL MERCHANDIS- 
ING’s readers showed that upwards of 
55 percent of the dealers who handle 
installed-type fans do the entire job 
themselves. The balance do part of 
the job and call in a carpenter for the 
balance. 


Window Fans 


One of the fans most rapidly gaining 
in public favor is the portable window 
type fan. Portable window fans have a 
wide application. Where an attic fan is 
not practical, in rented homes and apart- 
ments, the window fan can be used as 
a night-cooler on the same principle 
as the attic fan. And, with doors to 
other rooms in the house kept open, 

(Continued on page 180) 


FAN SALES RECORD (DESK AND BRACKET) 


Retail Value 
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THE SKY S THE LIMIT/ 
KNAPP 


ELECTRIC 


LIQUIZER 


There’s no appliance like it! 
Beats, whips, blends, stirs, 
purees, crushes ice, liquidizes, 
pulverizes—does hundreds of 
jobs. Actually 10 electric appli- 
ances in one, at the price of 
one—no attachments needed. 
A “must have” for every kitch- 
en and bar! 











MONARCH 


Backs these two best-sellers 
with even more advertising .. . 
to send your 1951 sales sky-high! 


Proved the most popular appliances you can offer 
—proved profit-makers in any year—now a 
greater sales opportunity than ever, with EM-—'s 
tremendous spring advertising campaign in 
national magazines. 


(KM) ELECTRIC CORN POPPER 


Makes the world’s best a eee oe ee made 
with reservoir that insures tohter, fi 

better popcorn—every time. Com a auto: 

matic—beautifully, durably — Bes famil 

wants one—every family needs o 


BETTER PRODUCTS FOR BETTER LIVING 
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MEET 
YOUR BEST 
SELLERS FOR '51 
at the “IEM~ Booths—648, 
650, 652, 654—at The 
National Housewares 
Show 
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Florence Pot Heaters 
11 Models 


Florence Embassy Gas Ranges 
4 forty inch models 


OFFERS 





Florence Electric Ranges 
4 forty inch models, 


3 Spoce-Saover models 


Florence Bungalow Ranges 
6 models 





Florence Dual-Oven 
Combination Ranges 
7 models 


Florence Regency Gas Ranges 
4 thirty-six inch models 
and 2 Space-Saver models 


Florence Oi! Ranges 


6 models 
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Florence Portable Room Heaters Florence Sleeve Heaters Florence Cabinet Heaters Florence Gas Heaters 
2 Models 5 Models 3 Models 7 Models 


This complete line of oil heaters includes Circulator, Radiant and Driven-Aire models. The complete line of gas heaters includes 
Radiant-Circulator models, both vented and unvented—and a vented Circulator model. 


( 


EVERY DEALER NEEDS 


Yes, everything from a full line of top-quality store. Look at the list below and you'll find that 
merchandise to advertising and promotion pro- _‘ Florence offers everything you need for a sound 
grams that build traffic and speed sales in your _ business now—a prosperous future, too! 


Full line of cooking and heating appliances... . Warehousing facilities for faster delivery 
for every fuel .. . for every budget Big-company resources — $ modern plants 
Top-quality competitively priced Continuous research and product improvement 
A good margin of profit for you Over three-quarters of a century of experience — 
Sparkling, eye-catching design a tradition of value. 

Work-saving features that close sales Co-op advertising plan 

Consumer acceptance that builds demand Full color point of sale displays 


YW Complete selection of dealer sales helps 


Sparkling Full Color Ads Pre-Sell 
Florence to Your Customers! 


Colorful Florence ads in leading National 
magazines build demand for Florence prod- 3 a 
ucts. Let people in your community know > 


you feature Florence—you'll see the differ- 
Ranges and Heaters 


ence in increased sales. 


GAS RANGES + LP-GAS RANGES - ELECTRIC RANGES + OIL RANGES 
COMBINATION RANGES + OIL HEATERS - GAS HEATERS 


FLORENCE STOVE COMPANY. ..General Sales Offices and Plant: Gardner, Mass. Mid-Western Plant: Kankakee, Illinois. Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 
1 Park Avenue, New York; 1452A Merchandise Mart, Chicago; 419 Western Merchandise Mart, San Francisco; 53 Alabama St., S.W., Atlanta; 301 North Market St., Dallas. 
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FUSE COUPLING 


PEithaD ALA hed ciitale. 


PROTECTS THE HOME 


New Markets! 
New Volume! 


New Profits! 
What FIREGUARD cs 


A Fuse Coupling with a built-in fire-safety feature ... a 
unit that holds a small fuse to protect extension cords 
and lamp cords. 


FIREGUARD fits any standard wall outlet and is listed 


under Reexamination Service of Underwriters’ Labora- 
tories, Inc. 


What FIREGUARD does 


Makes possible the use of a fuse small enough to give 
proper protection to extension cords or lamp cords. 


Breaks circuit automatically—shuts off danger point from 
main line. 


Locates damaged wire—saves time and inconvenience. 


FIREGUARD opens new markets every wired 
home is a prospect, and almost every office and store. 


A Half Century 

of “Know-how” 
F. H. Smith Mfg. Co., manufac- 
turer of FIREGUARD, has been 
making high quality precision 
built hardware for nearly 50 
years. 


CONTACT YOUR JOBBER 


Contact your jobber today. Write 
us for detailed information... 
giving us your Jobber’s name. 


F.H. SMITH MFG. CO. 


NATIONAL SALES OFFICE 
3628 SOUTH BLAKE ST.* CHICAGO 9, ILLINOIS 



































“CLARENCE—BRING ME A SUNLAMP.” 





























Fans 





a window fan is capable of cooling up 
to four or five rooms. 

Practically all window fans have 
grills or mesh guards which are good 
safety features. The slow-moving, 
quiet blades are designed to move large 
quantities of air. They exhaust hot air 
and bring in cool air. They are inex- 
pensive and have a low operating cost. 
Most window fans are quickly adjust- 
able to various window sizes with the 
aid of brackets or spacers. 

In the past year several reversible 
models were introduced. This type 
gives double duty usage at the turn of 
a switch. 


Hassock Fans 


Hassock fans are another type of 
portable fan that is gaining in public 
favor. For the first time we have been 
able to report a breakdown of unit 
sales and retail value on this classifi- 
cation. 

This type of fan does not lend itself 
to double-duty use—that is, as an ex- 
haust fan as well as a circulator, but it 
does have a very definite place in the 
fan picture. It is ideal for such appli- 
cations as cooling without creating a 
draft around desks in large offices, in 
the nursery at home, in the living 
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room, dining room and_ recreation 
rooms. 


Outlets 


It is impossible to say which specific 
type of retail outlet sells the greatest 
number of fan units. However, in the 
lower priced desk-bracket fans in- 
formed opinion is to the effect that 
department store, hardware, auto ac- 
cessory and drug stores do the largest 
volume. On all other types of fans the 
electrical dealer, utility (where they 
merchandise) and the department store 
are the leaders. The reason for this 
difference in the distribution pattern 
is that more specialized selling is re- 
quired of attic fans, hassock and porta- 
ble window fans. 

A survey made by ELectricat MEr- 
CHANDISING of its dealer-readers’ fan 
sales by types shows that 12.25 percent 
handle installed type fans of all types; 
6.47 percent are built-in kitchen venti- 
lators; 2.38 percent are attic fans. Of 
the dealers reporting 82.43 percent said 
they handle portable fans of all types. 
Hassock or floor fans represents 33.34 
percent of this total; pedestal circula- 
tors 3.87 percent; portable window 
ventilators, 6.16 percent; and desk- 
bracket models 39.96 percent. End 


FOUR YEAR VENTILATING FAN SALES RECORD 


Units Sold 


360,000 Ts 1950 (7777 


Retail Value 
Zi, $ \3,500,000 
LLL $ 981,000 














EE 2 
0000 mmm | £8 | ZZ $9 
265,000 1947 ZZ S320 


FOUR YEAR ATTIC FAN SALES RECORD 


Units Sold 
AE 


ke 
5.0 a 
(25,000 ar 


Retail Value 


1950 $12,302,500 


| ZZ $9,562,500 
ULL, ¥ \1,050,000 
WLLL, ¥ \5,825,000 








JANUARY, 1951—ELECTRICAL MERCHANDISING 


see emppaeieh seeamenet i hetero. tt mt 


gs 





-a-Vae 


PUTS THE TANK TYPE CLEANER ON WHEELS 


O reasrous why... 
-A-VAC 


Ld 30 


lJ \ [| IV ITED : ' : @ Eliminates stooping, bending, lifting. 


@ Never necessary before or after cleaning to 
remove cleaner from Roll-a-vac. 


me No more lost attachments—all attachments 
in place at HAND LEVEL. 





Stores in less space than most upright 
cleaners. 


Cleaner and accessories off the floor—keeps 
them new looking longer. 


Upstairs, downstairs in the basement or out 
of doors—cleaning made easy with the stair 
glide feature—no more fear of tripping over 
cord or hose. 


Fits all horizontal tank type cleaners. 


Cleaning time reduced 25% (by actual tests). 





Roll-a-vac is sturdy, lightweight, and color- 
ful with non-mar rubber tires. 


So lightweight, easy to maneuver, even a 
child can operate the cleaner mounted on 
Roll-a-vac. 


20,000,000 POTENTIAL SALES 


CAR-REE-ALL PRODUCTS, INC. 
Sexton Building, Minneapolis, Mi 





@ Please send me complete information on 
Roll-a-vac. My business letterhead is attached. 


1AM A DEALER___DISTRIBUTOR________NO. OF DEALERS. 


NAME 





ADD 
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Tailored for Vealer ofits! 


Raytheontv 


Dependably Built for Dependable Performance 





Deliberately tailored for easier selling, 
easier servicing... that’s the new 1951 
RAYTHEON line! 


Sparkling new models with plenty of 
beauty-appeal . . . a new, bigger, 4-color ad- 
vertising campaign in national magazines 
- +. one complete list price with full mark-up 
for you. 


New bigger, Advertising 
Campaign! 


You'll see them in LIFE... POST ...GOOD 
HOUSEKEEPING ... starting with beautiful 
4-color ads followed by a consistent program 

.. telling the Raytheon story to more than 
40,000,000 consumers—the story that “You 
buy DEPENDABILITY when you buy 
RAYTHEON TV.” 

Month in, month out, through 1951, this 
powerful advertising will be directing TV pros- 
pects to your store. And you'll have smart and 
attractive dealer ad mats, display pieces, mail- 
ing pieces, course...a complete package 
for sales! 
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Back this all up with Raytheon’s insist- 
ence on a top-quality, top-performance prod- 
uct ...and a complete, organized field 
service program...and you'll agree that 
Raytheon’s the line really tailored for dealer 
profits! 


For the full and profitable story, contact 
your Raytheon distributor or write us. DO 
IT NOW! 
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Visit us at the Furniture Market! 


You are cordially invited to drop in and 
see the Raytheon display during the Fur- 
niture Market, January 8 to 19, Hotel 
Stevens, Chicago. Rooms 600, 601, 601A. 
Stevens Hotel—Chicago 
January 8 to 19 





One Complete Frice with 
| Vealer Mark-llp' 


To assure you the full mark-up that you need and 
deserve ... and to simplify a complicated price struc- 
ture that’s awkward and sometimes sales-killing .. . 
the suggested resale prices on all Raytheon TV sets 
will be the “‘total”’ prices, including the cost of excise 
tax and liberal 1-year replacement warranty on parts 
and picture tube. 


Thus you will receive a mark-up on the total cost, 
maintain the regular percentage discount, and elim- 
. t Lad ” 

inate bothersome “‘extras. 


List prices range from $269.95 to $695.00 
Slightly higher west and south. 





THE EVANSTON—Model C-1724—17" rectan- 
gular TV, easy-opening doors, Sheraton console 
cabinet, 22” wide, 39” high, 21” deep. 


coETUr THE CONSTELLATION— Mode! C-2006—big 20” ree 





tangular TV, fine mahogany console cabinet, 26% " wide, 


gr ~ 
* Guaranteed by @ 38” high, 2214” deep. 


Good Housekeeping 


\ 
Soras Aoveanisto TSS 


THE STARLIGHT— Model RC-1720—17” rectan- 
gular TV, fine AM radio, all-speed record player 
in sp fing mahogany cabinet, 23%” wide, 
40” high, 18%" deep. 22 tubes, 2 rectifier 
tubes, | crystal. Keyed Automatic Gain Control 
and Automatic Frequency Control, built-in an- 











THE ROCKET—Model M-1711—17" ree- 


Protection against =| Eee 
Color Obsolescence! 


Every Raytheon TV set comes equipped so that a con- 
nector for a color adapter can be installed for a small fee. IT PAYS TO PUSH « y 
Thus you can assure your prospect that no matter 


what the method of color television is or when he wants TEL SION 
it, Raytheon is ready for it. 
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HE electric housewares industry 

in 1950 gained a substantial leg 

on its $1-billion-a-year goal, 
with a $140-million dollar increase 
over 1949, as shown by the accompany- 
ing table—an overall dollar increase 
f 33.42 percent. 

Records were smashed in unit sales 
and in dollar volume by many appli- 
ances, with steam irons making the 
greatest gains in both units (70.47 
percent) and dollars (91.84 percent). 

As pointed out in former years, the 
$558-million total shown here is a 
conservative figure. It represents the 
barest minimum retail take for electric 
housewares, as only the staple items 
are listed. Not included in this total 
are twenty or more other .items on 
which there is no reliable sales infor- 
mation available. Sales of these sun- 
dry items reported by NEMA mem- 
bers are grouped under two general 
classifications : 

1. Food Preparation and Service 
Housewares, which includes bottle 
buffet servers, 


chafing dishes, corn 


warmers asseroles, 


poppers, egg 
cookers, plate warmers, tea and water 
kettles 


2. Small 


Powered Housewares, 
which includes coffee grinders, coffee 
mills, hair dryers, knife sharpeners, 
vibrators, 


Nassagers 


vaporizers and 


juicer 


In the first classification, Food 
Preparation and Service Housewares, 
NEMA members’ sales, estimated for 
the 12 months of 1950, amount to 
$901,934 at manufacturers’ value. The 
retail value of these items would total 
ipproximately $1,803,868. 

In the second classification, Small 
Powered Housewares, an estimated 
total for the 12 months done by NEMA 
members of $4,166,025 at manufac- 
turers’ value totals approximately $8,- 
322,050 retail value. This adds another 
certain $10-million to the grand total. 
And it must be remembered that a 
large business in these classifications 
is enjoyed each year by manufacturers 
who are not NEMA members, which 
might easily jack the total up to $30- 
or $40-million. 

Another point to consider when 
studying the accompanying table with 
an eye to swelling the totals shown, 
is the fact that fan totals are not in- 
cluded. They are reported under a 
separate market study (see page 176). 
Part of the fan business—desk and 
bracket and hassock type fans, in par- 
ticular—could rightfully be classified 
as electric housewares. This would 
add another $42-million dollars for 
desk and bracket fan sales, and $7- 
million for floor or hassock type fans. 


1950 Significant 


1950 was a significant year for elec- 


Billion dollar business supported by big 


gains in steam irons, introduction of new 


products. Production cutback of 25 per- 
cent estimated for 1951 


tric housewares. In the spring the 
Electric Housewares Section of 
NEMA sponsored the first National 
Electric Housewares Week with na- 
tional advertising, dealer displays and 
promotional packages. Feelings con- 
cerning the concrete results obtained 
are mixed. However, it was the first 
concerted industry effort in years to 
promote electric housewares. It 
brought into sharp focus a keener 
realization of the great profit potentials 
possible in handling these small items. 
And it established in the eyes of dis- 
tributors and dealers a true identity of 
“electric housewares” as a big industry 
within an industry. It marked the 
start of cooperative industry efforts 
that will bear fruit in years to come. 

Said Stanley M. Ford, vice president 
of Chicago Electric Mfg. Co., and past 
chairman of the Electric Housewares 


Section of NEMA during 1950 when 
the “housewares week” was held, 
“This activity was most successful, 
with better than 5,000 dealers tied-in, 
and with total local newspaper public- 
ity and advertising space of better 
than 87,000 lines. Many distributors 
capitalized fully on this activity 
through their own local sponsorship 
and promotion. Many others failed 
to recognize the opportunity and 
privileges made available to them in 
building a greater electric housewares 
industry.” 


Inventory Bugaboo 


1950 was also a year in which dis- 
tributors and dealers, spurred on by 
the Korean situation and fears of im- 
pending shortages, forgot their earlier 
precautions against building inven- 
tories, and swung back to placing large 
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orders in anticipation of fall and holi- 
day buying. The result was adequate 
stocks of all types of electric house- 
wares in the hands of retailers for 
Christmas buying for the first time 
in many years. This renewed interest 
on the part of distributors in building 
inventory stockpiles also resulted in 
practically all products going back on 
allocation at the manufacturers’ level. 


Discount Selling 


In the larger cities discount houses 
obtained altogether too large a per- 
centage of electric housewares busi- 
ness in 1950. In spite of efforts to 
enforce Fair Trade restrictions, in- 
formed opinion has it that at least a 
third of the business done is in dis- 
count houses. This situation was 
brought to a head in 1950, resulting 
in a lawsuit between a leading manu- 
facturer and the largest department 
store in the country in an attempt to 
test the validity of Fair Trade restric- 
tions. While awaiting final court de- 
cisions, several manufacturers, includ- 
ing the one involved in the suit, have 
obtained temporary restraining orders 
prohibiting retailers from selling their 
products at a price lower than the 
Fair Trade price set. 


1951 Outlook 


“So far as anyone can predict what 
is going to happen in 1951, the general 
consensus of opinion on production 
for the year,” says Gordon Ritter, di- 
rector of sales, Electric Housewares 
Div., Arvin Industries, and newly ap- 
pointed chairman of Electric House- 
wares Section of NEMA, “‘is that in the 
first six months of 1951 about 85 per- 
cent of 1950 volume will be done, and 
75 percent of 1950 production will 
represent the entire 1951 production. 
In other words, there will be a reduc- 
tion of about 15 percent for the first 
six months, and of 25 percent for the 
full year of 1951. 

“This prediction is based on any 
one of three possibilities: (1) a short- 
age of material and labor restricting 
production of some items; (2) an over- 
all limitation of manufacturers’ pro- 
duction and sales by government de- 
cree; (3) a possible reduced demand 
for electric housewares because of 
such factors as increased prices, credit 
limitations, increased taxes, reduced 
construction of new units.” 

We may be confronted with less 
attractive products as a result of the 
first possibility. For instance, enamel 
may have to be substituted for chrome, 
wood handles for Bakelite, etc. While 
steel is in great demand for govern- 
ment stockpiling, the electric house- 
wares industry is not a big user of 
this type of steel. But restrictions on 
nickel and copper will have more im- 
mediate effect on electric housewares, 
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especially since copper is vital to ap- 
pliances empleying nickel chrome alloy 
for resistance wire heating elements. 

There may be some direct limita- 
tions of production, a certain percent- 
age of a previous base production 
period. Increased prices may create 
buyers’ resistance, particularly to 
higher priced items. Increased taxa- 
tion and a wage freeze will reduce 
buying power. 

On the bright side is the possibility 
that credit restrictions imposed on the 
higher priced major appliances may 
benefit the electric housewares busi- 
ness by diverting money to house- 
wares that would ordinarily go for 
television and other major appliances. 


TWO YEAR STATISTICAL SUMMARY 


1950 1949 %J Change—1950 vs 1949 


ELECTRIC HOUSEWARES 





Retail 
Value 


$26,070,000 
6,937,500 
7,360,000 
56,025,000 
54,101,250 
12,475,000 
1,115,000 15,364,700 
1,725,000 11,988,750 
1,160,000 9,454,000 
7,745,000 101,188,500 
5,235,000 67,793,250 
595,000 3,867,500 
1,645,000 29,527,750 
1,700,000 67,150,000 
440,000 17,138,000 
2,150,000 50,525,000 
4,525,000 80,142,700 
3,795,000 76,127,700 
730,000 4,015,000 
42,968,250 


Number 
Sold 


440,000 
175,000 
260,000 
6,110,000 


Retail 
Value 


$16,500,000 
6,562,500 
4,667,000 
39,715,000 
39,300,000 
9,602,500 
9,112,500 
6,519,000 
81,639,500 
62,807 
3,440,250 
15,391,750 
51,562,500 
13,125,000 
37,087,500 
73,290,000 
68,827,500 
4,462,500 
30,205,000 


Number 
Sold 


Dollars 
+58.00 
+ §.71 
+57.70 
+41.07 
+37.66 





660,000 
185,000 
295,000 

8,300,000 

2,975,000 
500,000 


Bed Coverings 
Blenders. . 
Broilers... 
Clocks. ... 
Coffee Makers 
Deep Fat Fryers 
Heaters, Space 
Heating Pads... 
Hotplates..... 
lrons—Total. . 
Automatic. . 
Non-Automatic 


+60.01 
+31.56 
+45.02 
+23.95 
+ 7.94 
+12.42 
+91.84 
+30.23 
+30.58 
+36.23 
+ 9.35 
+ 10.61 
—10.03 
+42.26 


Promotions 


Another industrywide promotion of 
electric housewares is scheduled for A tic 
1951. Plans, irecti utomati 

lans, under the direction of Waffle & Sandwic 


R. M. Oliver, promotion chairman of 
the NEMA group, are being laid at the 
time of wri 


hye spite of the fact that more than 
34 million irons were sold in the 
first four vears after World War II, 
ron sales are still going strong, prov- 
ing the old axiom that saturation im- 
proves rather than retards sales. 
Exceeding all informed expectations 
ind i 1950 
sales also 
maintainec position as leader 
among housewares in dollar 
volume, totalling $101,188,500 for all 
classifications. This is second only to 
1947, peak vear for irons which aggre- 
-d a dollar volume of $121,215,000 
Gains are reported in all classifica- 
n irons and steam at- 
tachment greatest gains—680,- 
000 units over 1949. Automatic iron 
sales increased by 385,000 units. About 
two-thirds of the entire automatic iron 
volume was in the lightweight, “34 
Ib. and classification. Non- 
automatic totals, which include travel 
and 1 irons without thermo- 
static controls, increased 100,000 units. 
irons accounted for about 75 
percent of the non-automatic volume. 
In the past few years leading iron 
manufacturers have been engaged in 
making ind motion studies of 
ironing methods in an endeavor to 
take some of the drudgery out of this 
household chore. They have stream- 
lined ironing operations to a point 


dictions of a vear 
7,475,000. 


ago, 
Irons 


their 


under , 


standart 


Travel 


time 
C1ITi¢ 
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h Bakers. 


2,535,000 





Total Dollar Volume... . 


$558,888,650 


$418,888 ,000 


+33.42 





high schools, 


where ironing methods have become 
an art, and ironing fatigue has been 
cut to a minimum. These newly de- 
veloped techniques have been widely 
publicized in the editorial pages of 
women’s magazines and newspapers. 
In addition, several far-seeing iron 
manufacturers have perfected educa- 
tional programs on how to iron for 
colleges, home econom- 
ics teachers, Campfire Girls and 4-H 
groups where teen-age girls and boys, 
themselves prospective customers of 
tomorrow, are taught proper ironing 
methods. These teen-agers also often 
influence their family purchases, and 


stimulate the rate of replacement sales. 
These educational promotions are re- 
flected in consumer buying trends in 
irons today, for the trend is definitely 
toward irons that offer distinct user 
benefits such as positive thermostat 
heat controls, larger soleplates provid- 
ing greater ironing surfaces, and even 
heat distribution in the soleplates. 

A recent survey on iron ownership 
and buying intentions made by House- 
hold Magazine showed that 81.8 per- 
cent of their subscribers now use auto- 
matic irons. The average age of these 
irons was barely over 5 years. And 
while only 8 percent said they owned 
a steam iron at the time of inquiry, 23 
percent said their next iron was going 
to be a steam model. 


Steam Irons 


Public acceptance of steam irons 
continued to increase in 1950. Combin- 
ation steam-and-dry irons of the flash 
boiler type sold in greatest quantities. 
A vapor steam model (Presto) which 
automatically distills and filters tap 
water into steam is another type that 
met with favorable acceptance. Ease 
of emptying has become an important 





TWO YEARS STATISTICAL SUMMARY 


IRONS 
1950 


1949 





AUTOMATIC Units Sold 
Average Retail Price 


Retail 


Value 


NON-AUTOMATIC Units Sold 
Average Retail Price 
Retail Value 


STEAM Irons Sold 
Average Retail Price 
Retail Value 


Total Units Sold 
Average Retail Price 


Retail 


Value 





1951 


factor with the consumer in the selec- 
tion of a combination steam-dry iron. 

Since the last war interest in home 
sewing has been on the increase, and 
in all such sewing projects a steam 
iron is a natural. For this purpose 
alone there is a vast market for steam 
irons. A recent survey made by a man- 
ufacturer into home dressmaking ac- 
tivities throughout the country revealed 
that there are more sewing machines 
of all types in homes than there are 
telephones. 

While an iron that does a good dry 
ironing job is still a necessity in every 
home for such family laundry as cot- 
tons and linens, the additional steam 
ironing feature adds great versatility 
to the iron. Many new uses have been 
found for the steam iron: Dry cleaning 
bills can be cut in half, because many 
pressing jobs formerly sent to the 
cleaner can now ‘be done at home with 
a steam iron; hats, feathers, veils, and 
suede shoes can all be made to stay 
new-looking longer with the aid of 
the steam iron. 


New Designs 


Several new iron designs were in- 
troduced in 1950. Outstanding among 
these was Universal’s Strok-Sav’r, an 
automatic dry iron with a newly 
shaped soleplate designed to cover a 
larger ironing area with each stroke, 
thereby reducing the amount of time 
and energy put into ironing. 

Westinghouse introduced a dry iron 
with a signal light on the handle to 
indicate when iron has reached the 
pre-selected temperature. This same 
iron also has a temperature control 
which the user can adjust to her iron- 
ing speed. Each fabric calibration has 
a fast, medium and slow speed position. 

The Proctor Never-Lift has. been 
improved with a trigger action that 
lifts the iron on a single counter-bal- 

(Continued on next page) 











TIME TO THINK ABOUT 
MEIER Summer Cooling 
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N 0 W. » ee the dlectrically reversible 
MEIER 20” WINDOW FAN 
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As an exhaust fon As an intake fan 


@ Here is the newest addition to the complete line of Meier 
window fans ... the 20” electrically reversible model . . . no 
need to turn cranks or reverse fan. Here is complete summer 
comfort . . . exhaust—to remove stale air; and, intake—to 
quickly flood rooms with cool, refreshing outside air .. . all 
at the flick of a switch. Plus features include exclusive Meier 
“Rubberide” mounting, for added silence, and Nu-Air “Quiet” 
Propellers for efficient, quiet air movement. 
Write today for further information on the complete line 
of Meier window fans for “Summer Cooling” sales. 


MEIER 20” “CADETTE” for quick 
sales in the popular price bracket. 


MEIER “FILT-R-FAN"’— the fan 
that filters as it cools. 





> es 
MEIER ELECTRIC & MACHINE CO.,INC. 
3523 EAST WASHINGTON STREET-INDIANAPOLIS 7, INDIANA 


throughout the world 
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Electric Housewares 
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anced rod. And the G-E steam iron 
has a new porthole in front of the han- 
dle for easier filling. 

On test in a few selected areas in 
the Middle West is a new attachment 
type of steam iron made by one of the 
leading automatic iron manufacturers. 


Promotions 


Competition for the iron dollar was 
keen in 1950. Offers of free ironing 
board covers, ironing kits and free 
trial offers proved successful. G-E 
celebrated the production of its 30- 
millionth iron; and General Mills its 
two-millionth. For use in annual spring 
housewares promotions in department 
stores, many manufacturers made up 
gold plated and jewel-studded replicas 
of their product. Typical of utility pro- 
motions is the Northern State Power 
Co. activity (EM—June ’50) in iron 
and other electric housewares pro- 
motions that have proven successful 
for the past 30 years. 





Free service and inspection offers, 
and a free iron in exchange for the 
oldest iron brought in by a customer 
within a limited period, were also re- 
ported successful. 

A complete ironing package offered 
by one manufacturer consisting of a 
scientifically designed ironing table, 
table cover and pad, cord holder and 
steam iron, enjoyed wide popularity 
during the year. Department store 
shopping counsellors reported this 
package offer as being especially pop- 
ular among bridal gift buyers. 


Prices 


In the last quarter of the year prices 
were increased from 7 to 10 percent. 
This hike in price came too late to 
affect materially the overall average 
price structure for the year. In the 
aggregate automatic and steam iron 
prices remained at approximatély the 
same level as last year, and non-auto- 
matic prices showed a slight decrease. 


Toasters 





TWO YEARS STATISTICAL SUMMARY 


TOASTERS 
1950 





3,795,000 
20.06 . 


AUTOMATIC Units Sold. 
. .Average Retail Price 


Retail Value 


NON-AUTOMATIC Units Sold 
Average Retail Price 
Retail Value 


* “Average Retail Price 
Retail Value.... 


(Jan. ses) 
27,074,500 
11,969,500 


(Jan. 1950) 
. 24,812,000 
12,432,100 





NEW high in toaster dollar volume 
A of $80,142,700 was reached in 
1950. Automatic toasters also chalked 
up a record of 3,795,000 units sold at 
an average retail price of $20.06, or 
total retail value of $76,127,700. In 
other words, automatic pop-up toasters 
accounted for approximately 84 per- 
cent of the total unit sales for the year, 
ind 95 percent of the dollar volume. 
This represents an increase over 1949 
»f 10 percent in units and 10.6 percent 
in dollars 

Non-automatics continued to de- 
line in both units (730,000) and re- 
tail value ($4,015,000). This is a 2.67 
percent loss in unit sales and 10.03 
percent decrease in dollar volume com- 
pared with 1949, 
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Another 1950 all-time high was ac- 
complished in monthly eutput, with 
NEMA members reporting 475,869 for 
August and 506,477 for September. 
Never before, even in the banner year 
of 1948, did monthly sales exceed the 
400,000 unit mark. 


Automatics Gain 


It is interesting to observe that in the 
last five post-war years a total of 
15,135,000 automatic toasters were 
sold. This represents 38.6 percent of 
our 39,044,000 wired homes in the 
country. This compares with the find- 
ings of a study of the market for home 
appliances made by Time Magazine 
in which 39.7 percent of Time sub- 
scriber families said they own auto- 
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matic teasters and had bought them in 
the years from 1949 through the first 
three manths of 1950. These are the 
years in which automatics were in 
greatest supply since the war. Plans 
to buy automatics within the year were 
indicated by another 3.7 percent of 
Time Magazine subscribers. 


Saturation 


It is conservative to estimate that 
about 50 percent of the 1950 volume 
or 2,262,500 toasters 
ments. 
new 


were replace- 
The other 50 percent went to 
owners. This increases toasters 
ownership to 27,074,500, or 69.34 per- 
cent of the 39,044,000 domestic custo- 
mers throughout the country. It has 
always been difficult to determine what 
portion of the total sales for the year 
went for replacements and what por- 
tion went to new owners. For, as in 
former years, a large portion of new 
toaster purchasing in 1950 was the 
result of the natural desire to own 
the very latest in equipment, rather 
than replacing worn-out models. 


Design 


Aside from internal improvements 
there has been little change in toaster 
design in the past year. Mechanisms 
combining advantages of timer and 
thermostat control; an automatic com- 
pensating mechanism for high or low 
line voltage changes; a lever which 
makes it possible to inspect the toast- 
ing process without interfering with 
the toasting cycle; wider range of 
toast color selections; and some new 
hospitality tray combinations comprise 
the important improvements made in 
1950 toasters. Also customer demand 
emphasized high styling. 


It is reported that many vigorous | 
promotions planned to boost 1950 
toaster sales were shelved for the 
simple reason that business was so | 
good they were not needed. One pro- | 
motion, however, which was particu- 
larly effective was a 
toaster deal in which the customer’s 
name was imprinted on the toaster 
handle, This was enthusiastically re- 
ceived in all sections of the country, 
especially among the gift trade. 


Outlets 


Channels of distribution for the most 
part remained the same during 1950. 
However, from California, Texas and 


personalized | 





Nebraska come reports of drugstore 
and large grocery supermarkets doing 
a brisk business in toasters and irons 
particularly, and in mixers, waffle irons 
and ovens as well. Drug stores have 
long been regarded a big factor in 
sales of lower-priced toasters and 
irons retailing for $10 or less. These 
new supermarket operations and de- 
luxe drug stores, however, are carry- 
ing top models of better known brands, 
and are doing a lively business, es- 
pecially in “lay-away” selling. 


Price 


Most automatic toaster manufac- 
turers increased their prices from 10 to | 
15 percent in the last quarter of the 
year. This was necessary from the 
material and labor standpoint. And | 
additional price are inevitable 
if production is decreased by govern- 
ment control, for when production is 
reduced, overhead naturally has to be | 
spread over fewer items with a result- 
ant increase in prices at the retail 
level. 


rises 
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TWO YEARS STATISTICAL SUMMARY 


COFFEE MAKERS 
1950 





Units Sold 
Average Retail Price 
Retail Value 


(Jan. 1951) 
18,657,500 
20,386,500 


Homes Owning 
Homes Without 


(Jan. 1950) 
17,170,000 
20,074,100 





“4 HE coffee maker dollar volume 

fe of $54,101,250 in 1950 exceeded 
all expectations and surpassed the 
previous record year of 1948 by almost 
$11-million. A total of 2,975,000 units 
of all types were sold, divided as fol- 


lows: 


900,000 automatics, percolator 


and vacuum types, at $27.95 retail, 
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lack of reliable information. 


totalling $25,155,000, 2,075,000 non- 
automatics, percolator and_ glass- 
vacuum-with-stove types, at $13.95, 
totalling $28,946,250. 

Further breakdown of the non-auto- 
matic figure is impossible because of | 
But it is | 
(Continued on next page) 
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Covers even the 
CASEMENT WINDOW MARKET 


NEW! NEW! 


RUBBERIDE 


Here's the big news of '51! A portable 16” fan 
to be used as an intake or exhaust window 
fan, a table fan or room circulator. A simple 
single adjustment of the "Meieramatic’ mount- 
ing and the Breeze-About deluxe is ready for 
immediate placement in any window in the 
house—even casement windows. Side panels 
are adjustable. New, attractive beige ham- 
mertone finish and smart styling. 


Also... the BREEZE-ABOUT standard 
The light-weight, 14” 

Breeze-About—a truly 

all-purpose fan—for use 

as window fan and circu- 

lator. Priced right for 

quick sales. 

Ask your jobber or write di- 

rect for complete information 

on these Meier "Summer Cool- 


throoghout the world 


MEIER ELECTRIC & MACHINE co.,INC. 
3523 EAST WASHINGTON STREET- INDIANAPOLIS 7, INDIAN 
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for Manpower 


IN EVERY 


CLARK 


MACHINE 
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safe to assume roughly that the volume 
was divided evenly between percolator 
and glass vacuum coffee makers. 


Automatic Coffee Brewers 
Since 1947, when automatic coffee 
brewers were first sold in any large 
quantity, they have slowly increased 
each year in popularity until now 
there are 2,500,000 in use. This repre- 
sents only a small percent (6.4 per- 
cent) of the total 39,044,000 wired 
homes in the country, but it does show 
a consumer trend toward automatics. 

\utomatic coffee makers are high 
ticket specialty items that need spe- 
cialty selling methods. All over the 


| country people are keenly interested 


STEADILY RISING 
COSTS—growing user 
demands—imminent labor 
shortages! These very real conditions 
need not pose frightening problems to 
alert and able management. 
Given proper machines, manpower can 
deliver a great deal. more power—and enjoy 
doing it; more power that translates into 
greater production at lower cost. 
Now that CLARK has added Powered Hand 
Trucks to its Leadership Line of Fork Lift 
Trucks and Industrial Towing Tractors, it is 
better fitted than ever before to help 
Management meet the challenges of a most 
critical era. For it is in the field of Materials 
Handling that the greatest opportunities for 
savings, for increased production, for improved 
efficiency and for the betterment of 
employee relations are to be found. 
In every piece of CLARK materials- 
handling equipment, there is MORE 
POWER FOR MANPOWER. 
And it is yours to employ 
yours to enjoy. 
CLARK will 
exhibit at the 
Plant Maintenance 
Show, Cleveland, Ohio, 


January 15-18, 1951. 
ELECTRIC ano GAS POWERED 


CLARK Fork TRUCKS 


AND POWERED HAND TRUCKS - INDUSTRIAL TOWING TRACTORS 


Let us send you 
© concise, easy- 
to-read catalog a 
on CLARK'S 
Leadership Line. 
Just fill out 
\ ond mail the 


< 


Please send Condensed Catalog 
Firm Nome___ 

Street 

City 


in learning how to prepare their favor- 
ite beverage. The 1950 promotions put 
on by the National Coffee Assn. dem- 


| onstrating how to make a good cup of 


coffee drew capacity audiences, with 


| men outnumbering women in many in- 
| stances, all eager to learn foolproof 


coffee making procedure. This indi- 


cates a need for real educational activ- 


ity in electric coffee brewing, because 


| the automatic coffee maker, with tim- 


ing and measuring guesswork elimi- 
nated, is the simplest, most logical an- 
swer to uniformly good coffee results 
every time. 

Glass Coffee Makers 


As pointed out in our January, 1949, 


| market study, the glass vacuum coffee 


maker is still a favorite. It represents 
one of the three standard coffee mak- 
ng methods endorsed by the National 


Coffee Association, based on research 
into coffee making methods made at 


Stevens Institute. While hundreds of 
thousands of these glass units are sold 
each year for top-of-stove use, ELEc- 
TRICAL MERCHANDISING is interested 
mainly in those units sold complete- 
with-electric-stove. It has been difficult 

accurately estimate the number of 
such units that have been sold in post- 
because the glass section 
yught tax-free, separately for 
ind under at retail. Once an electric 
tove is included in the purchase, how- 
ver, an excise tax is slapped on the 
cottee 


years, 
1 be be 


Car 


ntire maker ensemble, glass as 
well as stove. Smart buyers, naturally, 
have been sidestepping this excise levy 
he glass parts by making two sepa- 
As a result, records 

een difficult to maintain. 


purchases. 


have | 


Distribution Problems 


Early in 1950 retailers and distribu- 
tors of all types of coffee makers spent 
i great deal of time watching the in- 
ventory side of their books. Cutbacks 
it these distributing levels were so 
sharp that consumers who were ready 
ind able to buy products found them- 
selves in many cases going into appli- 
ance stores and not being able to get 
he goods they asked for. A great deal 
f consumer sales were lost in these 
early months because of the extreme 
hortage of goods on counters. 

[he Korean situation effected a 

ing to more normal conditions. The 

ire of being left with large inven- 
ries has been replaced by shortage 
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scares, and so the pendulum swings 
back. The same retailers and distribu- 
tors who were inventory-shy in early 
1950 are conscious now only of a great 
need for building up adequate supplies 
of mechandise on hand to sell the con- 
sumer, with the result that most manu- 
facturers are on allocation. 


Promotions 


In 1950 there were some outstanding 
promotions carried on by leading auto- 
matic coffee manufacturers: Univer- 
sal’s $l-million advertising campaign 
in national magazines; Cory’s TV 
demonstration activities; and Sun- 
beam’s demonstrations at point of sale, 
to list a few. Many other promotion 
plans scheduled for 1950 had to be side- 
tracked in the last half of the year, 
however, because of the tremendous 
pressure put on manufacturers to get 
goods to the retail trade for fall and 
holiday selling. 


New Designs 


Two manufacturers added automatic 
coffee brewers to their lines in 1950. 
One is a percolator type automatic. 
The other is a drip coffee maker dif- 
ferent in design from any others now 
on the market. There is a separate ele- 
ment in each section—top and bottom. 
Cold water is placed in the upper bow! 
and held there until the upper element 
has heated the water to temperature 
suitable for perfect coffee making. A 
valve opens at this point and the heated 
water passes through a removable 
basket into the lower bowl 
There the coffee is automatically held 
it serving temperature for an indefinite 
period. 


coffee 


Prices 

While the for 
automatic coffee makers is estimated at 
$27.95, individual brand prices range 
from $9.95 to $34.95. Glass 
maker-with-the-stove models run from 
$8.95 to $11.95 for single burner mod- 
Non-automatic percolators 
have a wide spread, from $6.95 t 
$18.95, and urn sets go all the way 
up to $49. Increases in prices were ri 
ported in leading brands in 
quarter, and further increases 
expected as materials costs ris« 


iverage retail price 


cc ffee- 


els. also 


Outlook for 1951 


Over and above the materials short- 
ige and government controls problems 
expected in 1951, the consensus of 
opinion in the coffee maker industry is 
that manufacturers generally will have 
an easier time in 1951 for two reasons: 
(1) They will be playing to a market 
of people who are working at probably 
the highest overall national earning 
picture in the history of the country 
This will also be reflected at the retail 
level. And (2) because of the favorable 
change of attitude among distributors 
and dealers concerning inventories, 
they will be selling their goods to a 
group who, for the first time since 
1949 cutbacks, have faith in the fact 
that they might be able to move 
products. 

(Continued on page 190) 
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Saal & 
gran? 


j . BRAND » 
when You Sell Other Electric p 


But When 
You Sell fi, 
the eur 


You Sell Exclusive Features Like These ! 
NEW | NuMaaic Ups-A-Daisy | 


ange 


Greatest cooking development in years! Down: One easy turn of the Magic Dial and UP she A giant fourth surface cooking unit ayo 
a big, 6-quart deepwell cooker................ comes, to become... . ; ~— phony it all—up or down—hot or 


* 5-Way Automatic Cooking 

* 7-Speed Pushbutton Control, Out of Steaming Zone 
* ConSealed Oven Heating Units 

* Stainless Steel Oven Floor 


Excitement! Dramatics! Motion! Introduce such factors 
into your range demonstration and the sale is closed! That's 
why the New 1951 Gibson Models G and H are taking the 
country by storm. No other ranges in all the world can 
match their thrilling NuMagic Ups-A-Daisy, the only 
double-action remote-control feature ever built into any range, 
any time, anywhere. Another in the long line of Gibson 
“firsts”! Another reason why profit-wise merchants are 
clamoring for the Gibson line. GIBSON REFRIGERATOR 
COMPANY, GREENVILLE, MICHIGAN. 


there is a better Gibson model for every customer! 
——_ — $te0) 
j= e aaa 


ly Model G Model E Model D Model C Model A-4 
See us at Space 5378 % FOR THE FACTS ON GIBSON RANGES, FREEZERS AND REFRIGERATORS 
American Furniture Mart fang, il SEE YOUR GIBSON DISTRIBUTOR OR WRITE GIBSON DIRECT... TODAY! 
Jervery 8-19 Ff 50777 (ame! 6 000,000 HOME APPLIANCES PROVED IN USE THROUGHOUT THE WORLD SINCE 1877 
Copyright 1951, Gibson Refrigerator Co, 
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aD Supreme UNITS 


for everything a good cook expects 


EDWIN Ll. WIEGAND COMPANY - 








HERE ARE SOME REASONS WHY: 


COMPLETE UNITS COME 

READY TO INSTALL 

Make installation faster, easier, more profitably with 
Chromalox Units. There’s no assembling of parts! A 
screwdriver and pliers are your only tools. 


SMALL ASSORTMENT OF ADAPTOR 
RINGS FITS ALL ELECTRIC RANGES 
Only Chromalox gives a selection of units and adaptor 
rings that permits proper fit of all range openings. For 
example 

Adaptor RFGSR fits most openings 6%" to 72" 

Adaptor RFOR fits most openings 8%"' to 9'2 
All of which means—a small stock of Chromalox Adaptor 
Rings will service most ranges in your community 


ADJUSTABLE HOLD-DOWN CLIPS FOR 
PERFECT FIT ON ANY RANGE OPENING 
Easily adjusted clips on Chromalox Adaptors permit 


perfect, rattle-free fit. Servicing is simplified —cus- 
tomers better satisfied. 


ALL PARTS SEPARATELY REPLACEABLE 
No need for a completely new unit if you use Chromalox. 
Just replace the worn part right on the spot... and you 
Awe a first class unit that’s good as new! Customers 
appreciate Chromalox economy. 


Get the Full Story Today— 


Write for Bulletin RU-149 which shows 
you how to meke more money serv- 
icing renges the Chromelox way. 


Rc-48 


Want Extra Profits? 


CHIROMALONX 


HOT-WATER 


REPLACEMENT — 
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TWO YEARS STATISTICAL SUMMARY 


WAFFLE IRONS — SANDWICH GRILLS 
1950 


1949 





Average Retail Price 
Retail! Value 





ALES of all types of waffle irons 
and sandwich grills, singly and 
as combination waffle-grills, 
totalled 2,535,000 units in 1950. This 
is an increase of 29.3 percent over 
1949. An even greater increase was 
made in dollar volume of $42,968,250, 
which is 42.3 percent ahead of 1949. 
combination units—waffle bakers 
with interchangeable grills, and sand- 
wich grills with interchangeable waffle 
grids—account for more than three- 
quarters of the 1950 retail volume. 
Single unit waffle irons have shown a 
steady decline since August, 1948, in 
unit sales and retail value. The break- 
lown is approximately as follows: 


Waffle Irons Onl 
Ret. 
Price 
$14.55 
16.00 


Total 
$ 9,968,650 
13,760,000 


Units 
685,000 
860,000 


1950 
1949 
Waffle and Sandwich Grills 


1,850,000 $17.84 $32,999,600 
1,100,000 14.95 16,445,000 


1950 
1949 


The trend toward higher priced, 
larger-sized square waffle bakers that 
make four full size waffles at a time 
became more deeply entrenched in 
1950. And the dual-purpose combina- 
tion waffler-grills sold in greater num- 
bers. 

All these models are high-style mer- 
chandise, particularly suitable for the 
type of entertaining that is becoming 
more and more popular in the home 
with the advent of television. And 
they make excellent year ‘round gift 
merchandise for all occasions 

In considering the large gift market 
all electric housewares, 
the industry has been remiss in allow- 
ing department stores and other gift 
shops to permit non-electric trinkets 
and gadgets to crowd electric house- 
wares out of the prominent place they 
should have in the gift picture. Too 
often electric housewares are found 
shoved into the background or pushed 
into another department only loosely 
associated in a shopper’s mind with 
such gift occasions as weddings, an- 

(Continued on page 192) 


there is for 





7525 THOMAS BLVD., PITTSBURGH &, PA. 





“WE LET HIM DO ANYTHING HE WANTS WITH HIS SPENDING MONEY.” 
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even Simple Steps to Clock Radio Sales 


Use them to increase your share of this huge potential 
-.. non-competitive with TV 








Step #1: 
Show Clock Radios To Every Customer 


It will pay you to try to sell a clock radio to 
every customer. There’s money in it for you. 
Whatever your customer has come in for, it’s 
good business to persuade him or her to look 
at your clock radio section. Then, open up 
with: “‘Here’s the greatest radio value we have 
ever offered. It’s a beautiful radio, an accurate 
musical alarm clock and a dependable appli- 
ance timer*...all for the price of a good radio,” 


Step #2: 
Tell 'Em What It Does In The Bedroom 


Your sales talk might go something like 
this: “Jn your bedroom, this clock radio takes 
the curse out of the morning wake-up call with 
pleasant music ...and, if you want, an in- 
sistent signal ten minutes later. At night, it 
chases sleep-robbing worries away with the 
soothing power of beautiful music... and 
turns itself off when you've gone to sleep. It also 
turns lamps and heating pads off and on at pre- 
set times.* In addition it’s a great space saver 
on your night table,” 


Tell 'Em What It Does In The Kitchen 


Here’s one way to get this sales story across: 
“In your kitchen, you just plug your percolator 
into this clock radio, and it brews your breakfast 
coffee while you steal an extra forty winks. It 
also turns other appliances on and off at the 
right time.’’* 
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Step #4: 
Tell "Em What It Does In The Living Room 


This phase of your sales story follows this 
tack: “In your living room, this clock radio 
interrupts a card game or gab fest to make sure 
you don’t miss news, scores or hit programs.” 

Then, sum up by saying: “Name me one 
member of your family who wouldn’t enjoy a 
clock radio like this,” 





Ab 
Step #5: 
Show "Em How It Works 


First, turn on the radio and comment on 
its wonderful tone and other features as you 
would in selling any ordinary radio. 

Then, set the various knobs to show how it 
turns itself off and on, how the signal alarm 
sounds, how the appliance timing feature 
works. Plug in a lamp for this purpose. * 








Sell "Em On The Clock’s Accuracy 


It’s always a good idea to 
combine the sales appeal of two 
famous manufacturers, the 
maker of the clock radio you’re 
pushing and Telechron Inc., 
leader in accurate electric time. 
Your story can follow this pat- 
tern: “This clock-timer is made 
to the same high standards of ac- 
curacy as nationally advertised 
Telechron electric clocks, the 
clocks that can’t run wrong. They 
can’t run wrong because their 
motors are synchronized with 
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master clocks in power stations. Most of the 
master clocks are also made by Telechron... 
double assurance that your clock radio can’t 
run wrong.” 


Now, Turn On The Gift Appeal 


You'll find it worth your while to try to 
clinch a personal-use sale by doubling back 
on your sales approach in Step #1. Whether 
you make the sale or not, why not swing into 
a gift approach like this: “This clock radio is 
one of our fastest selling gift items. You can 
understand why. Any man, woman or child 
on your gift list would be delighted to receive it. 
No other gift is so useful . . . in 80 many rooms 
of the house. It will be a lasting reminder of 
your thoughtfulness. And it’s so economical: a 
beautiful radio, an accurate musical alarm 
clock, a dependable appliance timer* .. . all for 
the price of a good radio alone.” 

This tested sales strategy comes to you through the courtesy of 


Telechron inc., 220 Union Street, Ashland, Massachusetts. A 
General Electric Affiliate. 





THIS SALES STRATEGY 
APPLIES TO CLOCK RADIOS 
MADE BY: 


ADMIRAL + CAPEHART 
CROSLEY + EMERSON 
JEWEL 
MITCHELL + MOTOROLA 
PHILCO 
SYLVANIA + ZENITH 
AND OTHERS NOT LISTED HERE 


* Many of the above makes have Appliance Timers. 
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the Freezer 
hat gives you 


4-WAY 
SAVINGS 


12 cu. ft. 
Upright Model 


18 cu. ft. 
Upright Model 


- : 30 cu. ft. 
Upright Model 


ee aa 
12 cu. ff. 
Chest Model ft 


18 cu. ft. 
Chest Model 








NAME 


ADDRESS 


Rush data on HARDER-Freez Home Freezers. 


HARDER-Freez is the buy... 
the outstanding value... the 
one freezer that gives you big 
savings four ways! 


SAVINGS right at the start 
with amazing low price— 
SAVINGS on upkeep expense, 
with foolproof, economical 
operation—SAVINGS from 
quantity and seasonal food 
purchases and elimination of 
spoilage—SAVINGS of time 
and work in many ways! 


Exclusive Center Plate Coil 
and 14 other major features, 
too! No wonder owners are 
happy with HARDER-Freez. 
Write today for information! 


TYLER FIXTURE CORPORATION 
Dept. EM-2 , Niles, Michigan 





| ing replacement 
| improved, more efficient shavers intro- 
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niversaries, birthdays, Mother’s Day. 
A new square waffle baker, hand- 


; ‘ : 
some in exterior design, and of ample 
| size to serve four persons at one bak- 


ing was brought out by one manufac- 
turer in 1950. Another manufacturer 
added an oven housing to his combina- 
tion unit as an accessory. This oven 
accessory answers a need for a quick, 


+ handy, and efficient oven where the 
| semi-prepared foods can be baked with- 


out having to start up the kitchen 
range. It also provides an auxiliary 
375 deg. oven where pies, cakes, bis- 
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cuits can be baked while the kitchen 
range is being used for bulkier foods. 

One waffle baker promotion that 
attracted attention in 1950 and re- 
sulted in a continued surge in sales 
was a free party package offered with 
each waffle baker sold. Designed to 
prove to the dealer and the public that 
the waffle baker combination was an 
over-all cooking device, the party 
package included packages of nation- 
ally famous foods such as Kraft’s 
cheese, Prem, pancake and waffle mix 
and syrup. 


Shavers 





TWO YFARS STATISTICAL SUMMARY 


SHAVERS 
1950 


1949 





Units Sold 


1,725,000 
1 


Average Retail Price $21.50 


Retail Value 


(Jan. 1951) 
11,187,500 
27,856,500 


Homes Owning 
Homes Without 


$37,087,500 


(Jan. 1950) 
10,112,500 
27,131,600 





NOTHER 2,150,000 shavers were 
Aw in 1950. This is a 23 per- 
cent increase over 1949 in unit 
sales, but falls short by 350,000 units 
of the shaver boom year of 1947, when 
24-million shavers were sold. 
3ecause of an increase in average 
price to $23.50 in 1950, shaver dollar 
volume soared to a new record of $50,- 
525,000, which is 36 percent greater 
than 1949 dollar volume, and exceeds 


| the 1947 record year in dollars by 15 


percent. 
1950 a Normal Year 


Business in the shaver industry 
during 1950 was maintained on an 
even keel. Production was good. Re- 
tail sales were good. Inventories were 
low. And promotions were effective. 
In other words, 1950 followed a steady 
pattern of normal growth in the in- 
dustry, with little activity reported that 
could be traced to shortage scare buy- 
ing at any level. 


Saturation and the Market 


The market for electric shavers con- 
tinues to increase each year. In addi- 


| tion to the 14-million young men who 


reach shaving age each year, repre- 
senting new business, there’s a grow- 
market for the 


duced in postwar years. Shavers are 


| enjoying a constantly increasing pub- 
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and the number of 
wired homes in the country is not an 
adequate yardstick for estimating the 
market. Because a shaver is a per- 
sonal item, like a toothbrush or 
powder-puff, one shaver to a home 
is not enough. Each man in the house 
prefers to own his own. In homes 
where there is more than one man of 
shaving age, the electric shaver has 
done much to cement better family 
relations by solving the problem of 
bathroom traffic in the morning. An 
electric shaver requires no water. It 
can be used equally well in a bedroom 
or dressing room as in a bathroom. 
And, it is much cheaper to buy a 
shaver for each man in the family than 
to install an extra bathroom. 


lic acceptance, 


Promotions 


Good advertising in national maga- 
zines and Sunday supplements and 
good promotions were the keynote of 
1950 shaver business. One promotion 
in particular that met with enthusiasm 
at the dealer and the consumer level 
was a “Shaver Week” premotion in 
25 key cities, which featured a trade- 
in offer of $7.50 on old shavers of all 
makes. A shaver clinic was held at 
the same time, where old shavers were 
cleaned, oiled and adjusted free of 
charge, and a 14-day trial purchase 
plan was included in the offer. 

(Continued on page 196) 
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HIGH VELOCITY CIRCULATOR 
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Make 51 
a Mimar 
Vear- 
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today! 


HERE ARE THREE MORE REMARKABLE MIMAR PERFORMERS 


MIMARVEL HAIR DRYER 
(BFH-25) 


Sensational seller. This three-heat 
hair dryer is the most glamorous and 
unique dryer on the market. It has a 
dozen uses. While MIMARVEL is 
primarily a hair dryer, it is also a 
heater for bathroom, nursery or chilly 
corner, a fan for cooling comfort, a 
ventilator for that “smokey” room 
and a towel for breeze-drying hands. 
Quick-dries lingerie, nail enamel, too. 
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STARFLECTOR TWIN AIR 
CIRCULATOR (MP-300) 


Heater and fan combined... 
features the exclusive MIMAR 
**Starflector’’ which assures 
maximum heating efficiency. A 
flick of the switch to “Cooling” 
converts the heater into a fan 
which sends forth volumes of 
cool, refreshing breezes. Sells 
winter and summer for lively 
turnover. 


12” OSCILLATING FAN 
(RHO-412-13) 


Dependable mechanical con- 
struction, outstanding per- 
formance and beauty mark this 
unusual fan as a leader in the 
medium price field. It is com- 
pletely adjustable, head tilts up 
or down, can be set for station- 
ary operation or side-to-side 
oscillation. Base is designed to 
permit wall mounting. 
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INTRODUCING 7 new models 


Maintaining Westinghouse Reputation 


for dependability and extra in addition to the greatest demand line 
performance . . . Full-service backing . . . in Westinghouse history to peg every 
Continued fair profits. popular TV bracket. 


639T17, the Fenway 
...17" table TV in blonde 
“frosted” oak. 


642K20, the Stratton 
...20" screen—mahogany 
finish console with full doors. 





635T17, the Dorset 
...17" table television in 
mahogany color plastic. 


640T17, the Andover 643K 16, the Carlton 
... 17" screen in mahogany .+-165 square inch, 16" tube 
cabinet. pictures, Mahogany finish. 


641K17, the Brentwood 
---17" screen in mahogany- 
finish console. 
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| Single DENA Tuning sa lis 


...17" pictures in modern 
“frosted” oak console. 


638K20, the Copleigh 
... 20" mahogany 
console. 


646K17, the Shelton 
..-17" screen in mahogany 
finish console. 


628K 16, the Hampden 
-..16" pictures in a console 
finished in mahogany. 





633C17, the Manorcrest 
...Sharp 17" pictures, 3-speed 
phonograph, AM-FM radio in 
mahogany finish. 
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J SALES & PROFIT 


ENTIRELY DIFFERENT 


é2akts portable! 


a 
Fan can be set in frame 
this wey to use as an 


EXHAUST FAN 
— wee 


4 
t 


Nim iw 
OS ao? 


Fan can be turned around 
in frame and used os an 


INTAKE FAN 


‘ Ly 


» : 
as 2 4) 


Fan can be lifted from 
frame and used as an 


Frame can be left in window 





y + 


AIR CIRCULATOR 


and fan replaced instantly. 


BUILDER! 





NO OTHER 
WINDOW FAN CAN 
MATCH IT IN VALUE 

AND FEATURES! 


Use It Anywhere! An Exhaust Fan 
— An Intake Fan — An Air Circulator! 


Wind Tunnel Action! More efficient 
cooling faster, with less current! 


Grills On Both Sides! Double 
safety! Multiple venturi design in- 
creases and controls air velocity! 


Super Silent! Most quiet and vibra- 
tion-free direct drive fan made! 


Quality Throughout! All steel con- 
struction—resilient-mounted motor and 
fan—Torrington blades—beautiful 
Hamerloid finish—many other sales- 
making features! 


No Uastallation! 


The Port-About 
4 is installed in a 
moment with a 
turn of the exclu- 
sive Atlas-Aire 
Extender Handle. 
No screws, 
hooks, nails or 
tools! 








3 MODELS 
TR-10 10° For windows 25” 
TR-12 12” For windows 26” 
TR-16 16° For windows 27” 


to 36” 
to 37° 
te 37” 





See Them! 
NATIONAL 
HOUSEWARES EXHIBIT 
BOOTH 514 


CHICAGO JAN. 18-25 





co. tems smussouRn 
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New Designs 


shaver ex- 
design was introduced in 1950 
by one manufacturer who introduced 
a shaver designed to fit the fingers. 


\ radical departure in 
terior 


|-It is light in weight and has dimpled 


indentations on its plastic surface to 
provide a non-slip grip. A new shear- 


| ing head has high speed with a longer 
| cutter thrust for quicker, easier shav- 


| 
| 


Included with the shaver is a 


ing. 


| case that holds the shaver and cord. 


The whole thing is small enough to 


f 


\ Space 
Heaters / (? My 


Zon 
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fit in an average medicine cabinet or 
on a washstand. 


1951 Outlook 


If government restrictions on cop- 
per, plastic, zinc and steel are not too 
drastic, the shaver business will be 
just as good in 1951 as it was in 1950, 
according to informed sources. If re- 
strictions continue as in the last months 
of 1950, every shaver that can be 
made will be sold, as the market in- 
creases yearly. 


ee 


A 


— j 
+ ae : Fg 





TWO YEARS STATISTICAL SUMMARY 


HEATERS, ELECTRIC SPACE 
1950 


1949 





Average Retail Price 
Retail Value 


315, 364, 700 . 


(Jan. 1951) 
8,575,000 
30,469,000 .. 


eens 


-Homes Without........ 


835, eo 
yh 50 


(Jan. 1950) 
. - 8,067,500 
29,176,600 





total of 1,115,000 portable elec- 
tric heaters of all types 
were sold in 1950, valued ap- 
proximately at $15,364,085 retail. Com- 
pared with 1949, heater sales are 33.5 


Space 


| percent ahead in units, and 60 percent 


in dollar volume. Included in these 
figures are the fan-type electric heater, 
the convector and radiant types, and 
portable steam radiator models. By 
type of heater, the sales were divided 
ibout as follows: 


Aver. Ret. % 
Units Pr. Val. Units 


Fan-types. 655,700 $14.50 $9,507,650 58.8 
Convector & 
Radiant 

Steam 


Radiators 100,000 30.00 3,000,000 
1,115,000 


359,300 7.50 2,856,435 32.2 


9.0 
13.78 15,364,085 100.0 





As indicated above, the trend toward 
fan-type heaters continues to grow. 
One manufacturer reporting heater 
sales for 1950 said he sold 10 fan-type 
heaters to every one radiant model 
during the year. 

Inability to build 
because of materials shortages during 
May, June and July, resulted in a 
heavy backlog of orders during the en- 
tire fall season, and in the last two 
months of the year when heavy buying 
was reported at the retail level, several 
opinion that 
sales through failure to 


warehouse stock 


retailers expressed the 
they had lost 
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have in stock the type heaters at the 
price range sought by customers. 


Saturation and Replacements 


There’s a growing replacement mar- 
ket for heaters. They have been on the 
market for the past 20 years, therefore 
it is reasonable to assume about 50 per- 
cent of all heaters sold in 1950 went 
toward replacing old, broken down 
units. The balance were new pur- 
chases. This brings the total homes 
owning space heaters up to 8,575,000 
or 22 percent of the 39,044,000 wired 
homes in the country. 


The Market 


Estimating heater saturation by the 
number of homes owning a_ space 
heater does not present an accurate 
picture of the number of space heaters 
in use, nor does it present an accu- 
rate picture of the number of space 
heaters that can be sold to the total 
wired» homes in the country. Many 
homes own more than one space heater 
in good working condition, and many 
more homes can be sold more than one 
heater. As weather conditions change 
throughout the country there has been 
an increasing need for auxiliary heat- 
ing equipment during the spring and 
fall months, when it is not cold enough 
to turn on the central heating system, 
but is uncomfortable without some 
means of heating nurseries, bathrooms, 

(Continued on page 198) 
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Build a more profitable 
sewing machine 


department.... (a2, ... with 


the one machine 
that does everything, 
has everything, 

sells everyone! 








@ Here's one machine that sells itself on sight— because 
any customer can see its advantages at a glance! Never 
before has such convenience been offered to the home- 
maker. She can select any stitch — plain or fancy — as 
simply as dialing a station on her radio, with the exclusive 
Pfaff DIAL-A-STITCH. 

More than that, she has a wider variety of stitches to 
choose from — because the Pfaff will do anything that any 
other machine on the market can do—without extra at- 
tachments— plus a lot that no others can. Performance is 
guaranteed — parts and service are always available. 

For the dealer, each Pfaff is a high-profit, high realiza- 
tion sale. Nationally advertised, it carries the prestige of 
a world-famous name. The Pfaff is now being sold in lead- 
ing stores— backed with a complete promotion campaign. 
Today, your customers are demanding the best and most 
modern sewing machines available. It’s smart merchan- 
dising to stock and sell Pfaff! 


@ Nationally Advertised! 


@ All leads secured from advertising turned 

directly over to dealers! a ’ A A complete selection 
; of finely made period 
and modern cabinets 
and portables, for ad- 
ditional profit! 


@ A complete promotion program to help you sell! 
For complete information on franchise write or call: 


PFAFF SEWING MACHINE CORP. 
Dept. D-9, 39 CORTLANDT ST., NEW YORK 7, N. Y. 
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MODERNIZES 
ANY 


REFRIGERATOR 


a 


WITH SKIP-DEFROST AND 
1-to-10 HOUR ADJUSTABLE 
DEFROSTING CYCLE 


JUST 
PLUG 
IT IN 


POWERED 


Tacha + 





OUTSIDE SALESMEN CAN = 
PAY THEIR OWN WAY Sach Day 


Your problem of making your outside salesmen pay their own way 
each day is solved by DE-FROST AUTOMATIC. Dealers use it as a 
door opener and find that their men sell 6 out of 10 prospects. Other 
dealers use DE-FROST AUTOMATIC as a premium on all major 
appliance sales and for closing sales on refrigerators not equipped 
with automatic defrosters. Displayed and advertised, it creates 
traffic and increases over the counter sales—and we can prove it. 


WOMEN ARE PRE-CONDITIONED FOR SALE 


.. they hate messy hand defrosting! Convince them (and you can guar- 
antee it) that DE-FROST AUTOMATIC eliminates defrosting nuisance 
(there are thousands of satisfied users to prove it)—show them why 
“foods keep fresher longer” when refrigerator is defrosted nightly (as 
confirmed by leading refrigerator manufacturers)—tell them the low 
price—and most of them BUY. 


Sates “Jools Te Hels Sates! 


You get proven sales 
plons and helps when 
you sell the original de- 
frosting unit. 


INVOICE 


NEWSPAPER STUFFERS ae 
ATS PASS-OUTS 


"AUTOMATIC CONTROLS CORPORATION 


WOLVERINE B N ¢ ANN AR MICHIGAN 
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bedrooms and other rooms where the 
family congregates. 

Anyone who thinks the portable 
space heater business is on the decline 
because of the rise in central heating 
installations in recent years will be 
interested in the sales record piled up 
in the last five postwar years, which 
reveals a total of 7,100,000 portable 
space heaters were sold. This is 840,- 
739 units more than were sold in the 
entire 20 years preceding the war— 
1926 through 1945—which added up to 
6,259,261 units. 


Prices 


While the average retail price of 
heaters ran $2. higher than 1949, a 
considerable percentage of the sales 
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was in the $16.95 to $21.95 classifica- 
tion. Portable steam radiators run 
from $29.95 to $59.95 in price, accord- 
ing to the number of sections included 
in a unit. A large percentage of 
radiant heater business was done in the 
$7.95 and $9.95 models. 


There were no startling changes in 
heater design in 1950. However the 
swing-over to fan-type heater models 
was noticeable in the products an- 
nounced during the year. One of these 
fan-type heaters features a temperature 
control disc in the base that makes it 
possible for the user to control the 
range of temperature in a room to the 
degree of heat desired. 


we Ls 


>» Broilers 





TWO YEARS STATISTICAL SUMMARY 


BROILERS 
1950 


1949 





295,000 
$24.95 .. 
$7,360,000 


Units Sold 
Average Retail Price 
Retail Value 





HE broiler business took a new 
lease on life in 1950. A total of 
295,000 units were sold for the 
year. This is a 13.5 percent gain over 
1949 in units. The retail value soared 
to even greater heights, totalling 
$7,360,000 or 57.7 percent over 1949. 
Largely responsible for all this re- 
newed activity in the broiler business 
is the fact that many manufacturers 
brought out new oven-type “infra red” 
broilers early in 1950, which immedi- 
ately captured the buyers’ fancy. Ac- 
cording to informed observers, oven- 
type broilers were selling at retail 
levels at the end of the year in the 
Metropolitan New York area at a ratio 
of 4-to-1 in favor of the oven-type over 
the table-type models. They were sec- 
ond in popularity only to deep-fat 
fryers. 
Average Price 
The average retail price of oven- 
type broilers runs from $27.50 to $30. 
This accounts for the increase in the 
overall average retail price for the 
year, and also explains the large in- 
crease in dollar volume. 
Oven-Broiler Advantages 


This newest development in broil- 
ers has several advantages over table 
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broilers. The open-front provides 
easier accessibility to the food. It gives 
greater ventilation, and air circula- 
tion is important for successful broil- 
ing. The wattages are higher, and many 
models have four-position racks which 
adds to the versatility of the appli- 
ance, Meats can be seared on the top 
rack; thicker cuts can be broiled on 
the second position; sandwiches can 
be grilled on the third position; and 
rolls, biscuits or cakes can be heated 
on the bottom. 

The porcelain refractory heating 
units give compact, even heat distri- 
bution, and are easy to clean. Most 
broilers are designed with flat tops 
where the griddle can be placed when 
getting ready to serve. 


The Market 


As one oven-broiler enthusiast puts 
it, there is a large replacement market 
for oven-broilers. Owners of table 
broilers are numbered among the most 
enthusiastic users of the new models. 
Advertising at national and local lev- 
els plus demonstrations in department 
stores and specialty stores and satisfied 
users were the best promotional activi- 
ties in broilers during the year. 

(Continued on page 204) 
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BLACKSTONE 


BUILDS B 


























BLACKSTONE 


























BLACKSTONE 


PRODUCT 
panmmeete a's OLDEST WASHER MANUFACTURER 














SEE THE 1951 BLACKSTONE EXHIBIT — SPACE 544A 
AMERICAN FURNITURE MART, CHICAGO WINTER MARKET 
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Something basically important 
and television sales 


MORE THAN 10,000 PARTICIPATIONS IN 1950 FROM 850 

DEALERS COOPERATING WITH 24 LEADING MANUFACTURERS 
PRODUCED THE GREATEST PROMOTIONAL IMPACT IN THE HISTORY 
OF APPLIANCE, RADIO AND TELEVISION MERCHANDISING! 








Admiral TV and appliances Florence ranges Motorola radio and TV Servel appliances 


General Electric radio, 
TV and appliances 


Hallicrafters TV 
Hamilton dryers 


Bendix appliances Norelco TV Stromberg-Carlson TV 


Capehart TV Olympic TV Sylvania TV 


Thor washers 
Chambers ranges Philco TV and appliances 


Webster-Chicago wire 
recorders 


Zenith radio and TV 


Hotpoint appliances 


Dumont TV Raytheon TV 


RCA Victor TV 


International Harvester 


Easy washers appliances 





SLT ea ei tt ah he er RRR eeepc wememLEr screen 





I ISTED HERE are the 24 television and 


appliance firms which in 1950 used 


the Chicago Tribune’s Selective Area 
zoned advertising plan as the spearhead 
of their promotion in the multi-billion 
dollar Chicago market. 

In doing so, they placed 289,283 lines 
of advertising in Chicago’s No. 1 mover 
of electrical and other hardlines mer- 
chandise. 

Some Dealers in 100 Ads! 
But more importantly, in placing this 
advertising, these firms had the cooper- 
ation of more than 850 different retailers 
located throughout Chicago and suburbs. 

Dealers recognized the opportunity of 
having advertising that wassubstantially 
their own. Some of them went in on as 
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many as 100 different advertisements. 
The total of participations from the 850 
dealers was in excess of 10,000—repre- 
senting 10,000 dealer advertisements in 
the Chicago medium which delivers the 
greatest sales power for retailers. 

When a factory-supervised, agency- 
placed cooperative plan gets this kind of 
enthusiastic support from the dealers, 
there must be a reason why. There is. 
The dealers like it because it produces 
results which they can see and measure. 

Under this plan, you give your dealers 
retail-store-type copy getting across the 
brand features you want emphasized. 

You give them dominant, big-space 
promotion which, in effect, gives each 


participating dealer the exclusive bene- 
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fit of the advertising in his own trading 


area. 


Cost to Dealer is Low 
From start to finish the entire program 
is under your direction. Yet the dealers 
willingly pay their share because they 
get so much for as little as one per cent 
of card rates. 

The Chicago Tribune introduced this 
plan in 1946. Its sensational record of 
growth since that time has been founded 
on the results it produces. Since 1946, 
more than $1,500,000 worth of advertis- 
ing has been placed in the Chicago Trib- 
une under this plan in the appliance 
field alone. If you are not familiar with 
its details, please write or call a Trib- 
une representative for full information. 


1951—ELECTRICAL MERCHANDISING 





to appliance, radio 
is happening in Chicago! 








Here’s what the dealers say about 
the Chicago Tribune Selective Area 
Advertising Plan 





“Most productive advertising 
we’ve ever done.” 


—says JOE RAK, 

5142 Fullerton Ave., Chicago, 
who does $196,000 a year 
in appliances 


“This kind of advertising is 
made to order for us.” 


—says JOHN MARTELLO, 
Hilltop Radio & Television, 
3205 W. 111th St., Chicago, 
who sells $150,000 annually 
in appliances 


“No money we spend for 
advertising gives us so much.” 


—says CLYNE CHAMBERS, 
164 N. York, Elmhurst, lill., 
who does $250,000 a year 
in appliances 


“We intend to get in on every ad we can.” 


—says BILL VAHEY, 

5837 Milwaukee Ave., 
Chicago, whose appliance 
sales exceed $500,000 a year 


—says RUSS HAVILL, 
1461 E. 55th St., Chicago, 
who sells $225,000 
annually in appliances 


SEE 





THE NEXT TWO PAGES 


“These ads helped put me on the map.” 


—says BOB CAMPBELL, 
1943 Central Ave., 
Evanston, Ill., who built a 
$200,000 appliance business 
in three years 


—says FRED DYKSTRA, 
Englewood Stove & Repair 
Co., 7300 S. Halsted St., 
Chicago, whose yearly 
appliance volume exceeds 
$250,000 


—says JOE NOVAK, 
Novak & Parker, 

114 Main St., Park Ridge, 
lll., who does $200,000 a 
year in appliances 


—says STAN VOLP, 
12755 S. Western Ave., 
Blue Island, Ill., whose 
store has made better than 
20% volume gains each 
year for five years 


“Retail appliance advertising’s 
biggest value.” 


—says ARTHUR MAY, 

61 Fox St., Aurora, Illl., 
who sells over $500,000 in 
appliances a year 





“This is the most productive 
advertising I do.” 


—says ED EIMERS, 

5932 W. North Ave., 
Chicago, whose one-man 
store does over $100 000 a 
year in appliances 


“Responsible for a big part 
of our volume gains.” 


—says ART BECKER, 

801 Dempster St., Evanston, 
lll., who does $250,000 a 
year in appliances 


—say CHARLIE SMITHE, BILL 
SHANAHAN & WALT SMITHE, 
Smithe & Shanahan Appli- 
ances, Inc. 5500 W. Belmont 
Ave., Chicago, doing $500,000 


ly in liances 


PP 





, 


—say FRED & ED TRAGE, 
7442 W. Madison St., 

Forest Park, Ill., selling 

over $450,000 in appliances 
annually 


—says HAROLD CHAMBERS, 
3546 N. Ashland Ave., 
Chicago, who sells 
appliances at the rate of 
$353,000 a year 


—says ROBERT GRAHAM, 
Broadway Radio & 
Television, 5530 N. 
Broadway, Chicago, whose 
firm handles 9,000 service 
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How to keep your 
Chicagoland dealers 


happy in 1951: 


BUILD YOUR SALES PROGRAM AROUND 


THE SELECTIVE AREA ADVERTISING PLAN OF 


THE CHICAGO TRIBUNE... CHICAGO’S NO. 1 MOVER 


OF TV, RADIO AND HOME APPLIANCES 


General advertisers of Radio and Television and 
of Housing Equipment and Supplies during 
the first nine months of 1950 spent a total of 

$1,851,222 for space in all Chicago newspapers. 
Of this | otal, they placed in the Chicago Tribune 
$1,230,516, or 66.5%. This was $894,692 
more, or 266.4% more, than they placed in any 
other Chicago newspaper—and nearly twice as 
much as they placed in all other Chicago news- 
papers combined. 
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Percentage of expenditures placed in each 
Chicago newspaper for general advertising 
of Radio and Television and Housing 
Equipment and Supplies 

First 9 Months 1950 


66.5% 18.1% 11.8% 3.6% 
CHICAGO CHICAGO CHICAGO CHICAGO 
TRIBUNE PAPER B PAPER C 
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Twice a year the Tribune sponsors two communitywide mer- 
chandising events which have no counterpart in journalism. 
Every spring, department stores and other outlets which sell 
furniture, home furnishings and appliances join with the 
Tribune in staging the Chicagoland Better Rooms Pageant. 
In this project, the stores reproduce on their floors full scale 
rooms furnished and decorated according to entries in the 
Tribune's annual $25,000.00 Better Rooms competition, 
announced again for 1951 on Nov. 26 


wm CHART makes plain the conviction 
c 


»f the industry that you sell tele- 
vision, radio, appliances and house fur- 
nishings and supplies with maximum 
effectiveness when you build your Chi- 
cago promotion around the Tribune. 

The reason is not hard to find. Every 
day of the week, the Chicago Tribune is 
the one newspaper which delivers the 
full-market circulation you need to de- 
velop your potential in the important 


Chicago market. 


Leadership Based on Results! 
With hundreds of thousands more cir- 
culation than other Chicago newspapers, 
the Tribune is read by the people who 
account for the bulk of the TV, radio 
and home merchandise sales made in 
every neighborhood and suburb of 


Chicago. 


The Tribune is first with advertisers 
of home merchandise because it is the 
newspaper which takes the most active 
part in serving the important basic in- 
terest which people have in their homes 


and everything that goes into them. 


First in Reader Service! 
Daily and Sunday, the Tribune spares 
no expense to keep before readers the 
story and pictures of what’s new in ap- 
pliances, home furnishings and equip- 
ment. It maintains a full time staff of 
writers and editors who head up regular 
feature and service departments devoted 
to every important branch of home- 
making. 

The editorial qualities which build 
deepest interest among readers produce 
the best results for advertisers. This is 


a fact demonstrated by the experience 


CHICAGO TRIBUNE 


GREATEST 


CHICAGO TRIBUNE REPRESENTATIVES: 


Chicago 11 
A. W. Dreier 
1333 Tribune Tower 


New York City 17 
E. P. Struhsocker 
220 E. 42nd St. 


Detroit 26 
W. E. Bates 
Penobscot Bidg. 


i a ee ee 


San Francisco 4 
Fitzpatrick & Chamberlin 
155 Montgomery St. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Los Angeles 17 
Fitzpatrick & Chamberlin 
1127 Wilshire Blvd. 


Each autumn, fifteen different trade groups, representing 
11,000 retailers, manufacturers, distributors and builders 
join with the Tribune in staging the Chicagoland Home & 
Home Furnishings Festival. Chief attractions of the Festival 
ore newly built homes on sites throughout Chicago and 
suburbs. Completely furnished and decorated, these homes 
are opened to the public for a full month. To date these 
Tribune-sponsored home demonstration projects have at- 
tracted a total attendance of more than 3,500,000 at 217 
different dwellings throughout Chicago and suburbs. 


of the manufacturers and distributors 
who make the Tribune Chicago’s No. 1 
medium for appliance, TV, radio and 
house furnishings advertising. 

To make the progress you want to 
make in 1951, to get the share of the 
industry you need in order to build and 
maintain a strong consumer franchise in 
the important Chicago market, decide 
today to get the facts about the Tribune 
Selective Area advertising plan. 


Decide to Get the Facts Today! 
A Tribune representative who has 
helped other manufacturers and distrib- 
utors utilize this plan with maximum 
effectiveness will welcome an opportu- 
nity to give you and your advertising 
counsel complete information. Call him 
today. Do it now while it is fresh in your 


mind. 


Average net paid total 
circulation during the official six 
month period ended 

Sept. 30, 1950: Daily, 930,890— 
Sunday, 1,488,409 
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**MR. DEALER, 


Yn proud, 
OU A, 











Because even in 
these times, | 
know | can count 
on dependable 
Service...no 
repair worries” 


om 
7 


, 


» ae Mr. Dealer, can profit from VOSS dependability — a 

source of satisfaction to thousands of housewives who are VOSS 

owners and proud of it. In these uncertain times, a VOSS owner 

can be certain of trouble-free performance without maintenance 
. a blessing to her budget. 


Important, too, is the fact that VOSS still gives all those exclu- 
sive VOSS features that assure better washing — cleaner clothes. 


Yes, you can be proud to show and 
sell VOSS! Times have changed, but 
VOSS — with its 75 year reputation 
for dependability and service — will 
continue to fill orders as promptly 
as possible. 


Write for details and name of near- 
est distributor. 
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Blenders 





TWO YEARS STATISTICAL SUMMARY 


BLENDERS 
1950 


1949 





185,000 ... 
$6,937,500 
(Jan. 1951) 


ove bao gens <5 « 
$37.50 Average Retail Price 
Retail Value 


175,000 

ep Of, 

$6,562,500 
(Jar. 1950) 


sees. 615,000 
36,629,100 





"Tes blender business for 1950 
totalled 185,000 in unit sales and 
$6,937,500 in dollar volume. 

This represents an increase of 5.7 per- 

cent over the 1949 revised estimate 

of 175,000 units valued at $6,562,500. 

The average retail price of $37.50 re- 

mained the same for both years. 

Some individual manufacturers re- 
ported 1950 increases over 1949 of 
from 10 to 25 percent. At the retail 
level, 1950 blender business generally 
is also reported as being satisfactory 
beyond expectation. 

As a household product the blender 
is still in its infancy. Although 
blenders were first introduced in 1938, 
it has been possible to collect informa- 
tion on the number sold for home use 
only for the past three years. In these 
three years—1948 through 1950—the 
total has reached 770,000 units, only 
two percent of the 39,044,000 wired 
homes in the country. 


Early Blenders 


Early blenders were sold almost ex- 
clusively to cocktail bars for mixing 
frozen daiquiris. Then the health 
faddists took them up. Popular health 
lecturers sold them by the thousands 
to enthusiastic audiences all over the 
country. Health food bars and restau- 
rants catering to vegetarians installed 
them. Finally beauty salons and health 
farms took them up, using them to 
prepare raw fruit and vegetable drinks 
to accelerate their health and reducing 
programs. 

It was through these highly spe- 
cialized channels that consumers first 
became acquainted with blenders. 
These activities stimulated a certain 
amount of consumer buying, but there 
is no means of estimating the exact 
number of units that went into homes 
during this period. In many respects 
these early promotional activities have 
retarded, rather than helped, the ac- 
ceptance of the blender into the home 
as a useful kitchen tool, because the 
blender in those years came to be 
identified as a product of limited use 
value. 


There’s a tremendous market for 
the blender as a kitchen utensil to help 
homemakers prepare more nutritious 
foods for the family. It in no way 
interferes with the use of the regular 
food mixer. Instead, it complements 
it. 

Since 1938, when blenders were in- 
troduced, a staff of home economists 
has been maintained by a leading 
manufacturer for the sole purpose of 
study and research into the uses to 
which a blender can be put in the home. 
Here are a few highlights of the find- 
ings: 

It can be used successfully for blend- 
ing light cake, cookie, waffle and pan- 
cake batters; for hot breads, ice creams 
and sherbets; for omelets, pie fillings 
and desserts, such as bavarian creams 
and prune whips. It is ideal for soup 
purees, salad dressings and sauces. 
For the home gardener, especially, it 
is ideal for making tomato juice for 
canning or freezing. With the va- 
riety of delicious, nutritious fruit and 
milk drinks it makes, it cannot be beat 
for beguiling children into good eating 
and drinking habits. It helps the 
homemaker in her own personal health 
building or reducing diet program. 
And for the man of the house it of- 
fers many interesting home entertain- 
ing possibilities as a mixer of sophis- 
ticated liquid refreshments. 


Promotion 


Through advertising, editorial pro- 
motion by food editors in newspapers 
and magazines, and in demonstrations, 
the blender has become a better known 
appliance for home use in 1950. Tele- 
vision also proved an excellent medium 
for promoting blender sales in 1950. 
It is a good specialty selling device, 
and lends itself to demonstration at 
point of sale. But trick demonstra- 
tions and exaggerated claims should 
be avoided in attempts to reach the 
home market. Honesty with the home- 
maker in claims for product perform- 
ance has always paid off in the 
electrical industry. Therefore, demon- 

(Continued on page 208) 
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Desk Fans 


MODEL 361—60 cycle, 12” oscillator, 
3-speed, delivers 950 C.F.M., block 
MODEL 562—50-60 cycle, 10” oscil- wrinkle fnish. 
lator, I-speed, delivers 700 C.F.M., 
opalescent Windsor green finish. 


MODEL 1249—50-60 cycle, 12” os- 
cillator, 2-speed, delivers 850 C.F.M., 


opalescent Windsor green finish. 
MODEL 1049—50-60 cycle, 10” os- 


cillator, 1-speed, delivers 600 C.F.M,, 
light ton finish. 


MODEL 1251—50-60 cycle, 16” os- 
cillator, 3-speed, delivers 1500 C.F.M., 
glossy black enamel finish 
MODEL 451—25-60 cycle, AC. or 
D.C., 10” oscillator, 2-speed, delivers 
800 C.F.M. on D.C, blue-groy finish. 


MODEL 1649—50-60 cycle, 16” os- 
cillator, 3-speed, delivers 1250 C.F.M., 
opalescent Windsor green finish, 


a 
Model V-312, V-316, V-318 Sig- 
nal Bucket Blade Exhaust Fan — 
12”, 16” and 18” models, deliver 840 


C.FA.M. zero stotic pressure—1200 
C.F.M. free air delivery, 1260 C.F.M 


NEW Model V-520A Challenger 
Vent Fan— 50-60 cycle, 20” guarded 
blode, rubber mounted, delivers 3300 
C.F.M., block wrinkle finish; operates 
in either vertical or horizontal position. 


Model V-510, V-512, V-516 Chal- 
lenger Vent Fans — 10", 12” and 16” 
models, deliver 600, 850 and 1500 
C.F.M. respectively; light in weight, 
easily mounted in walls of light con- 
struction. 


Model V-105 Signal Ring Type 
Vent Fan—feother-weight model can 
be mounted on wallboord; features 10” 
quiet-type fon blade and cast aluminum 
mounting ring; delivers 700 C.F.M 


zero static pressure—1800 C.F.M. free 
air delivery, 2030 C.F.M. zero static 
pressure— 2900 C.F.M. free air delivery 
respectively; has fully enclosed, shoded 
pole, thrust-type ball bearing motor, 
operates in either horizontal or vertical 
position 


6 


Model V-124A Signal Bucket Blade 
Exhaust Fan — 24” model, 2-speed, 
delivers 4000 CFM; hos % hp 
thrust type boll bearing capacitor 
motor, operates in either horizontal or 
vertical position. 


Pedestal Fans 





MODEL P-1251—50-60 cycle, 16” 
oscillator, 3-speed, delivers 1500 C.F.M., 
blue-gray wrinkle finish; telescopic floor 
stond provides height adjustment from 
4’ 6” to 7’ 6”—floor to center of fan. 


Floor Fans 


MODEL TF.12 Secretaire — 50-60 
cycle, 12” floor fan, 3-speed, delivers 
2400 C.F.M., beverage resistant, hand- 
rubbed, wood cabinet, walnut finish. 


U} te), mage) +y.0 & 





MODEL CF-20A Air Circulator— 
60 cycle, 20” blade, 2-speed, delivers 
3300 C.F.M.; telescopic floor stand 
provides height adjustment from 4’ 4” 
to 7’ 6”—floor to center of fan; wing 
nuts allow fan to be tilted—varying 
angle of operation from vertical to 15 
degrees below horizontal, in 15 degree 
angles. 


Kitchen Vent Fans 


MODEL V-SOA Wall Fan — 50-60 
cycle, 10” blade, |-speed, delivers 650 
C.F.M.; finish inside frome and door 
white boked enamel, balance brown 
enomel, shutters aluminum. Available 
in A.C. or D.C. models and to fit wall 
thicknesses up to 24”. 


Window Fans 


MODEL W-101—50-60 cycle, 10” blade, 
l-speed, switch in cord, delivers 700 C.F.M, 
non-reversible. 


MODEL W-201—50-60 cycle, 20° blade, 
3-speed, switch on panel, delivers 3300 C.F.M., 
non-reversible. 


Model WR-122 Hlectrically Reversible Win- 
dow Fan— 50-60 cycle, 12” blade, |-speed 
each way, switch on panel, delivers 900 C.F.M. 
in both directions. 


Model WR-162 Reversible Win- 
dow Fan—50-60 cycle, 16” blade, 2-speeds 
each way, switch on panel, delivers 1500 C.F.M. 
in both directions. 


Model WR-202 Electrically Reversible Win- 
dow Fan—50-60 cycle, 20” blade, 2-speeds 
each woy, switch on panel, delivers 3500 C.F.M 
Exhaust (intoke slightiy less) 


1 am: (Check one) [ 


Name 
Address 
City 


Porat 4 breage i pleat OY MOY YHA illo / 
‘ Signal Electric Mfg. i, Menominee 8, Michigan 


RUSH complete information and discount schedule on the SIGNAL- 
COOLSPOT Fan Lines for ‘51. 


Dealer* 


Distributor 


State 


“Hf Dealer, give us name and address of your Distributor 





Sees mk ELECTRIC MFG. MEmOMINEE 8&8, MICHIGAN 
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The Dealer who isnt fully 


can't give a convincing demonstration 
nor really sell your product 





* ASK 
FOR A 


DEMONSTRATION 
KLEEN-SWEEP” 











From Manufacturer to Consumer —A Product Sale Story 


Before a product goes to market and its final sale it goes through 
many processing and sales stages — designing, manufacturing, whole- 
saling, and then to the eventual consumer. Of all those stages, four stand 
out in importance. Each is essential to an effective merchandising cam- 
paign —two of them indispensable where actual sales are concerned. 
They are shown in the chart below and... 








—_—_—_————HERE THEY ARE————— 
The Important Segments reached by ELECTRICAL MERCHANDISING 





MANUFACTURER RETAILER CONSUMER 


(A reader also !) 




















Story of a Sale from Beginning to End 
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acquainted with your product 


Pity the manufacturer’s pocketbook when a customer asks for a demonstration and the dealer or 
his salesman doesn’t know how to put on the show. Sure — the customer has heard and read a lot about 
the product — and is more than half inclined to believe all your claims for it. But — and it’s a big 
BUT — she wants to see it operate. 

Why can’t the salesman demonstrate your product? Because, he doesn’t know or you haven't 
told him enough about the product. Sure, he can say that it does a lot of things but he should also be 
able to say, “Just a minute, I'l] show you what makes this easier to operate and cheaper to maintain 
than any other.” In these days of highly competitive selling, manufacturers have devised many novel 
and unique ways to show the customer how a product operates. All those gimmicks are wasted and sales 
are lost unless your representative at the point-of-sale knows all about them and is set up to go through 
the routine. 

Stop right now and review your advertising plans! Have you allotted sufficient funds to complete 
a thorough, consistent job of selling your dealers and keeping them sold so they: will be able to answer 
any customer’s questions? Have you really sold them on the fact that handling your product and having 
their name on your franchise makes it worthwhile to learn the answers? Have you given them all the 
facts about your product? Are you sure they can give the right answers? 

Remember, trade publication advertising is the most effective and least expensive method of 
keeping your dealers informed of all your features. Dealers read many different trade magazines but 
there’s one —and they pay for it—that gives the complete and well rounded picture of their industry. 
Appliance-radio-television dealers will tell you the one they prefer and read most regularly — 


ELECTRICAL MERCHANDISING. 


Remember...The local dealer is considered an expert! 


The local dealer’s customers and prospects are generally his neighbors and 


friends and when they buy they look to him for advice and assistance on what 
is the best buy for their money. They know he is an expert and understands the 
important features of all the products he sells. If he should just say, “It’s all right 
and can do a fairly good job,” you can bet they’ll buy something else. This 
unenthusiastic type of selling won’t happen on your product if you keep your 
dealers sold on your product and on their toes with all the latest information. Use 
the dealers’ preferred trade publication, ELECTRICAL MERCHANDISING, and 
Readers of you can be sure your sales curve will stay up. 


ELECTRICAL MERCHANDISING . To reach dealers in 


retailers (and wholesalers) of major appliances, APPLIANCE = RADIO — TELEVISION STORES 
electric housewares, radio and television sets and DEPARTMENT STORES chink FURNITURE STORES 


scores of related products and accessories. These 


products are bought with thought, usually with HARDWARE STORES — UTILITY MERCHANDISERS 


considerable family-wide consultation (Note: 


Here’s where consumer advertising pays off). cell me product dtonry ed 

The products sold to the public by this group of EF 7: E C + RI C Al @ 
retailers are sold with dealer advice and endorse- @ - 

ment. Fhey will not move without this important M E R ( H A N D | S | N 
dealer ingredient. And they must have proper £ 

wholesale set-ups to facilitate it. A McGRAW-HILL PUBLICATION ° 330 W. 42nd ST., NEW YORK 18, N. Y. 
ELECTRICAL MERCHANDISING—JANUARY, 1951 





PAGE 207 








| 
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SUB-ZERO 


FREEZERS .... complete line 


10 to 60 CU. FT. CAPACITY 


MILK COOLERS...c new line. 


with the ULTRA MODERN CASCADING WATER PRINCIPLE 


Sub-Zero manufactures a complete line of freezers and milk 
coolers. Freezers include several two-temperature models 
and a variety of capacities. Custom-made freezers, too, 
are a specialty at Sub-Zero. Two milk cooler lines . . . the 
De Luxe (Cascading water) and Standard (Spray type) pro- 
vide a cooler for every customer requirement. Check Sub- 
Zero .. . and sell the line that's modern, complete, profit- 
making. 


SUB-ZERO FREEZER CO., Inc. 
ONSIN 


Sn hee 


PAGE 208 


Electric Housewares 





strators should be urged to restrain 
a natural love for the spectacular and 
to stick to demonstrating practical, 
everyday home uses. 


Other Markets 


Restaurants and other institutions 
including hotel kitchens all over the 
country are increasing their use of 
blenders as follows: (1) to make raw 
vegetable cocktails as first courses on 
their menus; (2) to blend small 
amounts of vegetables to be used as 
seasoning in larger recipes, such as 





CONTINUED FROM PAGE 20 


onions, celery, peppers and garlic for 
soups and casseroles; (3) to blend 
small amounts of fruits for mousses, 
whips, etc., rather than use awkward 
regulation equipment. 

Dietitians in hospitals are also find- 
ing the blender a time and work saver 
in preparing special diets and for pre- 
paring supplementary between-meal 
feedings in special diet kitchens. In 
the high priced hospitals blenders are 
being used more and more for making 
luscious fruit drinks to tempt flagging 
appetites. 





TWO YEARS STATISTICAL SUMMARY 


DEEP FAT FRYERS 
1950 





Units Sold. . . 
Average Retail Price 
Retail Value 





became an established electric ap- 

pliance. Approximately 500,000 
units were sold during the year at an 
average retail price of $24.95, total- 
ing $12,475,000. 

Demonstrated to the public in the 
spring of 1949, the deep fat fryer cap- 
tured the imagination of the American 
homemaker with a resultant sales vol- 
ume that exceeds the volume of busi- 
ness done in several of the other 
recently introduced electric housewares 
such as blenders, broilers and roasters. 

The 1950 record made by deep fat 
fryers explodes the traditional theory 
that public acceptance is a matter of 
slow build-up, a gradual increase in 
yearly volume until the first million 
units are sold. It proves that a prod- 
uct new and unusual which fills a defi- 
nite need can be sold in large quanti- 
ties from scratch. Above all else, it 
proves that adequate demonstration at 
point of sale is the most effective way 
to promote electric housewares 


I 1950 the automatic deep fat fryer 


such 
specialties. 

In all parts of the country consumer 
demand has been phenomenal. It is as 
popular in Denver as it is in the fried 
chicken area of the South. 

The electric deep fat fryer for home 
use is not new in the industry, how- 
ever. As far back as 1933 we have rec- 
ords of three reliable companies mak- 
ing fryers similar to those now on the 
market. Their main difference was in 
exterior design. All 1933 models were 
round, and they retailed at $13 and 
$15. What they lacked more than any- 
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thing else was the vigorous demon- 
stration and sales program which has 
been put behind the 1950 models. For 
it is demonstration that has put the 
deep fat fryer on the market. Once the 
American homemaker found she could 
at last have french friend potatoes and 
doughnuts (to mention a few of the 
fryer’s accomplishments) equal in 
quality to those served in restaurants, 
the rush was on. 


Design 


Five or six new manufacturers en 
tered the deep fat fryer field in 1950. 
It is reported that more are planning 
to come in. The greatest volume of 
sales in 1950 was in toaster-style fry- 
ers, although several round models and 
a square one were introduced in the 
latter half of the year. Some experts 
in the field predict that the round 
model will become the favored type in 
1951, but this is anybody’s guess. 

Models selling in greatest volume 
have such features as thermostatic tem- 
perature controls; 1000 to 1200 wat- 
tages; draining spouts with strainers 
to catch food particles from fat, which 
can be stored in refrigerator and re- 
used many times without transferring 
flavors. The average capacities are 
from three to four lbs. of fat. 

Although none of these models can 
be immersed in water for cleaning, 
they are easy to keep clean and sweet 
smelling by using detergent and water 
after the fat has been drained off, and 
plugging the unit in again. End 
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For new fields of 
sales and profits 


LOOK TO (Jat 


ELECTRIC HOUSEWARES 











For welcome added business and extra profits, look to the OSTER line of electric housewares. Each 
OSTER product has its own strong, special appeal—each is a wanted item that sells today and 
every day. OSTER Electric Housewares are consistently advertised in 


LIFE, re) GOOD HOUSEKEEPING, SATURDAY EVENING *" (post) 


The Original Liquefier and Blender 


Only OSTERIZER has the leakproof container that opens at both ends. Easy to clean, 
easy to empty. Removable container base also fits stondard Mason jar. Exclusively 
recommended by Gayelord Hauser, famous food authority and author. 


2-Beater 
Portable 
Electric Mixer 


OSTERETT has more power per pound 
than any mixer in the world. No other 
mixer is so handy, so powerful, and so 
easy to use for every food mixing job 
—mixes, mashes, creams, whips, beats. 


Massage Instrument 


The only massage instrument that gives 
real Swedish-type massage. Exclusive 
Suspended Motor Action delivers thous- 
ands of rotating-patting movements per 
minute to fingertips. Two models avail- 
able: STIM-U-LAX, Junior and SCIEN- 
TIFIC Massage Modality. 


Airjet Hair Dryer 
America’s most beautiful hair dryer. 
Exclusive, efficient jet design. Very 
lightweight, easy to use—hold in hand, 
stand on table, tilt to any angle. Power- 
ful motor speeds hot or cool air flow. 





Double-Action 
Electric Knife Sharpener 
Sharpens both sides of blade at once, 
no skill required. Gives factory-sharp 
hollow-ground edge. Sharpens any 

knife, easily and instantly. 





Electric 
Hair 


Clippers 


OSTER is the world’s 
most famous name for 
electric hoir clippers. 
Always finest crafts- 
manship and materials. 
A model for every job, 
human and animal use. 





Hand Hair Clippers 
A complete line of hand hair clippers 
for human and animal use. Recognized 
the world over for quality. 





YOU’LL DO BETTER WITH ALL 


ELECTRIC HOUSEWARES 


JOHN OSTER MANUFACTURING CO., RACINE, WISCONSIN 
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“HOME VALUES OF 


1950 DISHWASHER BUYERS 


UNDER $4000 
$4000-$6000 
$6000-$1Q000 
$10,000-$6,000 
$5,000-$25,000 
OVER $25,000 


4% 


CHART 1 


DID YOUR DEALER 
HELP INSTALL 


TOOK CARE OF IT ALL HIMSELF 


LEFT IT MOSTLY TO YOU 


LEFT IT ENTIRELY TO YOU 


CHART 2 


WHY DID YOU BUY A DISHWASHER ? 


DISHWASHER SATURATION*™ 
WIRED HOMES NO DISHWASHERS PERCENT 
END OF YEAR IN US. IN USE SATURATION 
1937 .20 
1938 2) 
1939 22 
1940 2 
1941 | 26,900 B 
1946 90, 3 
1947 6 
1948 435,000 12 
1949 595,000 1S 
1950 800,000 24 
# These figures ore Hotpoint'’s and close oximet of those 
approximations of tho 


arrived ot independently by Electrical Me 9 
Department 


CHART 5 




















DID DEALER DEMONSTRATE 


AFTER INSTALLING ? 


CHART 3 


UTOMATI( diswashers 
made more progress in 1950 
from the standpoint of sales and 

dealer selling techniques than in any 
other 12 months period in the history 
of the appliance. 

Total sales surpassed the record level 
of 225,000 units sold in 1948 by a 
comfortable margin. gains 
were made in broadening the market 
to include the lower income families, 
and buyers found that more dealers 
were prepared to do something about 
the troublesome problem of installa 
tion—historically a stumbling block in 
getting this big ticket appliance into 
the high volume bracket. 

These factors were brought to light 


electric 


Decisive 


ina comprehensive consumer survey 
and market analysis conducted during 
1950 by Hotpoint, Inc 
More than 1,000 tabulated questio 

naires established new data on popula- 
tion center as related to sale; whether 
the dealer gave a demonstration after 
the machine was 
ments for installation; factors most 
influencing the purchase; cost of 
stallation; reasons for brand selection; 
and valuation of 


installed; arrange- 


consumer’s home 
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45.1% 


Dishwashers 
Are 
“Luxuries” 
No Longer 


549% 


More sales were made to middle-income families in 1950 
than to any other group, says Hotpoint, whose survey also 
shows that big cities buy the most, but that appli- 
ance dealers are getting stiffer sales competition from 


plumbers and builders 


Other phases of the 
brought information on the types of 
making the sale; the 
the Korean war on the dis! 


market analysis 
come range. 
effect as “the first 
iwasher acceptance.” 
ness: sales by geographical 
ind the outlook for 1951 

Edward R. Taylor, 


nager, interpreted the 


} 
eaiers 
areas; 

sales 


urvey to 
e that public acceptance for dish 


} 
general 


iow established to the point 


has become a wanted ap buying power 


JANUARY, 


pliance for families in the middle in- 
He described this trend 
indication of universal 


Trend to Middle-income Market 


Evidence that the market for the 
dishwasher is beginning to move from 
the high to the middle income bracket 
that constitutes the bulk of the nation’s 
is seen in tabulations 


SALES BY 
POPULATION CENTER 


CHART 6 


SEASONAL PATTERN FOR DISHWASHER 
MONTHLY PERCENT OF YEAR 
BASED ON HOTPOINT FACTORY SHIPMENTS 


CHART 7 


POSTWAR DISHWASHER 
SALES BY DEALER TYPE* 

1948 1949 
ELECTRICAL 54.7 49.2 47.0 
BUILDER 4.6 9.7 126 
PLUMBING 44 69 89 


1950 








* Based on actual Hotpoint sales records. 


CHART 8 


showing that in 1950, 49 percent of the 
buyers lived in homes valued at less 
than $15,000, compared with only 38 
percent in 1949. The largest single 
group of buyers in 1950 (based on 
house valuation) was the $10,000 to 
$15,000 category, whereas in 1949 it 
was over $25,000. Owners of homes 
valued at $10,000 to $15,000—and this 
price range represents 60 percent of 
new home building—bought 31 percent 
of the machines in 1950, compared 
with 23 percent in 1949. (Chart No. 1) 

This point is significant because 
approximately 75 percent of home buy- 
ers in this price class are in an age 
bracket of 20 to 35 years. This seg- 
ment has been educated to look for 
new work-saving equipment as stand- 
ard home conveniences and represents 
a fertile market for aggressive selling. 
At the same time, families in middle 
income brackets who are unable to 
afford servants are the ones who can 
make the best use of an automatic 
dishwasher. 

However, at this stage of accept- 
ance, it should not be overlooked that 
automatic dishwashers appeal strongly 

(Continued on page 212) 


1951—ELECTRICA! MERCHANDISING 














has never been touched by an 


honest-to-goodness space-saving 
machine that's dependable. 


COMPACT— 


SPACE 


1144 
AMERICAN 
FURNITURE 

MART 


BEAUTIFUL—Packed with Features 


The LAUNDER-KING is a compact machine (18” X 18” X 28” 

high with wringer removed)—rolls away into small space— 

far but does a Big Job! Its washing efficiency is equal to any 

Small Homes washer, superior to many! Full-size aluminum agitator, safety 

Apartments snap-open power wringer, heat-holding double shell con- 

struction, cabinet in gleaming baked enamel, tub of finest 
porcelain enamel. LAUNDER-KING makes EXTRA sales! 


Cottages 
Summer Homes 
ht e 
emvee  Launder-hing Inc. 
ep 8275 EAST 8 MILE ROAD + BASE LINE, MICHIGAN 
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5 Pounds Capedty 

Full Size ¥4 H.P. 
Washer Motor 

Sealed Transmission 
bias te 
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DEALER SALES ARE TERRIFIC 


Extra Value in every BEN-HUR “R.O.P.”* — PLUS National Ads like this one — PLUS 
today’s most effective Point-of-Sale Merchandising Plan — boost you to the TOP SELL- 
ING SPOT in Freezers! Wire or write for the whole story NOW .*. . for a profitable ’51. 


*Proven ‘Record Of Performance” 








y, 


_y ty LOOK t. S0 Wonder, 70 wn, 


| Dishwashers Are 
“Luxuries” No Longer 


CONTINUED FROM PAGE 210 


to high income families who are 
able to afford “luxury” goods and 
services, Taylor said. Many house- 
wives in this category also have the 
desire to own “modern” equipment, 
even though they may not be completely 
sold on its advantages. 

The survey also brought out that 
half of the dealers who made the 
sales arranged for irstalling the ma- 
chine in the consumer’s home. This 
indicates marked progress over the 
previous year when only 39 percent 
of the dealers made installation ar- 





rangements. (Chart No. 2) 

Taylor said that investigations made 
during 1950 by dishwasher specialists 
in the field revealed that dealers who 
have become established as _head- 
quarters for dishwashers in their com- 
munities are the ones who have taken 


| the initiative in working out arrange- 
| ments with plumbers and electricians 


Toke Uy 


S" Guaranteed by © 
Good Housekeeping 


, # 
45 aveanssto 


| for a packaged sale (including in- 
| stallation). Evidence that the lion’s 
| share of dishwasher profits is going 


to those dealers who have aggressively 
promoted this appliance is seen in the 
fact that less than 10 percent of Hot- 


| point dealers accounted for 85 percent 


of the dishwasher business in 1950, 


| Taylor said. 


It was noted that while every manu- 
facturer has stressed the need of dem- 
onstrating the machine after it is in- 
stalled in the home, only 55 percent of 
the dealers did so in 1950. (Chart No. 
3) This indicates that half the deal- 


| ers are missing additional potential 
| sales to customers’ neighbors by not 


The Beautiful 
BEN-HUR ai vcs Yorest’ farm and home freezer 


Here's beauty you're proud to own. But more than beauty is the wonder of (ene — eee. Ay 


having all the finest food you could wish for right at your fingertips. Have i ake eee 7 
endless meal variety to delight the taste of every family member . . . at 20 cubic foot sizes. 
savings that make a BEN-HUR quickly pay for itself. 

Buying a new BEN-HUR is simple, too. For you can be sure of trouble- 

free performance and years of satisfaction. Each BEN-HUR is pre-tested 

and has an “R.O.P.” tag, proof of a * 

RECORD OF PERFORMANCE on file 

to prove its superiority. "A RECORD OF 


a ee 4 
. p Lon Je mp 
See your BEN-HUR dealer today for Anant saa » rip ; 
“America’s Finest” farm and home tei ba ' J 4 
freezers. = 2 
Pr 


BEN-HUR MFG. co. Dept. E.M., 634 East Keefe Ave. « Milwaukee 12, Wis. hes BEN-HOR ek Se 


ile ders for your food budge 
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ENJOY MORE HEALTHFUL LIVING THROUGH FROZEN FOODS 


taking the trouble to see that the user 
knows how to get the best results. 


Installation Costs Inch Downward 


There was only a slight decrease in 
the average installation cost as in- 
dicated by a projected figure of S66 
in 1949, and $64 in 1950. The official 
pointed out, however, that these figures 
do not present a true picture since 
charges made by electricians and 
plumbers for this work vary widely 
Some dealers who make a _ package 
sale including installation arrived at 
a flat rate of $50, for example. In 
other instances, where installation was 
left completely to the customer, charges 
of $150 were not uncommon. 

Citing the obvious correlation be- 
tween high sales volume and reason- 
able installation rates, Taylor warned 
that dishwashers cannot become a 
“standard” appliance in the sense of 
refrigerators or automatic washing 
machines until the majority of deal- 
ers arrive at flat rate installations 
that consumers will accept as rea- 
sonable. 

With demand coming mainly from 
upper middle and high income fami- 
lies, consumers have not yet exerted 
much pressure on dealers and me- 
chanics to force the cost of installation 
down, Taylor said. The high cost 
f labor and materials can be ex- 
pected to continue at high levels in 
t period of national defense, and this 
will be a long-range factor in retarding 
the gradual reduction of installation 

(Continued on page 308) 
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From LIFE, March 13, 1950, “High School Piay.” 


Remember this? Millions do. For LIFE is known and 


read by the largest audience in maga- 
zine history—over half the nation.* 
That’s why... 


* From the new important Accumulative Audience Study 
by Alfred Politz Research, Inc 
This study measures the number of people who read 
a single issue of LIFE (23,950,000 Americans), reveals 
how this audience grows in thirteen issues to a total of 
62,000,000 different people, and analyzes the charac- 
teristics of that audience 
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Bridge Tire Co.— Pawtucket, R. I. Hoblin’s—Bronxville, New York Buffum’s—Long Beach, California 
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Stores remember 


promotions like these! 


ETAILERS and distributors in every major market in America 

sell with LIFE. Chances are, you yourself use the power of 
LIFE in your selling—and know what thousands of appliance 
dealers know—Advertised-in-LIFE means more traffic, more 
sales, more profits. 


Manufacturers, too, know how LIFE sells. In 1950 appliance 
makers invested more dollars-for-selling in LIFE than in any 
other magazine, used more than 3,500,000 pieces of Advertised- 
in-LIFE retail promotional material. No wonder LIFE is first in 
the appliance field! 





Hunter— Union, New Jersey Warren's —Braintree, Massachusetts Kahn's —Oakland, California 
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HERE’S WHAT 
RETAILERS SAY! 


Every single piece displayed in 
the LIFE window was sold!” 
Bridge Tire Co., 
Pawtucket, R 


“Our business this month is more 

than double that of the same 
period last year!" 

Hunter & Co., 

Union, N. J 


“LIFE at the point of sale was a 
great factor in increasing sales!" 
Kahn's, 

Oakland, Calif 


“LIFE incites interest in nation- 

ally advertised products among 

hundreds of my prospective cus- 
tomers!" 

Floyd & Dickey, 

Grand Prairie, Texas 


“LIFE ‘Know How’ coupled with 

ingenious ‘Show How’ goes far 

in building more floor traffic with 
effective sales results!" 

Jenkins Music Co., 

Kansas City, Mo. 


HERE’S WHAT 
DISTRIBUTORS SAY! 


LIFE windows brought custom- 
ers into the stores and resulted 
in increased traffic and sales for 
dealers!"’ 

D & H Distributing Co., 
Baltimore, Md 


“The LIFE promotion has been 

one hundred per cent successful 

from every standpoint!” 
Harper-Meggee, Inc., 
Seattle, Washington 


“Sales have definitely been en 
hanced by this LIFE promotion! 

Porter Burgess Co., 

Dallas, Texas 


“Everyone reported that their 
sales were definitely attributed 
to this LIFE promotion!” 
Bickford Brothers Co., 
Buffalo-Rochester, N. Y 


“People want to buy the prod 

ucts with which they are familiar. 

There's no better way for them 

to learn about such products 

than reading LIFE!” 

RCA Victor Distributing Corp., 
Chicago, Ill. 





UNFORGETTABLE TO THE PEOPLE WHO BUY—AND SELL 


Just as customers remember how they enjoyed their last issue 
of LIFE and look forward to the next one . . . so the people 
who sell remember the increased sales from their last LIFE pro- 
motion, and keep looking forward to the next. 


OVER HALF THE NATION READS LIFE 


In the course of 13 issues, 62,600,000 people read LIFE. 
31,050,000 of these readers are men and 31,550,000 are women. 
Since the decision to buy appliances is a collective one of 
husband and wife in most cases—this even distribution of LIFE 
readership between men and women is one reason why more 
appliances are pre-sold in LIFE’s advertising pages than in 
any other magazine. 


MANUFACTURERS KNOW HOW LIFE SELLS 


Manufacturers spend their advertising dollars where they do 
the most good . . . where those dollars will sell the most mer- 
chandise. No wonder, last year, appliance manufacturers in- 
vested more dollars for selling in LIFE than in any other 
magazine. 


LIFE’S IMPACT IS STRONGLY FELT ON BOTH SIDES OF 
THE COUNTER 


More people who buy appliances read LIFE than any other 
magazine. More people who sell appliances read LIFE than 
any other magazine. And because LIFE interests people on 
both sides of the counter, it creates a common meeting ground 
... where good will, good customers and good business are built! 


First in circulation 

First in readership 

First in audience 

FIRST WITH PEOPLE WHO BUY APPLIANCES 
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950 on the Pacific Coast 


Everything's on the upswing out West. Population 
gains helped 61 utilities increase domestic cus- 
tomers 5% to reach a total of 4,916,510. Power 
consumption, appliance sales and the number of 
dealers also jumped — ample evidence that the 
Pacific Coast is a major and booming market 


By CLOTILDE G. TAYLOR 


OPULATION increases claimed 

by the West are now confirmed by 

census figures, which show this to 
be the fastest growing area of the 
country, 

Percentage increases during the ten 
years ending April 1, 1950, indicate 
that California was the greatest win- 
ner, with a 51.9 increase. Oregon and 
Washington were close behind with a 
38.8 and 36.1 increase, respectively. A 
second fast-growing area was the 
Southwest and South-Intermountain 
area, where Arizona’s population was 
up by 49.3 percent, Nevada by 43.6 
percent, New Mexico 27.3 percent and 
Utah 24.8 percent. 


Increase in D tic Cust s 





That the population gains did not 
stop with the end of the census period 
is indicated by the steady increase in 
the number of domestic customers re- 
ported this year from all parts of the 
West. Sixty-one companies report a 
total of 4,916,510 domestic customers 
served at the close of 1950, which is 
229,065 (or 4.9 percent) more than 
were served in December, 1949. New 
Mexico reports the highest rate of in- 
crease at 11.91 percent. Arizona resi- 
dential customers increased by 7.5 per- 
cent, Wyoming by 7.24 percent, and 
Nevada by 7.19 percent. California’s 
5.7 percent increase represents the 
largest numerical growth in the West 
and represents a rate of growth just 
a bit higher than the average annual 
increase in population during the past 
ten years. Oregon’s domestic customers 
went up by 3.64 percent during the 
year, Washington’s by 2.55 percent. 


Kw.-hr. Consumption Records 


The Southern Nevada Power Co. of 
Las Vegas, Nev., still tops all records 
for the average annual kw.-hr. con- 
sumption per domestic customer, with 
a reported average for 1950 of 9,100 
kw.-hr. This is sustained by the high 
saturation figure of 92 percent for 
electric ranges and 90 percent for 
electric water heaters. The increased 
use per home during 1950 averaged 
88 kw.-hr., which is Iess than that re- 
ported from some other sections; but, 
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after all, the market for these major 
appliances is now near the saturation 
point in Las Vegas, and although re- 
placement sales may continue at a high 
figure, this does not necessarily in- 
crease the use of electricity per home. 
The Sierra Pacific figure of 3,450 kw.- 
hr. per domestic customer is also above 
the average. 

As usual the Pacific Northwest is 
uniformly high in its average kw.-hr. 
consumption per domestic customer. 
Figures from Washington run from 
4,368 kw.-hr., reported by Gray’s Har- 
bor PUD No. 1, to 6,500 kw.-hr. re- 
ported by Tacoma, All figures are high, 
the average of all Washington com- 
panies reporting being 5,301 kw.-hr. 

Oregon companies report an aver- 
age consumption of electricity per do- 
mestic customer of 4,909 kw.-hr. This 
includes the 3,650 kw.-hr. reported by 
the Mt. States Power Co., which serves 
many areas outside the state. Eugene, 
Ore., averages 6,000 kw.-hr., while the 
Portland General Electric Co. reports 
5,300 kw.-hr. per domestic customer. 
Increases in domestic use were high 
here also, a 268 kw.-hr. state average 
being reported. 

The Idaho Power Co. reports an 
average annual kw.-hr. use per home 
of 4,580. Utah’s average of 3,053 kw.- 
hr. used per domestic customer is next 
on the list. Other western areas report 
figures substantially higher than last 
year. These include in the Intermoun- 
tain area: Montana, 2,155 kw.-hr.; 
Wyoming, 1,567 kw.-hr.; Colorado, 
1,776; Arizona, 2,131 kw.-hr. In 
Hawaii, Oahu’s average use of elec- 
tricity per domestic customer was 
2,700 kw.-hr., an increase of 148 kw.- 
hr., while Hilo reports a 1,750 kw.-hr. 
use, up 122 kw.-hr. British Columbia 
reports 2,300 kw.-hr. used per home 
in Vancouver, 1,993 in Victoria, with 
an average increase of 393 kw.-hr. for 
the two areas. A very large sale of 
ranges, water heaters and refrigerators 
undoubtedly accounts for this rise. 


Few Plan to Merchandise 


There has been little chagge in the 
attitude of western power ¢ompanies 
toward utility merchandising. The vast 


1951 


majority do not sell appliances and 
do not plan to enter this field during 
1951. In California, the California 
Electric Power Co., serving the Im- 
perial Valley area, is in the merchan- 
dising field and plans to continue, but 
the Coast Counties Gas & Electric 
Co., which did some merchandising 
during 1950, has gradually been with- 
drawing and plans to be out of this 
business by next year. Both Tacoma 
and Seattle city departments did some 
merchandising and will continue, but 
Tacoma emphasizes the fact that they 
put no drive back of their handling of 
ranges and water heaters, pushing 
their sale through the dealer, while 
Seattle puts its emphasis on the com- 
plete electrification of older homes. 
No other companies in either Oregon 
or Washington sell any appliances at 
all. 

Idaho sells a complete line of appli- 
ances, but also has an active dealer 
cooperation program. They aim to fill 
in particularly in rural areas where 
dealer facilities are not adequate. The 
Montana Power Co. does not merchan- 
dise, nor do any of the power com- 
panies in Arizona, Utah or Nevada. 
All Wyoming companies now report 
that they handle appliances, while Col- 
orado is divided. The two larger com- 
panies centering in Denver and Pueblo 
and the Home Light & Power Co. of 
Greeley sell appliances, while Fort Col- 
lins, the Frontier Power and Colorado 
Utilities do not. In New Mexico, only 
the El Paso Electric Go., serving the 
Las Cruces area, does any merchandis- 
ing or plans any for the coming year. 
They also have an active dealer pro- 
motion program, 

British Columbia is out of merchan- 
dising and plans to remain out. From 
Hawaii both power companies report 
“no merchandising”. The Hawaiian 
Electric Co. explains that it has sepa- 
rated its merchandising activities from 
its utility operation by forming a dif- 
ferent corporation to handle them. 


Dealer Increase 


Figures invoWing the number of 
dealers are not wholly reliable, as it 
seems impossible to define the classi- 
fication so that it means the same to 
all companies reporting. Fifty-six com- 
panies report a total of $8,861 dealers, 
which is one to every customers 
served. The number Sf *dealers in- 
creased slightly during the year, up 
1.6 percent over the figure reported by 
the same companies for 1949, 

Reports from the states vary greatly. 
Washington, Oregon and Colorado re- 
port decreases in the number of deal- 
ers, Idaho claims no change, while the 
other states all report increases: Mon- 
tana, 1 percent; Wyoming, 4.9 per- 
cent; New Mexico, 15 percent; Ari- 
zona, 14.8 percent; Nevada, 25.4 per- 


cent; and California, 4.3 percent. From 
Utah a change in the type of dealer 
included makes some of the figures not 
comparable. Excluding these, the in- 
crease in the number of dealers was 21 
percent. The only comparable figures 
reported from Hawaii for the two 
years are from Hilo, which had no 
change in the number of dealers, All 
areas report more dealers than prewar. 


INCREASE IN NUMBER OF DEALERS 
Area 


Washington 
Oregon 
California 
British Columbia 


Number of Customers per Dealer 


Reports on the number of customers 
per dealer also show variations. Cali- 
fornia reports the high number of 587 
customers to one dealer. Colorado, 
where the major utilities merchandise, 
also has a high figure of 552 customers 
per dealer, Wyoming, where all of the 
utilities are in the merchandising field, 
reports only 240.6. Other figures re- 
ported include: Montana, 223; Idaho, 
161,5; New Mexico, 446; Arizona, 
371; Nevada, 207; Washington, 285; 
Oregon, 429; Hawaii (Hilo only), 
439; British Columbia~. 408.7, Utah, 
omitting one company where dealers 
selling small appliances only seem to 
have been included, gives a figure of 
218.3 customers per, dealer, 


. Sales of the Big Three 


Unit sales of the three major appli- 
ances were up in almost all parts of 
the West. 

Refrigerators showed major in- 
creases in Oregon, Nevada, California 
and Wyoming. The only report from 
Washington shows a slight decrease. 
Sales per 1,000 customers follow this 
pattern. Washington showed a de- 
crease of three; New Mexico was also 
below last year’s figure, but 1950 re- 
ports for this state are probably made 
on a more accurate basis than pre- 
viously. Oregon was high, both in the 
number of refrigerators sold per 1000 
and the increase of 84 refrigerators 
per 1,000 over last year’s figure. Wy- 
oming was next, both in 1950 sales per 
1,000 and in increase. Washington had 
the next highest sale per 1,000, even 
though it was under last year’s figure. 
Next in order come Arizona, Idaho, 
Nevada, California, Colorado and Utah. 

(Continued on page 310) 
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“Our Roots are Deep 


bout 100 years ago a group of colonists 

chose as their homeland a tract of rich prai- 

rie land with heavily timbered hills, on the 
banks of the Iowa River. This new homeland was 
named Amana. 


The colonists built their homes and furniture from 
the raw materials at hand. They raised livestock, 
fruits and vegetables and their own sheep provided 
fleece for spinning and weaving their clothing. 


As time went by, the colonies prospered. Because the 
colonists worked for their own common welfare, they 
set and maintained the highest standards of work- 
manship. Everything they turned out was a master- 
piece of precision and quality. 

This perfectionist attitude still prevails today at 
Amana, for throughout the years, the colonists became 
more and more skilled at their jobs and these skills 
were passed down from father to son. 


Amana pioneered in the field of frozen food locker 
plants and rapidly became a leader in that industry. 
This wide experience in frozen food storage proved 
invaluable when Amana entered the food freezer field. 


The rest is history. Today, Amana stands supreme as 
a pioneering manufacturer of America’s finest food 
freezers...freezers that incorporate more quality fea- 
tures and offer the greatest of protective warrantees 
... here is manufacturing perfection that truly reflects 
a century-old tradition of skilled craftsmanship. 


Yes, Amana’s roots are deep 


. . and its aim is high! 


The Most Highly Respected Name in the Freezer In fustry 
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...Our Aim is High!” 
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APPLIANCE MARKETS by REGIONS 


Utilities report on unit sales of appliances and radio for the nine 
principal regions of the country, and provide data on the number 
of dealers serving their territories and their own merchandising policies 


N the following pages ELec- 
O=« AL MERCHANDISING presents 

in tabular form the results of its 
seventh consecutive survey of appli- 
ance sales, saturation and merchandis- 
ing practices of the majority of the 
national utility companies. 

In this 1950 survey, 194 utility com- 
panies serving 28,923,224 residential 
and rural customers in the United 
States, reported the number of cus- 
tomers they serve and the annual kw.- 
hr. consumed per domestic meter; 
estimated unit sale of appliances in 
their respective areas; the number of 
dealers serving their territories in 
1950 compared to prewar; and their 
plans on their own merchandising. 
As the country has a total of 39,044,000 
rural and residential customers, it will 
be seen that this report from com- 
panies serving 28,923,224 customers 
covers 75 percent of the total home 
meters in the United States. The data 
are broken down into reports covering 
the nine major regions of the country 
while the table shown on the opposite 
page is a national summary of the 
nine regional reports. 

In the national summary table, unit 
sales of appliances by regions are re- 
duced to sales per thousand customers 
sérved by the utilities in that region. 
Actual sales of major appliances in 
units for each reporting utility and 
each region are shown in the tables 
upon the succeeding pages. 


Sales Results 


A total of 151 utilities sold 128 elec- 
tric refrigerators per thousand cus- 
tomers in 1950 compared to 111 re- 
frigerators in 1949 and 100 in 1948. 
This 1950 figure projected to total 
number of wired homes in the country 
would show sales of 4,997,632 units 
nationally. Electric range sales, re- 
ported by 165 companies, showed 33 
ranges sold per thousand customers, 
compared to 28 for 1949 and 1948, 
which projected nationally would mean 
1,288,452 ranges. One hundred sixty- 
six utilities sold 18 electric water heat- 
ers per thousand customers compared 
to 17 in 1949 and 1948, or 702,792 
water heaters projected to the national 
total. 

Home freezer sales amounted to 15 
units per thousand customers served, 
a sharp rise from the 10 units shown 
in 1949 and 1948, or a total of 585,660 
projected nationally. Room air con- 
ditioner sales amounted to six per 
thousand customers (reports from 84 
companies only) which, if projected 
nationally, would give a total of 234,- 
264 units. 
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Washing machines amounted to 90 
sales per thousand customers compared 
to 76 in 1949, or 3,513,960 units when 
projected to the country as a whole, 
automatic models accounting for 37 
percent of the total. Ironing machines 
show nine units sold per thousand cus- 
tomers, a slight drop from the 10 
units shown in 1949. Projected to the 
country as a whole, this would amount 
to 351,396. The clothes dryer sold five 
units per thousand customers, up from 
three units shown in 1949 and 1948, 
for a national projected total of 195,- 
220 units. 

Vacuum cleaners climbed from the 
42 units per thousand customers shown 
in 1949 to 47 units per thousand cus- 
tomers in 1950, or a total of 1,835,068 
cleaners when projected on a national 
basis. 

Like the clothes dryers, another new 
device, the dishwasher moved up from 
four units per thousand customers in 
1949 to five units in 1950, Food waste 
units (garbage disposers) increased to 
five per thousand in 1950 from four in 
1949 according to reporting companies 
and the sales of each device projected 
nationally would show 195,220 units. 
The fact that both devices are often 
sold as a unit accounts for the simi- 
larity in the sales picture. 

For the first time television sales per 
thousand customers exceeded radio 
sales. Television set sales registered 
166 units per thousand customers (only 
87 companies reporting) whereas last 


year the figure was 60 units per thou- 
sand customers. In 1948 it was only 
31 sales per thousand customers. 
Projected nationally, the 1950 figure 
would show 3,396,828 units. Radio sets 
reached 119 sales per thousand cus- 
tomers, compared to 130 for 1949. 
Again projected nationally, this would 
show 4,646,236 units. 

It should be pointed out here that 
the projection of these utility estimates 
of regional sales to a national total 
invariably falls short of industry esti- 
mates of appliance sales figures for 
1950 which appear elsewhere in this 
issue. On the other hand, it is surpris- 
ing that utility executives from far 
flung sections of the country estimat- 
ing sales for their own regions only, 
can arrive at figures which fairly 
closely parallel national estimates for 
the area. Certainly the general value in 
the figures presented on the following 
pages lies in their estimate for a given 
locality. 


Utility Merchandising 


The number of utility companies re- 
porting on their plans for merchandis- 
ing through their own sales depart- 
ments shows 88 out of a total of 194 
companies intending to merchandise, 
or 45.36 percent. This compared with a 
figure of 48.8 percent who merchan- 
dised actively last year. It is interest- 
ing to note that in 1949 more utilities 
went back into merchandising, repre- 
senting a trend to abandon direct sell- 


ing set during the immediate postwar 
years. In 1950, this trend to abandon 
direct selling was apparently resumed. 
It is quite conceivable, of course, that 
the Korean war situation and the pros- 
pect of once again resuming the bur- 
den of war loads inspired a number of 
companies to forsake residential load 
building through their own sales force 
in 1951. 


The Dealer Situation 


One of the surprising aspects of this 
national survey of utility merchandis- 
ing is the reports from individual com- 
panies on the number of dealers serv- 
ing their territories in 1950 compared 
to prewar. It had long been anticipated 
that the rush of GI’s into the retail 
appliance and radio business would 
simmer down from year to year in ever 
increasing mortality rates. Surpris- 
ingly enough, 175 utilities reported 
that in 1950 their territories were be- 
ing served by 69,862 retail dealers, an 
increase of 79.56 percent over the 38,- 
907 serving their areas prior to the 
war. This represents an increase of ap- 
proximately 7 percent in the number 
of dealers serving these areas over the 
year 1949. It is true that in 1949 the 
number of dealers had increased al- 
most 4 percent from the number in 
business in 1948, but the resurgence of 
the appliance, radio and television in- 
dustry in the past year must account 
for the additional number of outlets 
coming into it in 1950. End 





17 New England 
2 Middle Atlantic 

25 East North Central 
18 West North Central 
15 South Atlantic 
12 East South Central 
17 West South Centra’ 
27 Mountain 
22 Pacific 

175 Total 


and were so tabulated. 





Prewar 
1,318 
10,281 
8,383 
2,112 
4,568 
1,605 
4,883 
1,549 
4,208 
38,907 


Number of Dealers 
1950 (Figures from 175 Co's) 


Dec. 1950 % Increase 
3,979 +201.89 
15,900 + 54.65 
13,501 + 61.11 
4,944 +134.09 
9,149 +100.28 
3,363 +109.53 
8,338 + 70.75 
3,304 +113.30 
7,384 + 75.47 
69,862 + 79.56 


* Utilities which did not reply to queries on their companies 1951 Merchandising Plans were assumed to be planning to drop out 


New England 
Middle Atlantic 10 12 
East North Central 
West North Central 1 
South Atlantic 
East South Central 
West South Central 
Mountain 

Pacific 

Total 


Utility Merchandising 
(Figures from 194 Co's) 

Yes No* 
16 3 


20 9 
6 6 
9 8 
2 10 
7 14 
8 23 
3 22 
88 106 
(45.36%) (54.64%) 
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Electrical Appliance Market Data—NATIONAL SUMMARY 


ESTIMATED UNIT SALES OF APPLIANCES IN 1950 PER 1,000 CUSTOMERS 





NUMBER OF | NUMBER OF 
UTILITIES CUSTOMERS 
REPORTING | (Urban & Rural) Electric Room Auto- Conven- Food 
Dec. 31,1950 | Refrig- Electric Water Home Condi- matic tional Vecuum Dish- Waste TERRITORY 
| | erators Ranges Heaters Freezers tioners Washers Washers lroners Dryers Cleaners washers Units Radio 








NEW ENGLAND 
Mai 183,514 
120,548 
71,785 
591,417 
54,700 
524,883 





2,137,460 








3,624,900 
1,346,187 
Pennsylvania 2,371,721 








TOTAL M. A 7,342,808 








116,804 


611,385 








6,221,013 











616,700 19 1 26 73 14 9 40 
224,359 12 a 16 25 5 7 22 
740,361 12 6 31 43 9 & 42 
(No Figures Were Received from Utilities Queried in this State). . . 
6 2 10 13 a 8 12 
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445,400 
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3,108,165 








EAST SOUTH CENTRAL 
Kentucky. :: | 282,749 
305,037 
409,608 
176,006 


TOTAL © & C. cece. 1,173,400 














| 

WEST SOUTH CENTRAL | 
Riis saueseess | 235,861 
419,400 
388,800 
1,423,876 


TOTAL W. S. C....... 2,467,937 














MOUNTAIN 
Montana... 
rere 
TER: 60 b0c000 eves 


100,600 
96,913 
19,831 

220,465 
81,385 

131,982 

170,901 
31,680 





Hse OO a= 


TOTAL MOUNTAIN. 





) 
| 


853,757 





458,647 87 32 
aie | 437,913 | 320175 58 
California. 2,860,213 19 19 


TOTAL PACIFIC......| | 3,756,773 | 127 31 21 








TOTAL UNITED STATES. . 28,923,224 128 33 15 





British Columbia 


Hawaii 


186,800 82 48 24 1 
72,400 50 40 27 20 


| 
| 








* Includes New England Electric System Companies Figures as Shown in Breakdown on Page 224. 
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The highest markup in the entire appliance 
field. Big unit sales—up to $1000! Big volume 
American Kitchens sell fast because they are 


the most-wanted appliance among women! 








Be 








Industry's hottest sales aids — American Kitch- 
ens offer complete business building sales aids 
The exclusive magnetized Plan-A-Kit shows the 
prospect how her kitchen will look in beautiful 
miniature. Complete training on kitchen plan 
ning and installation is personalized to fit your 


requirements 














Moderate investment — moderate inventory 
are important features of the American Kitchens 
business. In addition, your service problems are 
practically nil; there are no gadgets or moving 
parts to get out of order! 
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Heavy national advertising— color pages in top 
magazines plus newspaper and local adver 


tising to sell your customers. Names of pre-sold 


prospects—- prospects who have actually written 
in for information—are sent to you! 


Special Offer! Get This Compact, 
Easy-to-Erect Display... 


Here’s the answer! The biggest money- 
making proposition you ever heard about 

the attractive American Kitchens Display! 
This display is a real sales-booster, yet uses 
only 20 square feet of floor space! Dealers 
have told us, time and again, that this 20 
square feet is the biggest profit-making spot 
in their stores! The display is easy to erect, 
shows the beautiful American Kitchens 
products in a perfect setting for fast, com- 
plete kitchen sales. Find out how you can 
get this sales center for your store. Call 
your distributor or mail coupon at right! 


AMERICAN CENTRAL DIVISION 


No collection problems 
up in receivables. You get spot cash on installa- 
tions, thanks to FHA! Collections are the respon- 
sibility of the lending institution, with no re- 
course to you! 


CONNERSVILLE, INDIANA 


JANUARY, 


your money is not tied 


No yearly model changes— no trade-ins— you 
never have to run costly clearance sales to get 
ready for new models. No “in-between-model” 
slack periods! Once installed, the kitchen is part 
of the home—it never comes back to cut your 
profits as a trade-in! 


Sav ng « Money Sav 
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Still Only 10% Down... Up to 2% Years to Pay 


If appliance credit restrictions are hamstringing your sales—find 
out about the American Kitchens business! Here’s a gigantic busi- 
ness for 1951—unhampered by tighter credit restrictions. Because 
an American Kitchen becomes a permanent part of the home, 
consumer credit is still liberal under new FHA terms—only 10% 
down, up to two and one-half years to pay the balance! 

But that’s not all! In addition to the tremendous odvanfage 
liberal FHA terms gives you in selling American Kitchens—there 
are many other features offered by American Kitchens for in- 
creasing sales under today’s conditions! Read all the facts at the 
left—compare the advantages American Kitchens offers with 
those of any other appliance line. We're sure you'll agree that 
the kitchen business is the best business—the American way! 
Don't miss out on the profit opportunities of the American 
Kitchens business! Mail coupon to learn if there’s a franchise 
Open in your community. 
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Electrical Appliance Market Data—NEW ENGLAND 





Average 
Nember of Cestomen | KW-Hour 1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 


Consumption 





| 


1950 





MAINE 
Central Maine Power Co.......... 182,000 174,303 
St. Croix Electric Co...... 1,514 1,477 


NEW HAMPSHIRE 
Pub. Serv. Co. of N. H........... 105,048 108,000 
New Hampshire Electric Co 15,500 15,100 


VERMONT 
Green Mountain Power Corp 26,285 25,680 
Central Vermont Public Service Corp. 45,500 44,565 


MASSACHUSETTS 
Brockton Edison Co 45,500 43,744 
Plymouth City Electric Co 12,000 11,400 
Western Mass. Electric Co 97,700 94,846 
Boston Edison Co 381,000 
Fitchburg Gas & Elec. Co......... 14,625 
*New England Electric System 
Companies... . 590,613 
-ynn Gas & Elec. Co. 38,441 
Provincetown Lt. & Pwr. Co 2,151 


RHODE ISLAND 
Blackstone Valley Gas and Electric 
54,700 1,010 100 


CONNECTICUT 
Conn. Light & Pwr. Co 214,103 205,071 2,008 600 
Connecticut Power Co. ' 73,884 1,880 





United Illuminating Co 141,750 J 1,560 
Hartford Elec. Light Co 79,200 2,060 
Derby Gas & Electric Co 11,830 | 1,184 
*Controls companies throughout New England, majority of which are in Massachusetts 


Electrical Appliance Market Data— MIDDLE ATLANTIC 











reese 
Number of Customers KW-Hour | 
(Domestic) Consumption 





Dec. 31, 
1949 1950 








NEW YORK 
N. Y. State Elec. & Gas. Corp.... 324,000 312,913 | 
Long Island Lighting Co. . 222,900 202,783 
Central Hudson Gas & Slice. con. 87,000 85,222 
Rockland Light & Power Co....... 50,000 47,071 | 
Consolidated Edison Co. of N.Y... 2,005,000 1,982,100 | 
Rochester Gas & Elec. Corp... 147,000 143,142 
Niagara-Mohawk Pwr. Corp. 

(Eastern Div.).  aueeeeek 3+ or ee 238,000 | 
Niagara-Mohawk Pwr. Corp. 
(Central Div.) . sick eds 238,300 229,876 

Niagara-Mohawk Pwr. 
(Westem Div.). .... .. 306,700 299,790 


NEW JERSEY 
New Jersey Pwr. & Lt. Co........ 71,387 66,709 
Atlantic City Electric Co .-e- 121,000 114,947 
Public Service Elec. and Gas Co.... 1,010,000 962,500 
Jersey Central Pwr. & Lt. Co...... 143,800 136,570 


PENNSYLVANIA 

Metropolitan Edison Co ; 179,586 174,496 | Teer 

Northern Penna. Pwr. Co 31,145 29,697 | f | : 1,300 
Luzerne County Gas-Elec. Co 38,000 37,300 | t 600 
West Penn Power Co ; 281,000 270,877 | ‘ y 12,000 
Pennsylvania Pwr. & Lt. Co..... 447,500 434,708 J 26,000 
Phila. Elec. Co. System ; 716,990 696,169 , ; 15,000 
Pennsylvania Elec. Co a 276,800 269,458 7 12,900 
Duquesne Light Co kaewa 339,700 332,063 : : 6,500 
Pennsylvania Power Co ee 61,000 59,194 : , 2,670 
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Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners 


Dish- 
Washers 


‘ood 
Waste 
Units 




















ELECTRICAL MERCHANDISING—JANUARY, 


1951 











BRAND NEW REASONS WHY ANY EVANS OWNER® 
WILL TELL YOU THAT EVANS IS 





TN acy: Toe) |i 


*There are more than half a million satisfied Evans owners 




















iy ves you sqles points that are unmatched 





\ 













d c 
PPlian;,, 


P / 
YMouth Vision 














Electrical Appliance Market Data—WEST SOUTH CENTRAL 


Averag 
Number of Customers KW-Hour 1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) Consumption) 








Dec. 31, Dec. 31, Conv. Vac. Dish- 
1950 1949 1950 lroners Dryers Cleaners Washers 





ARKANSAS 
Arkansas Power & Light Co 208,933 194,978| 1,955 | 80,176 10,010 999 93,901 1,958 
Arkansas-Missouri Power Co 26,928 26,928 1,782 2,300 


LOUISIANA 
Louisiana Power & Light Co 128,000 115,670 1,100 22,000 
New Orleans Public Service 

Co., 129,200 125,238 
Southwestem Gas & Electric Co.... 124,450 118,191 
Gulf Public Service Co 37,750 35,204 


OKLAHOMA 
Oklahoma Gas & Electric Co 233,800 214,970 
Public Service Co. of Oklahoma... 155,000 146,595 1,011 


TEXAS 
Central Power & Light Co 136,000 122,096 600 
EI Paso Electric Co 46,600 41,426 200 
Texas Electric Service Co 150,500 136,045 500 
Texas Power & Light Co 241,000 228,000 
Houston Ltg. & Power Co 261 ,800 243,926 
West. Texas Utilities Co 74,322 70,477 200 
Southwestern Pub. Serv. Co 90,454 84,137 
City Pub. Service Board of | 

San Antonio . 102,092 600 
Dallas Power & Light Co 128,064 
Gulf States Utilities Co ; 162,599 

















Electrical Appliance Market Data— SOUTH ATLANTIC 





| Average 
Number of Customers | KW-Hour 1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) Consumption 





Dec. 31, Dec. 31, | Room 
1950 1949 1950 Freezers Condit. 
| 


| 





DELAWARE 
Delaware Power and Light Co., 
(Northern Division) 56,682 51,282 


MARYLAND 
Potomac Edison Co 110,211 
Eastern Shore P. S. Co. of Md } 
Eastern Shore P. S. Co. of Va 49,804 | 
Delaware Pwr. & Lt. Co. (Southern 

Div.) 
Consolidated Gas., El. Light & Power 
Co. of Baltimore 330,535 | 16,100 1,000 


DIST. OF COLUMBIA 
Potomac Electric Pwr. Co......... 220,321 16,100 3,200 


VIRGINIA 
Va. Electric & Power Co 


WEST VIRGINIA 
Appalachian Elect. Pwr. Co 
Monongahela Power Co........... 161,000 151,729 


NO. CAROLINA 
Tide Water Power Co 37,000 34,979 
Carolina Power & Light Co........ 222,800 204,545 
Duke Power Co 445,000 389,000 


SO. CAROLINA 
So. Carolina Elec. & Gas Co... 100,305 93,389 


GEORGIA 
Georgia Power & Light Co........ 22,700 20,407 344 
Savannah Elec. & Power Co 37,000 34,645 500 
Georgia Power Co 386,700 357,936 8,750 


FLORIDA 
Florida Pwr. & Light Co... 269,856 241,325 5,000 
Florida Power Corp 102,000 93,340 1,420 
Tampa Electric Co 78,500 72,785 1,500 
ey CUES 6 ddescciccsewsens 45,896 41,729 100 


1,810 
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PRESENT SATURATION % 





Auto. Conv. Vec. Dish- Waste 
Washers Washers lroners Dryers Cleaners Washers Units Redio 





24,000 


25,000 




















PRESENT SATURATION % 





Rehrig- Water Room Auto. Conv. Vac. Dish- 
erators Ranges Heaters Freezers Condit. Washers Washers Ironers Dryers Cleaners Washers 


Did Co. 
jerchandise Plan to 
in 1950? = in 1951? 





42,650 


41 600 





No 


No 
Yes 
Yes 


No 
No 
No 
Yes 
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More best-sellers join the 
RCA VICTOR miuuon proor Television 


New Picture Pick-up, other features 
are your assurance of fastest turnover 


Wes! The new RCA Victor “ Million Proof” line 
offers better-than-ever sales opportunities. Every 
set has the new RCA Victor Television Pick-up 
for best possible reception sec 

The RCA Victor Eye Witness Picture Syn- 


chronizer promises steady screen image—actu- 


anvwhere! 


ally “locks” picture in place. 

In sound, too, RCA Victor is tops! Hear the 
models with Extended Tone Range. It provides 
truer, more realistic listening. 


The Fairfax. Television plus 


radio, “Victrola” 
and a 33'3-78 changer. 


The Hartford. Television, AM-FM 


radio, “Victrola” 


78 rpm changer. Extended tone range. 


The Bentley. Attractive table model, 
lowest-priced RCA Victor “Million 


Proof” television, 
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15 record changer 


45 changer—33 \4- 


The 


passed for beauty and clarity—balances all 


“Golden Throat” tone system — unsur- 


parts exactly. 

And don’t forget the beautiful cabinetry that 
goes into all RCA Victor television sets. Your 
customers actually get fully finished mahogany 
—at no additional cost! 

It all adds up to the surest-selling, fastest- 
turnover television line you can promote: the 
RCA Victor “Million Proof” line. 


AM The Provincial. Popular Provincial- 


style cabinet houses “ Million-Proof” 
television. 


The Kent. Television in a convenient 
furniture ensemble. Sharp, steady 
“Million Proof” pictures. 


The Newport. RCA Victor table 
model for real value. Sparkling 
“Million Proof” television. 


JANUARY, 


The Winston. Attractive new com- 
bination. Television and a “Victrola” 
45 phonograph. 


if 


The Regency. Console. Clear “Mil- 
lion Proof” television with pictures 
“locked” in place. 


The Highland. Console shows “Mil- 
lion Proof” well. Finely 
styled cabinet. 


pictures 


The Hillsdale. Console houses big 
“Million Proof” pictures. Superb 
cabinetry. 
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The Somervell. Combination, televi 
sion, AM radio, “Victrola” 45 record 
changer and a 3314-78 changer. 


The Rutland. Television, AM-FM 
radio, “Victrola” 45 phonograph— 
33 14-78 changer. Extended tone range. 


The York. RCA Victor's largest 
screen in a table model. Consolette 
base is extra. 19-inch, 


ONLY RCA VICTOR HAS 
THE “GOLDEN THROAT” 


LCA 


ONLY RCA VICTOR MAKES THE “VICTROLA” 


The New Fairfield. Superb RCA 
Victor console.“ Million Proof” televi- 
sion, beautiful cabinetry, phono-jack. 


The Northampton. Superb English 
cabinet makes beautiful furniture. 
*Million Proof” television. 19-inch, 


The Kingsbury. Console, modernly 
styled. “Million Proof” pictures are 
actually locked in place. 


The New Provincial. New RCA 
Victor console. Television in beautiful 
cabinetry, with phono-jack. 19-inch. 


The Sedgwick. Television, AM-FM 
radio,Victrola” 45 changer —33}4- 
78 changer. Extended tone range. 19”. 


The Modern. Cabinet swivels on 
base for best “Million Proof” televi- 
sion view. 


MCT OR AdAd 


DIVISION OF RADIO CORPORATION OF AMERICA 


“Victrola”—T. M. Reg. U. S. Pat. Off. 


RCA VICTOR—World Leader in Radio... First in Recorded Music. .. First in Television 
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Electrical Appliance Market Data—EAST NORTH CENTRAL 








Average 
Number of Customers KW-Hour 
(Domestic) Consumption 





Dec. 31, Dec. 31, 
1950 1949 1950 





OHIO 
Columbus & So. Ohio Elec. Co.... 179,768 173,218 
Dayton Power & Light Co......... 187,294 166,720 
Central Ohio Lt. & Pwr. Co 19,472 18,293 
Cincinnati Gas & Elec. Co......... 289,000 279,665 
Toledo Edison Co 137,200 135,997 
Ohio Midland Lt. & Pwr. Co 10,689 10,251 
Cleveland Elec. illum. Co 367,200 353,669 
Ohio Edison Co. of Marion 29,781 29,368 
Ohio Edison Co 396,400 381,714 


INDIANA 
Public Sve. Co. of Ind., Inc 256,500 243,240 
Indianapolis Pwr. & Light 145,500 140,618 ARS 
So. Indiana Gas & Electric 51,500 49,181 1,286 4,988 
No. Indiana Public Service Co 145,467 


ILLINOIS 
Central lil. Light Co..... 83,266 
Central Ill. Elec. & Gas Co 40,075 
Commonwealth Edison Co......... 866,513 | 
Illinois Power Co... 238,926 | 
P. S. Co. of Norther Ill. ......... 402,554 | 8,600 27,400 
lowa-Illinois Gas & Elec. 72,882 1,000 3,500 
Central Ill. Pub. Sve. Co 176,037 2,928 11,759 


MICHIGAN 
Edison Sault Elec. Co............ 7,256 
Detroit Edison Co... 831,776 
Consumers Power Co. 538,810 
Upper Peninsula Power Co 14,864 


WISCONSIN 
Wisc. Pub. Service Corp. . 119,403 
Lake Superior Dist. Pwr. Co 16,540 oogunee 
Wisconsin Pwr. & Light Co 133,968 1,500 6,500 
Wisconsin Elec. Power Co 261 666 -see. 4,000 8,000 























Electrical Appliance Market Data—tAST SOUTH CENTRAL 


Average 


| | 
Number of Customers | KW-Hour 1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 


mestic) | Consumption 








Dec. 31, | Auto. Conv. 
1949 1950 b Washers Washers 





KENTUCKY 
Louisville Gas & Electric Co... 122,000 118,000 1,574 | 9,000 1,900 17,000 
Kentucky Utilities Co..... --+» 160,749 150,913 1,578 30,208 ee | le 


TENNESSEE 
Elec. Pwr. Board of Chattanooga.... 57,450 54,795 | 5,500 11,562 2600 4,100 
Memphis Light, Gas & Water Div.. 89,968  102,000| 1,795 17,000 6,700 
Knoxville Utilities Board. 53,300 51,450 | 4,850 5,000 
Kingsport Utilities, Inc. . 15,250 14,384 3,100 
Nashville Electric Service. . . 80,000 73,406 5,000 
Bristol Electric System. . . ae 9,069 8,069 4,000 


ALABAMA 
Birmingham Electric Co 96,896 1,550 
Alabama Power Co..... 287,164 2,057 50,942 


MISSISSIPPI 
Mississippi Pwr. & Light Co. 100,666 1,308 
Mississippi Power Co...... 62,961 1,410 9,895 
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PRESENT SATURATION % 





Refrig- Water Room Auto. Conv. Vac. Dish- 
erators Ranges Heaters Freezers Condit. Washers Washers’ lroners Dryers Cleaners Washer 


Did Co. 
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PRESENT SATURATION % 





Refrig- Water Room Auto. Conv. Vac. Dish- 
erators Ranges Heaters Freezers Condit. Washers Washers ironers Dryers Cleaners Washers 


ise 
in 19507 


Plan to 
in 1951? 











No 
No 


No 
No 
No 
No 
No 
No 


No 
Yes 


No 


No 
No 


No 
No 
No 
No 
No 
No 


No 
Yes 


No 
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FOR EASIER PROFITS IN ’51- 
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Push the line with the 


SPEARHEADED BY THE FAMOUS WARING BLENDOR, THIS LINE CAN 
MAKE YOUR SELLING JOB EASIER, YOUR PROFITS LARGER IN ‘51. 


Waring Blendor 


The amazing kitchen appliance that cuts food preparation time and mixes 
drinks in seconds. It chops, churns, mixes, grates, beats, liquefies and purees. 
In the opinion of your customers, there is nothing else like it! 


J~WEXCLUSIVE PRINCIPLE 


The Waring Blendor’s powerful high-speed motor spins 
stainless steel blades in a patented clover-leaf-shape con- 
tainer—to assure perfect blending of ingredients. The Pyrex 
container—a Waring exclusive—is self-cleaning. 








MODEL FC-2 i | = MODEL 4 
DELUXE i 7 700 CHROME a 700 STANDARD 


White enamel base with 
chrome legs. iP oe 
Height — 16" Pum base. Height — 1434" 


* Gleaming, all-chrome |} | White enamel base with 
iw bates chrome band. 
Height — 1434" 


RETAIL PRICE oe. ’ RETAIL PRICE RETAIL PRICE 


$ 50 | & 50 ae . 9) 





= a 
All models : AC-DC ;4 h.p. motor ; Underwriters’ Laboratories Approved ; warranted for 1 year 


Waring2Steam Iron. 


1. IRONS WITH STEAM 2. PRESSES WITH STEAM 3. IRONS DRY 


CHECK THESE FEATURES: Complete steam range for every fabric— 
Irons dry without emptying water— Generates steam in 60 seconds— 
Vaporizes water a drop at a time for complete safety. Automatic shut-off , 
when placed in heel rest position, saves loss of steam when not in actual 
use thus eliminating the need for frequent refilling. 


® Weight—only 4 pounds @ Fully warranted for 1 year 
@115V AC @ 10,000 Cycle HPD @ U.L. approved 


/ | RETAIL PRICE . 9° 
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names that mean qual 
Lightweight Durabilt Travel Irons and Kits 


—for 115V—AC-DC 


Wonderful for 

travel anywhere 

in the U. S. or 

Canada. Weighs 

only 2 pounds. 

Heat indicator 

for rayon, silk, 

wool, cotton, 

linen. Tip-up heel 

rest, Detachable, 

long-life cord set. 

Iron surface—22 

inches of mirror finished sole plate 
steel. A top-value to help you cash in 
on the huge travel market! 


MODEL NO. 401 
RETAIL PRICE 


$ 6” 


Complete with carrying bag. 


Multipurpose Fully Automatic 


Folding Iron 


—for use at home or where 
AC is available 


Women love its 

full-size, iron fea- 

tures plus its fold- 

ing convenience. It 

packs and travels 

easily with small 

need for storage 

space. Weighs only 

2) pounds—Mirror 

finished sole plate 

steel, thin enough 

to iron around but- 

tons. Built for light 

or heavy duty, constant heat control 
for all fabrics. Ideal for apartment and 
small home owners. 


MODEL NO. 193 
RETAIL PRICE 
‘o” 
Underwriters’ Laboratories Approved 
115V—AC only 


Complete with carrying bag. 


Furnished with 

adapters for use 

with foreign out- 

let. Simple dial 

adapts it for 115 

volts for domes- 

tic use or 230 

volts for foreign 

use. Fuse pro- 

tected against 

over-voltage— 

with an extra : 

fuse for emergency. Only 2’2 pounds 
—with 22 sq. in. ironing surface. Tip- 
up heel rest. Perfect for people who 
travel! Operates on AC or DC. 


Deluxe Kit 


—special value! 


MODEL NO. 505 
RETAIL PRICE 


40"; 


Complete with carrying bag. 


Zippered iron- 
and - sewing - kit 
available with 
all three of these 
prpsres Dura- 
ilt models 
shown — Conti- 
nental £2505, 
list $14.95; 
Companion 
#2401, list 
$10.95; and the 
Automatic 
model #2193 at 
$13.95. Com- 
plete with handsome maroon case 
with white saddle stitching and gold 
colored fans po fastening, including 
forged steel scissors, needles, pins, full 
skein of 16 different colors of thread 
and metal thimble. 


See these top-quality Waring products at Booths #433-435, NATIONAL HOUSE- 
WARES AND HOME APPLIANCE EXHIBIT, Chicago—January 18-25, 1951 % 


A SUBSIDIARY OF 


All prices include Federal Excise Tax 


Waring Products Corporation 
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Electrical Appliance Market Data—WEST NORTH CENTRAL 








| 

Average | 
Number of Customers | KW-Hour 
(Domestic) | Consumption 


| 





1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 





Dec. 31, | 
1950 | 





MINNESOTA 
Otter Tail Power Co... ... 
Minnesota Pwr. & Light Co 
Northern States Power Co... 


Montana-Dakota Utilities......... 


IOWA 
lowa Elec. Light & Power Co 
lowa Power & Light Co... 
Interstate Power Co..... 
lowa Public Service Co.... 


MISSOURI 
Kansas City Power & Lt. Co 


St. Joseph Light & Pwr. Co........ 


Union Electric Co 
Missouri Pwr. & Light Co 
Missouri Gas & Elec. Serv 


Missouri Public Service Corp. ..... 


City Utilities of Springfield. . 
NORTH DAKOTA 


SOUTH DAKOTA 
Northwestern P. S. Co.. 


NEBRASKA 
Central Elec. & Gas Co 
Omaha Public Power Dist....... 


KANSAS 
Board of Public Utilities . . 
Kansas Gas & Elec. Co. . 
Western Lt. & Telephone Co. . 
Eastern Kansas Utilities. ... 


} 


66,683 | 
57,785 | 
429,769 | 


| 


44,587 


69,000 
59,700 
442,000 
46,000 


61,200 
13,000 
67,000 
83,159 


58,053 | 
12,500 | 
65,408 
79,243 


163,879 
31,450 
433,060 
48,772 
10,200 
28,000 
25,000 


30,931 | 
419,000 | 
47,255 | 1,250 

9,778 1,550 
26,844 | 720 
23,660 | 


1,840 


147,800 | 


1,388 


| 
No figures were received from utilities q 
l 


26,600 26,500 | 2,180 


5,900 
77,600 


5,649 
75,200 


1,750 
2,025 


34,000 
95,421 
32,150 

8,820 


33,727 
91,204 
30,650 

8,698 


1,724 
1,490 
1,325 
1,046 





| 


1,400 


2,500 
2,500 
9,000 
2,500 


1,000 
200 
3,000 


3,500 
1,200 
8,000 
1,200 
200 
100 


ueried in this state 


1,000 


44 
3,200 


500 
3,000 
1,800 

150 











Electrical Appliance Market Data—MOUNTAIN 


| Average | 
Number of (Domestic) | KW-Hour | 
ustomers | Consumption 


1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 





| 
Dec. 31, Dec. 31, | 
1950 1949 | 1950 





MONTANA 


Montana Power Co 


IDAHO 
Idaho Power Co.. 


WYOMING 
Rawlins Elec. Co 


Sheridan Div. Montana-Dakota Util. Co. 


Cheyenne Light, Fuel & Pwr. Co.. 
Western Public Service Co 


COLORADO 
Public Service Co. of Col... 
Colorado Utilities Corp. . 
Southern Colorado Power Co 
Fort Collins Light & Pwr. Dept. 
Frontier Power Co.... 
Home Lt. & Pwr. Co., Greeley 


NEW MEXICO 
P. S. Co. of New Mexico— 
Albuquerque. . 


Raton Public Service Co 
Southwestern P. S. Co... 


100,600 97,240] 2,155 


96,913 93,250 | 4,580 


2,000 
4,915 
8,816 
4,100 


1,500} 1,440 
1,420 
1,810 


1,400 


169,000 
1,800 
29,600 
6,027 
4,350 
9,688 


1,500 
1,450 
1,662 
1,980 
1,080 
2,785 
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No 
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No 
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+a 


= a ae "Ideal for farm use. 
useful attach hm bs j ee 


Step up your electric housewares sales all through the 
year by suggesting KitchenAid, the finest made food 
preparer, as the gift that means everything. 


KitchenAid 


TRADE ® MARK 


Electric Coffee Mill. 
Freshly ground coffee at the 
touch of a switch. 


Soeee aia teat 


The Finest Made , 
e hif 
World's Largest Manufacturer of Food and Kitchen Machines 
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— 


The Kitcher 

itself. The tremengan 

enthusiastic comments 

about KitchenAid speak volumesn 

User comments such as “it does every 

facturer claims’’ are typical. What better pre 
KitchenAid’s quality could there be! 


There’s no mystery about KitchenAid quality. Because 
Hobart has for years been designing and manufacturing 
dishwashers for the world’s finest hotels, restaurants, 
and hospitals, it is only natural that the KitchenAid home 
dishwasher should be a superb machine . . . that it should 
wash, rinse and dry really thoroughly . . . that it should 
be easy to operate . . . that it should be remarkably 
trouble-free. 


The outstanding KitchenAid features such as the 
Hobart revolving wash principle . . . the easy-sliding, 





| hee eresavaure 


Model KD-30 





Model KD-20 


Model KD-10 


oi 
as 


and for KitchenAid 
city. We hope our 


~ expanded production program will enable us to catch up 


shortly, so we suggest interested dealers write for name 
of nearest distributor. Address KitchenAid Dishwasher 
Division of The Hobart Manufacturing Co., Troy, Ohio. 


utchenAic 


The Finest Made pu 


World’s Largest Manufacturer of Food and Kitchen Machines 
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Electrical Appliance Market Data—MOUNTAIN continue 


Average | 


Number of Customers | KW-Hour | 1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) | Consumption 








Dec. 31, Dec. 31, 
1950 1949 1950 





ARIZONA 
Salt River Valley Pwr. Dist 80 18,513 
Tucson Gas, Elec. Lt. & Pwr. Co... J 31,162 
Central Arizona Lt. & Pwr. Co.... é 54,000 
Arizona Edison Co., Inc......... ’ 19,094 


UTAH 
Heber Light & Power Plant........ . 1,288 
Provo City Utilities. ........ : 6,614 
Telluride Power Co..... ; 6,518 
Utah Power & Light Co.......... 145,577 
Helper City Light & Power....... 800 
Price Light Department. . . J 1,950 
Southern Utah Power Co.. 3,595 


NEVADA 
Southern Nevade Power Co arg ‘ 8,980 
Sierra Pacific Power Co. : J 20,574 














Electrical Appliance Market Data—PACIFIC 


Average 
Number of Customers | KW-Hour 1950 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) Consumption 








Dec. 31, | 
1949 | 1950 
| 





WASHINGTON 
Grays Harbor P. U. D. No. 1... 15,798 15,419 4,368 
City of Tacoma, Dept. of Pub. 
Utilities ... 46,750 45,075| 6,500 $000 .... ae 
Washington Water Power Co. ns 83,599 81,328 5,286 | } 10, ,150 7,250 6,200 1,380 
Puget Sound Pwr. & Light Co..... 210,000 204,341 4,700 pa as 
City of Seattle, Dept. of Ltg... . 102,500 101,070 5,650 6,500 


CALIFORNIA 
Bur. of Elec., City of Alameda... .. 13,230 12,985 1,655 
California Elec. Pwr. Co...... . 43,000 40,000 1,800 | 1,200 
California Pacific Utilities. . .. . 16,082 15,387 3,150 
Coast Counties Gas & Elec. Co..... 35,350 32,368 1,978 600 
City of Glendale, Pub. Seiv. Dept... 32,350 31,361 1,300 | 500 
Dept. of Water & Power of the oe 
of Los Angeles ; 571,000 549,431 1,620 
Modesto Irrigation District. . . . 16,200 15,623 cents 
City of Palo Alto, Elec. Dept... .. 7,905 7,476 1,710 
Pasadena Municipal Lt. & Pwr. Dept. 35,366 34,322 Ce Foc waus 
San Diego Gas & Electric Co... . 148,875 139,875 | 1,888 , 12,500 14,000 4,500 
So. California Edison Co. . . seen See 729,249 1,500 -55,000.... 8,000 
Pacific Gas & Electric Co. 1,050,000 1,000,846 1,895 145,700 29, ,100 15,150 67, '500 57 500 16,500 
Sacramento Munic. Utility District 75,700 69,018 2,120 14,255 
City of Riverside Elec. Lt. Dpt. 14,873 13,935 1,992 | 
City of Burbank, P. S. Dept 25,282 24,136 1,745 


OREGON 
Eugene Water & Electric Boaid 16,600 15,676 6,000 
Mountain States Power Co. . 88,000 84,518 | 3,650 
Portland Gen. Electric Co 180,000 174,574 | 5,300 
Pacific Power & Light Co. .. 95,800 93,500 | 4,675 
California-Oregon Power Co 57,513 54,268 














BRITISH COLUMBIA 
British Columbia Elec. Rwy. Co 
Vancouver Division 154,000 $ 5 > F 1,050 11,551 785 
Victoria Division. . 32,800 4 J | : 45 1,800 


HAWAII 
Hawaiian Electric Co., Ltd 61,500 
Hilo Electric Light Co., Ltd 10,900 





PAGE 240 JANUARY, I1951—ELECTRICAL MERCHANDISING 








PRESENT SATURATION % 





Did Co. 
M ise 


Food 
| Refrig- Ww 


| Water Room Auto. Conv. Vec. Dish- aste in: jerchand: Plan to 
| erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Units T in 1950? = in 1951? 





80 No 
80 oa a og ey ie g; re it ef os No 
90 No 
46 No 


60 Ke : No 
No 
No 
No 
No 
No 
No 





No 
No 








PRESENT SATURATION % 





Food ‘ood 
Waste Refrig- Water Room Auto. Conv. Vac. Dish- Waste 
Units Radio Tv | erators Ranges Heaters Freezers Condit. Washers Washers troners Dryers Cleaners Washers Units 





MCRL SRNR it Sy A IR a iam ge 


a 











205,000 | 


4,500 28,000 45,000 | 
10,000 37,000 70,000 
; 119,000 100,000 


200 700 
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How To Ease THE PROFIT SQUEEZE 


A war economy means higher taxes, higher costs, controls and shortages 
—and a consequent squeeze on profits. By taking the ten practical steps 


—such as liquidating fixed indebtedness, eliminating unproductive serv- 


ice labor, and making collections promptly—you can stay in the black 


E’RE back in a war economy again, with 
\ higher taxes and higher costs on the 

agenda, controls of one kind or another, 
and shortages, all ganging up to put the squeeze on 
profits and making it necessary for the electrical 
dealer to manage his business with topflight effi- 
ciency in order to keep in the black. 

No one can predict the outcome of the “police 
iction” and it is wise to be prepared for any emer- 
gency. These suggestions will help the dealer 
keep “heads up” in these unstable times: 


1 According to the Consumer’s Price Index the 
1939 dollar was worth 100.2 cents. In 1949 it 
vas worth 59.1 cents. This should indicate a 
further decrease in the value of the dollar if the 
“police action” turns into an all-out war. If the 
dollar declines further in value, it will be wise to 
liquidate your fixed indebtedness. Mortgages on 
business property are in this category. They were 
ncurred with higher priced dollars. Pay them 
ff with cheaper dollars. The reader will also 
ut interest expense by paying off his fixed liabili- 
ties, and he needs every operating economy he 
can scrape up to get through this critical period 


with a profit. 


2 Keep swinging the axe on tax. Stiff as the 
income tax rates have been, they will cut deeper 
into the profits of businessmen. Every dollar 
saved on tax will represent the net profit on $20 
worth of business, figuring the net at five percent 
on sales. The dealer who can net five percent 
pocket-profit on sales from now on will have to do 
1 topflight job of business management. With 
higher taxation, even if costs remain the same, 
the “take-home” net will be much lower than it 
ever has been before. To keep on the black side 
of the ledger the dealer must take every legitimate 
deduction he can get and to do this he must con- 
sider tax an all-year-round expense that bears 
continual watching the same as any other item of 
overhead. He can no longer consider tax expense 
an unpleasant chore that must be done only 
around March 15th each year 


3 If you need fixed assets, business property, 
equipment, fixtures, etc., and your working capi 
tal is more than you need—in other words, if 
some of it is “sleeping capital’—then buy with 
the lower-priced dollars. Even if you have to buy 
on credit, you beat the gun in an inflationary 
period (if the dollar drops between the time of 
purchase and the time of payment), because you 


pay with cheaper money 
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4 If goods become scarce through restrictions 


and if the dollar goes down, the monetary value 


of your appliance supply will increase. With 
inventory scarce and high in dollar value, the 
dealer is under greater compulsion to keep stock 
control records because stock losses through 
damage, errors and theft will be more costly 
than in periods when the reverse is true. Few 
dealers in this field use stock control records. 
In the hectic period ahead, losses on inventory 
may run very high if stock control records are 


lacking 


5 Put your accounting system on the carpet and 
if it needs an overhauling, do it now. This is not 
only to make sure that you record your operating 
figures accurately, but to bear witness to your 
true costs if price control is put into effect. 
During the last war, certain commodities were 
permitted price increases to cope with increasing 


} 


1 , 
t nis 


osts, but the businessmen had to justify 
increased prices by his records. If his books were 
inadequate or badly kept, he was often turned 
down when he appealed for the right to increase 
prices. This may happen again to the fellow who 
has a slaphappy bookkeeping system. So put yours 
through the wringer now. Bookwork, on the whole, 
can stand improvement in many electrical mer- 
chandising establishments, particularly the small 
ind moderately-sized, and they can lose a lot of 
money if their books do not reflect operating 


results accurately and adequately. 


6 Departmentize so that you know how much 
you earn in each department or on your main 
lines. Even though price control is put into effect 
and you are limited by ceilings, you should know 
your departmental profit so that you can take 
steps to apply correctives exactly where they 
are needed. Losing money in one department or 
on one line and making it up elsewhere is an old 
story in this field and with higher taxes depressing 
profits, it is a more costly malpractice in a war 
economy than in a more normal atmosphere. From 
our field studies, we estimate that only about 20 
percent of dealers departmentize their bookwork. 
If they expect to get through this war economy 
in the black, they had better break down their 
sales to enable them to determine the profits 
earned on the various lines sold. 


y | Keep enough “seed money” on hand to meet 
business requirements. There is a tendency to 
stock up heavily at times like this. If you do stock 


up, make sure that you have the funds to pay, 
because the American Bankers’ Assn. has advised 
all bankers to restrict credit where it appears that 
businessmen are over-buying. This means that 
you must pay for what you buy with your own 
money and it is unwise to shorten your liquid 
funds to such an extent that you can’t pay “on 
the button”. Moreover, the government is crack- 
ing down on credit, which indicates that, despite 
increased spending in a war economy, there will 
be a tighter rein on credit than there has been 
since the last war ended. 

Check your working capital or “seed money” 
monthly. See that the current ratio is around two 
to one during this war economy, $2,000 in current 
assets for every $1,000 in current liabilities. When 
your books show this ratio, you should be in a 
good liquid position, 


8 Collect promptly. In a seller’s market, if the 
dollar decreases in value, there will be a tendency 
to be lax on collections on the assumption that 
money will be comparatively easy to get, hence, 
he hazard of loss through non-payment of receiv- 
bles will assumedly be negligible. You should 
remember that if inflation comes, you get cheaper 
dollars than you gave for the goods you sold 
and you can’t replace as much merchandise with 
these dollars as you passed to customers on 
credit. For this reason, get your collections in as 
fast as possible to beat the decrease in dollar value 
so that you can buy approximately as much 
replacement merchandise as you gave to the 
credit customers who paid you. 


9 If restrictions create merchandise shortages, 
service and repair sales on existing appliances 
and television will increase. The biggest loss 
hazard in the service department at a time like 
this is unproductive labor. Check it closely to keep 
it at a minimum. From your time cards and job 
records you can determine how many hours are 
spent on service work. From your payroll account 
you can determine what you actually paid for 
labor. The difference is unproductive labor. All 
costing experts contend that as a shop or plant 
approaches peak capacity, there is a tendemcy for 
unproductive laber to increase and under such 
conditions it should be watched most carefully. 
This is the main reason why peak capacity is 
never the most profitable capacity where labor is 
used to repair or produce a commodity. At peak 
capacity, the ratio of unproductive labor may 
(Continued on page 244) 
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Du Pont announces a NEW finish for refrigerator interiors 


y gel TWICE, 
e sales pull 


THE PROOF IS IN THE SELLING . . . and DULUX Enamel 
exterior finishes have helped to sell more than 20,000,000 
refrigerators . . . not to mention thousands and thousands 
of other home appliances. No wonder dealers everywhere 
point to the seal that identifies DULUX Enamel to give 
prospects visible proof of quality exterior finishing —a finish 
that will give years of washable, mar-resistant service! 

But now the name DULUX will pull just twice as hard 
for you . . . because sparkling DULUX Enamel is on 
refrigerator exteriors, identified by the DULUX Enamel 
seal... AND... 





. »» NEW DULUX Food Compartment Enamel is on refrig- 
erator interiors, identified by a special new seal of its own! 

Like DULUX Enamel, DULUX Food Compartment 
Enamel is an example of Du Pont research that has thor- 
oughly .proved itself both in laboratory tests and in home 
use . . . provides gleaming protection for years. Be sure 
your manufacturer supplies DULUX-finished refrigerators 
with both DULUX seals. If you don’t ask for them when 
you buy, you can’t feature them when you sell! 





“DULUX” IS AMERICA’S LEADING 
y pont 
HOME-APPLIANCE FINISH Dd 




















DULUX Refrigerator Finishes 
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GOOD SELLING MAKES GOOD CUSTOMERS 

















f 











One good sale 


PRESERVES another” 


Help the lady buy the refrigerator that 
best suits her family’s needs . . . and 
you have the inside track on profitable 
future business. Her day-to-day satis- 
faction with that refrigerator is the best 
‘customer preservative” you could ask 
for. Even in a seller’s market, there’s 
competition for Mrs. Consumer’s dollar. 
A well-made sale today will keep her 
your customer—for anything from another 
appliance to a complete kitchen or laundry. 
Owens-Corning Fiberglas Corp., 
Dept. 104-A, Toledo 1, Ohio 


OWENS-CORNING 


FIBERGLAS 





( 


FIBERGLAS Res, Fe 


APPLIANCE INSULATION 


& eee 
ATurse T° seit! 
*FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of 
Owens-Corning Fiberglas Corporation for products 
made of or with glass fibers. 


FIBERGLAS IS IN YOUR LIFE...FOR GOOD! 
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How to Ease 
the Profit Squeeze 


oe CONTINUED FROM PAGE 242 .—mmmmmmme 


increase to the point where it decreases 
profits. Do not confuse unproductive 
labor with non-chargeable time or 
labor. The latter covers all work done 
for a customer, but not charged for, 
such as free service on a guarantee. 
Unproductive or non-productive labor 
is labor you pay for but don’t get be- 
cause the workers “soldier”, do unsat- 
isfactory work that must be done over, 
or have to wait around because certain 
parts are not available, or because 
service calls are badly routed or man- 
agerial efficiency in the service de- 
partment is, in general, below par. 


10 Prepare a profit and loss state- 
ment monthly. More than 70 percent 
of the dealers in this field prepare 
statements covering longer periods 
than one month and they are vul- 
nerable to losses that could be pre- 
vented with monthly analysis. On 
repairs and service work, the dealer 
should cost each job and check his 
costs daily after completion against 
estimates or experience figures. If ma- 
terials or labor costs increase he 
should see that these increases are 
reflected in his job costs immediately. 
Any increase in the overhead per- 
centage to sales will show on the 
monthly profit and loss statement and 
such increases should be recorded in 
job estimates or costs immediately. 

Dealers who prepare statements over 
longer periods than one month are 
sticking their necks out at a time 
like this because they work on over- 
head ratios that may be too low and 
they do not know it until the next 
statement is prepared. In the meantime, 
they have lost considerable money. 
This explains why dealers are often 
disappointed with profits when they 
assumedly have been using satisfactory 
overhead ratios in computing their 
costs on service and repairs and when 
pricing merchandise. The galloping 
overhead tramples down their net. 
Despite the desire of the government 
to freeze prices or wages, they push 
upward in a war economy and the 
dealer must therefore watch his oper- 
ating costs far more intently today 
than at a time when there is no shoot- 
ing war on. 

Getting out of this war economy 
and its attendant inflationary spiral 
without having your profits shot full 
of holes demands the best in business 
management. Sales will not be hard 
to make, but earning a profit on sales, 
with costs and taxes increasing, will 
be an achievement that only efficient 
management can accomplish. The 
suggestions contained herein are based 
upon the experiences of electrical 
dealers as we reviewed them during 
World War II; therefore, they should 
be of practical value to the readers 
of this article in the hectic days that 
lie ahead. End 
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FSTOP source tu Sf 


SERVICE PARTS FOR ALL 
WASHING MACHINES 


YOUR ONE-STOP Now Qwailable 


SOURCE OF SUPPLY 


AT THE CENTRALIZED 
JOBBER NEAR YOU-- 


Through cooperation with washing machine 
manufacturers, the Centralized Parts Jobbers 
listed below carry a full stock of all washing 
machine parts to help dealers provide genuine 
factory parts and render prompt and efficient 
service. The leading dealers throughout the 
country are seeing the wisdom of this construc- 





tive plan and as a result are building bigger, 
better and more profitable service departments. 








ENGR Rp i Din! ARES ACA A tie id ige: cc) ear re cepnagetiagie Lape Nacsa 


ong 


Why waste time and money shopping around 
for parts when you can get all the parts you 
need for all the machines you service at one 
centralized source? There is one of these 
jobbers in your area who is a member of 
this group. Seek him out and depend upon 


him for the washing machine parts you 


AT 
ax eet AE: 
P\ Lo 


need. 


APPLIANCE PARTS JOBBERS ASSOCIATION, INC. 


A NATIONAL ORGANIZATION EAECUTIV ES eeees CE, DETROIT MICHIGAN 


> 
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Ironers 


| CONTINUED FROM PAGE §2e=emmmmme 


| 
cent, the Mountain states with 3.58 


& percent and the East South Central 
with 3.33 percent. Ironer shipments 
for the first eight months of 1950 show 
some variations in these four year 
average figures. The East North Cen- 

& tral region, for instance, dropped from 
28.55 percent to 24.12 percent and the 
Middle Atlantic picked up from 17.92 
to 19.53 percent. All other regions re- 
mained fairly stable. A twelve year 


study—1933 through 1949—shows that 
e | seasonally ironers sold fairly steadily 
| throughout the year with the fall 
months of August, September and 
October leading slightly over the rest 


of the year. 
Products that .) Outlook for 1951 
As is the case with all major elec- 
trical appliances, the prospect for 
| ironing machine sales in 1951 is, of 
course, dependent upon the supply of 
critical raw materials which the gov- 
ernment will permit to be used in the 


Se rvic e C a l Is t manufacture of consumer durable 
o 


goods. Present indications would make 
it appear that cutbacks will be some- 


Promotions that Pack | where in the region of 25 to 30 percent. 


At the time of writing, however, the 























war clouds are darkening ominously 


a Real Sales and by the time this appears cutbacks 
may already have been ordered beyond 

| those figures. Again, as in the case 

| of all major appliances, it is to be 

hoped that the cutback system of allo- 

| cating raw materials to producers will 

| remain in effect rather than a resump- 

© tion of the World War II practice of 

eliminating the end product entirely 





from the economy. As we have pointed 

out before, however, in other market 

Sentinel is profitable far beyond its obvious good | studies in this issue, a normal cut- 
. . 2? oT 

markup and freedom from price footballing — | back of say 25 percent in the number 


because ‘Sentinel sets SNUB service calls” is far Sone ax is car aie ae " 
more than a catchy slogan. Dealers in your own combination of higher prices, higher 
“neck of the woods” (ask your Sentinel distributor income taxes, higher savings and rigid 
controls will mean that an active 
specialty selling job will still be re- 
FACT. It makes Sentinel a money-maker for you. | quired in the year ahead. Only severe 
cutbacks in production can alter that 
picture. End 





for their names) will tell you it’s a proved profit 





And there’s an array of hard hitting merchan- 
dising material that has a terrific impact and will 








drive customers into your store, All of the sure, 
sound, profitable promotion and publicity mate- 
rial to produce sales for you. 





For complete details, contact your Sentinel dis- 
tributor, or Sentinel direct, IMMEDIATELY! 


Sentine 
Laeded and Zee bt 


Displays that tease, tempt and stop traffic! Sentinel Radio Corporation, Evanston, Illinois 


























| “lt DON‘T UNDERSTAND WHY FUSES HAVE TO 


BURN OUT JUST WHEN I’M USING ALL MY 
APPLIANCES!” 
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t 
pRoveD " Ads in 


Country Gentleman 


Help You Sell More 
Appliances! 


When a manufacturer puts an ad in Country Gentleman, it’s the 
strongest kind of help to you in selling your best rural customers! 
This has been proved in a nationwide survey of men and women 
heads of Country Gentil h Not only do they read 
Country Gentleman more, use it more, like it more than the other 
big farm magazines—but they also . .. 





Mrs. Thome Johnson, Nebraska Country 
Gentleman farm wife, specified the design 
for kitchen cupboards and laid out modern 


food preparation center in her home. Complete ] READ THE ADVERTISING in Country Gentleman...in 96.2% of homes. 


laundry facilities are housed in separate room. 


Z GET BUYING IDEAS from the advertising in 3 out of 4 homes. 


3 RECALL DEFINITE BUYING IDEAS in over 3 out of 4 of these homes. 


« «+ that’s why dealers like you give 


Country Gentleman a lead of nearly 2tol 


when voting for the farm magazine that helps most to sell local customers 


That's why Country Gentleman also rates first with adver- 
tisers. They invest more advertising dollars in Country 
Gentleman than in any other farm magazine. 
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More than 74 million people are home where Household 
Magazine goes. Home. They eat at home, play at home, 
entertain at home. Indeed, 76% of Household’s fam- 
ilies own their homes. 

These Household families are big, with big homes 
(close to three bedrooms apiece!). That means a lot 
of cooking and sewing ... a lot of washing and clean- 
ing... lot of electric appliances. 

Big appliances, too? Sure! Because Household fam- 
ilies own their own homes... they don’t hesitate to 
buy things like freezers, and dryers, and dishwashers. 
In a year’s time, well over a million major appliances 
are bought by HOUSEHOLD subscribers—to say noth- 
ing of radios and phonographs. 

Household stimulates their buying with two appli- 
ance features every month... plus a host of articles 
on cooking, decorating, work-saving ideas. Home 
Editorial, for Home Families, in the Home Towns of 
America (Small cities and towns of 25,000 or less)— 
what better combination for selling home equipment? 


HOUSEHOLD HITS HOME 


} 





“BENSON, YOU'LL HAVE TO STOP BRINGING 
HOURS TO 


| YOUR FRIENDS IN HERE AFTER 


WATCH TELEVISION.” 


Clothes Dryers 


CONTINUED FROM PAGE 84ceumeeee 


| North Central was in fourth place, 


with 12.67 percent. New England and 
the Mountain states were lowest with 
less than five percent of the sales. Fig- 
ures for eight months of 1950, broken 
down by states, which will also be 
found in this issue, do not materially 
alter this relative position of the dryer 
market. 


The Crystal Ball Department 


As in the case of all major appli- 


| ances which are heavy users of sheet 


steel, porcelain enamel, copper, cobalt, 


| aluminum, and components such as 
| fractional horsepower motors, produc- 


tion and sales of clothes dryers in 
1950, of necessity, will be limited to the 


| degree the government cuts back crit- 


ical materials. To date, such cutbacks 
would appear to be in the ratio of 25 


| to 30 percent. However, at the time of 
| writing, the war situation has taken 


a sudden and drastic turn for the worse 
and it is entirely possible that by early 
1951, the extent of these cutbacks will 
be far deeper. Under normal condi- 


| tions, therefore, where quite possibly 
| clothes dryers sales could have easily 
| surpassed the half million mark, we 


must look forward to a year in which 


| some 200,000 units will be nearer the 


market. Again, as in the case of other 
major appliances in the $200 to $300 
bracket, it must be remembered that 
higher prices, higher income taxes and 


| strict credit controls will tend to cut 


down consumer buying to some extent. 
A 25 percent cutback, therefore, 
would still leave plenty of room for 


| careful selling and promotion. End 
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HOUSEHOLD Magazine 
Capper Publications, Inc. 
Topeka, Kansas 








“IF YOU CAN’T SELL HER AN ELECTRIC ONE, 
DO ME A FAVOR AND GET HER ADDRESS.” 
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Let’s talk 
about your future 


Worried about getting saleable, profitable 
merchandise ... uncertain of the future? 


HORTON HAS THE 
ANSWER FOR YOU! 


Now the oldest name in the industry brings FAMOUS HORTON FIRSTS 


you the kind of news appliance dealers every- 





} 
i 
f 


vy First to mount mofor in rubber 


where have been waiting for . . . a full line, a Y First to enclose mechanism fully 


profit-making line of home laundry equip- Y First to develop porcelain enamel tubs 


Y First to invent and patent way to 
..- low in price. Stabilize your future now. discard bolts through tub 


Tie-up with Horton and tie-in with a sure VY First to build a commercially 


ment that is tops in performance and quality 


source of profits for years to come. successful washer for home use 


SEE US AT SPACE 511-A 
AMERICAN FURNITURE MART 


gp HORTON 


The Complete Line in Home Laundry Equipment 
HORTON MANUFACTURING COMPANY, FORT WAYNE, INDIANS 
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cordially invites you 

to come in and see the 

latest Magnavox instruments 
during The Winter Market 
January 8-19 

at the new Magnavox 
Permanent Chicago Showroom 


Room 1115 ¢« Merchandise Mart 


Better sight, better sound, better buy... 


the ( mag if t iy , King-sized pictures 


as big as life! 


Pampers treasured records! Mi RS rr <7 W La) >. 4 


tilwisioy - jadig - phonograph 


line that has everything 


Clearest pictures! 


Out-of-this-world sound! 


os 2 be oS a . ee Ff - & ¢ Bs So. 8°99 ££: t-es 2S 
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Ihe year 1951 is going to be dif- 
ficult—but profitable—for appliance 
dealers 

You can say that much this early, 
even though prospects for the year 
just starting are foggier than for 
any other period in recent history 
The outlook depends, of course, on 
what strategic plan the Pentagon 
finally adopts. Question is: how 
rapid will the build-up be? 

Will it be relatively slow mobiliza- 
tion, the kind that concentrates on 
expanding the economy as a base 
for rearmament—and expanding re- 
armament too. Or will there be a 
rapid switch to a full war basis? 

The answer should come soon. 
3ut even if it calls for a rapid 
switch, the impact on the economy 
—or on the production of durable 
goods—is likely to be delayed for 
months. It will take a while, for 
example, to translate the program 
into the specific number of men, the 
specific amount of material that will 
be needed when and where. And it 
will take at least a half year before 
the translation shows up in lower 
figures on appliance production. 

Of course, the road ahead will 
have its pitfalls. Defense produc- 
tion and the stockpiles may hog 
critical materials, force cutbacks. 
Taxes and credit controls may cut 
purchasing power and, then, con- 
sumer demand. Housing starts are 


Bermuda Bound 


Rate of Mobilization to Determine 
Industry's Output in Coming Year 


Wage boosts, overtime will raise cash in hands 
of consumers but shortages will limit sales 


(By the McGraw-Hill Washington News Bureau) 


sure to be down in the year ahead. 

But if you look into the income, 
revenue and controls situations as 
they seem to be shaping up right 
now, you get this measuring picture: 

Business and Income. Military 
procurement—whether for defense 
alone or for all-out war—will push 
the industrial production indexes 
back up to the World War II peak. 
That will put them at least 15 per- 
cent above current levels. 

Greater production means higher 
wages—hourly as well as take-home. 
Wage controls may come this spring 
but not before the general level of 
pay rises another 6 or 8 percent. 
And even under wage controls, an 
average of 4 hours of overtime a 


a 


OVER FIVE HUNDRED company officials and dealers of the Timken Silent 
Automatic division of Timken-Detroit Axle Co., spent six days in mid-November 
on a cruise to Bermuca as reward for sales accomplishments during the year. 
Boarding the ‘‘Queen of Bermuda” are advertising manager R. M. Marberry, 
Mr. and Mrs. T. A. Crawford (he is Timken vice-president and general mana- 
ger) and L. W. Foutz, sales manager of Automatic Heat, Inc., Philadelphia, 


the company’s leading dealer last year. 
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week will still swell workers’ en- 
velopes. 

All this adds up to a lot more cash 
—even after taxes—in the hands of 
the people who make up the mass 
appliance market. Indeed, the total 
available for purchases of radios, 
washers, TV sets and the like may 
be swelled even more by Regulation 
X—the curb on new housing credit. 
Though Reg X is not an unmixed 
blessing, many people who put aside 
a few hundred dollars for down 
payments on houses will find they 
can’t use the money for this pur- 
pose; though they will save part, 
some cash will be freed for appliance 
buying 

There’s one thing, though, of 
which the electrical merchandising 
industry can be sure: though inven- 
tories have been rising recently, they 
are soon going to be worth more 
than cash; demand is certain to 
outrun supply. 

Taxes. The government's need 
for revenue to pay for the war is go- 
ing to dim the appliance profits 
picture somewhat this year. Dealers 
will be affected three ways: 

Excises are due for a boost. As 
defense costs mount Congress will 
be forced to turn to every source of 
revenue. A general sales tax is a 
possibility, but a continuation of the 
selective program is more likely. 
Some items now surtaxed will be 
added to the list; others already on 
will get a rate hike. Gasoline and 
tobacco will be hit hardest. But 
radio, TV and ranges may have to 
carry a heavier load, too. Besides 
revenue, the aim is to raise price to 
consumers in order to balance de- 
mand with supply. So heavier ex- 
cises will mean fewer sales. 

Corporate taxes will be upped 
steeply. Besides an excess profits 
levy, flat increases in the corporate 
surtax rate may be voted, too—to 
make a further increase in the ex- 
cess profit rate unnecessary. Pay- 
as-you-go will probably be aban- 


doned in the fiscal year that will 
begin in June, but even so there will 
be pressure to keep borrowing to a 
minimum. 

Individual taxes will also be 
raised. Total take will probably ap- 
proach that to be collected from cor- 
porations. It now seems certain that 
Congress will add three percent to 
each bracket rate. That will bring 
the levies up to the World War II 
level. But there’s a feeling that 
people can stand still more; so as 
mobilization costs mount, look for 
higher than ever rates. 

Controls. This month the first 
restrictions on aluminum, copper 
and cobalt go into effect. Auto- 
matically, the limitations mean cut- 
backs in practically all consumer 
durables—appliances especially. 

And these restrictions are only 
the beginning. Steel will be added 
to the list. Eventually a tighter set 
will be imposed on all—something 
like the Controlled Materials Plan 
devised by the War Production 
Board during World War II. Al- 

(Continued on page 256) 


Directs Mobilization 


CHARLES E. WILSON, formerly pres- 
ident of the General Electric Co., has 
been named to direct the newly es- 
tablished Defense Mobilization Board. 
He will be in complete charge of the 
nation’s mobilization effort and will 
report only to the President. 
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Merchandise Availability Will Be Top Question 
At January Markets, Housewares Show 


oe to the January mar- 
A kets in Chicago will be a horde 
»t dealers who during World War 
Il learned the trick of “scratching 
for merchandise” to stay in busi 
ness 
They are prepared to scratch and 
Merchandise and Furniture 
dates, January 8 to 19, and 
Housewares Show, 


> 


25, ffer the best 
‘or the news is 
ap} liances 

to be re- 

the ex- 

be asked is 


t can’t be had, 


going 
ustomers at the door 
data on the effect of re 
ms, information on how the 
National Production Authority 
works, and what the multi-billion 
ilitary orders are going to do to 
civilian stores. Information of this 
sort takes precedence over new 
models and new deals 
Furniture Mart. A dolled-up Fur- 
niture Mart, which just had $225,- 
000 spent on it, is there to greet the 
While 500 parking places 
are missing this year due to the new 


visitors 


ospital next door, this is offset by 
fhe fact that 60 percent fewer cus- 
tomers drive to the winter markets, 
though attendance is 20 percent 
higher than summer markets 

There is a rumor that there will 
be a color demonstration of tele- 
vision on hand to be seen by the 
customers, though this is not con- 
firmed Clark Kelsey, publicity 
generalissimo of the Furniture Mart, 
and his cohorts, tramping through 
corridors, have routed up no long 
lists of amazing new exhibits. It’s 
going to be a matter of supply, not 
novelty, say the experts 

The familiar sandwich carts will 
be traveling about, cafeterias will 
be booming and more and more ex- 
hibitors are going to have a smor- 
gasbord for their choice customers 
tucked away in the rear of their 
space 

Merchandise Mart. Big news at 
the Merchandise Mart is the coming 
of the Westinghouse Electric Corp., 
which has leased a total of 45,000 
sq. ft. on the second floor and will 
consolidate sales and regional offices 
in the Mart on March 1, 1951 


hems 


NAVY PIER 


Exhibitors at Furniture and Merchandise 


Marts and Navy Pier will be armed with data 


on restrictions, production and deliveries 


MERCHANDISE MART 


As to the market, Wallace O. Oll- 
man, general manager of the Mer- 
chandise Mart, declares that pre- 
market surveys among manufac- 
turers of housewares and home ap- 
pliances indicate an excellent first 
quarter in 1951. Retail inventories 
were generally heavy with holiday 
merchandise, but  pre-Christmas 
buying diminished those stocks. 

Housewares prices, manufacturers 
agree, are expected to reflect an 
increase of between five and 10 per- 
cent over present prices. The big- 
gest prices will be found in electri- 
cal housewares in those items made 
of stainless steel. 

Although cartons and boxes are 
on the short side, declares Ollman, 
and other material handicaps exist, 
few industries have yet found it 
necessary to curtail production. 
Most of them are proceeding with 
added caution in producing new 
products. Some manufacturers re- 
port they are net changing 1950 
models since they wish to avoid 
heavy re tooling costs 

Navy Pier. Chicago's mile-long 
Navy Pier will be the scene of the 
1951 National Housewares and 
Home Appliance Exhibit for the 
third straight year, opening Thurs- 
day, January 18, and _ running 
through Thursday, January 25th 
Show hours will be from 9 a.m. to 
5 p.m. daily, with exception of Sun- 

January 21, when the exhibit 
will not be open 

Upwards of 525 manufacturers 
will display more than a hundred 
different classifications of merchan- 
dise They will occupy 763 booths 
in the more than 300,000 sq. ft. of 
floor space according to A. W 
Buddenberg, executive secretary. 


“Despite present unstable eco- 
nomic conditions, manufacturers’ 
response to the show has been 
amazing,” Buddenberg said. “Ex- 
hibitors will start setting up their 
shows on Monday, January 15, and 
exhibits will remain intact until 5 
p.m. Thursday, January 25. 

“Buyers will receive a preview 
classified directory of products to 
be displayed under the name of the 
manufacturer showing them. They 
will also receive advance registra- 
tion cards to speed up registration. 

NARDA Meeting. The National 
Appliance and Radio Dealers Assn. 
will hold its annual meeting in Chi- 
cago during the second week of 
the market. The four-day session 
will get underway on January 14. 
Speakers include M. R. Wilson of 
Thor, Ward Shafer of Coolerator, 
H. L. Clary of Norge, Walter Daily 
of Lewyt, Dodge Barnum of Do- 
mestic, H. C. Bonfig of Zenith and 
Charles Rippe of Hamilton. Dealers 
scheduled to appear on the program 
include Harry Price, Mort Farr, 
Frank Monette, Ted Simmons, 
Herb Names, Lyle White, James 
Lee Pryor and Al Robertson. A 
ladies’ program has been arranged 
and a service equipment show will 
be held in conjunction with the 
meeting. The convention will be 
held in the Stevens Hotel. 

The usual amount of entertain- 
ment will be found in Chicago in 
January to greet the visitors. Top- 
ping the shows in popularity is 
“South Pacific.” 

The hotel] situation, as usual, is 
impossible, with the experts urging 
that shoppers come several days 
after the opening or during the sec- 
ond week of the markets. 





Scheduled Meetings 


CHICAGO JANUARY MARKETS 
Merchandise and Furniture Marts 
January 8-19 


NAT’L APPLIANCE & RADIO 
DEALERS ASSN. 
Annual Meeting 
Stevens Hotel, Chicago 
January 14-17 


HOUSEWARES SHOW 
National Housewares Mfrs. Assn. 
Navy Pier, Chicago 
January 18-25 


10TH INT’L HEATING & 
VENTILATING EXPOSITION 
American Society of Heating & Ven- 
tilating Engineers 
Commercial Museum, Philadelphia 
January 22-26 


SOUTHWESTERN REFRIGERA- 
TION-AIR CONDITIONING 
EXPOSITION 
State Fair Grounds, Dallas 

January 26-28 


LOS ANGELES FURNITURE 
MARKET 


Furniture Mart, Los Angeles 
January 29-February 2 


FLORIDA ELECTRICAL 
EXPOSITION 
Tampa Electric Co. 
Florida State Fair, Tampa 
January 30-February 10 


HARDWARE AND HOUSEWARES 
SHOW 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. 

Convention Hall, Philadelphia 

February 6-9 


SEVENTH ADEQUATE WIRING 
CONFERENCE 

National Adequate Wiring Bureau 

Sheraton-Gibson Hotel, Cincinnati 

February 15-16 











Duchess Drops Plans 
For New ‘51 Models 


With steel and other materials be- 
coming constantly tighter, the Ap- 
pliance Manufacturing Co., Alliance, 
Ohio, has cancelled all plans for in- 
troducing new 1951 models of 
Duchess Washers, according to 
vice-president F. W. McGrath. 

McGrath explained that the main 
reason for not bringing out a new 
model is the cost of dies and other 
expense factors which with a cer- 
tainty of production curtailments, 
would have been reflected in a 
higher list price. In view of the cur- 
rent inflationary trend, McGrath 
said, keeping cost at a minimum is 
of paramount importance. 

While regulation W has had some 
effect on slowed sales, McGrath 
contended that other factors have 
had much more effect. War scare 
buying borrowed heavily against 
sales which otherwise would have 
been made months later. The nor- 
mal Christmas slump was also a 
factor, he said. 

Allocations seem inevitable, 
McGrath said, because unemploy- 
ment is at a minimum, wages are 
high, and production is facing some 
very stiff cuts. If allocations must 
continue into 1951, the yard stick 
will be the last six months of 1950. 
Any percentage increases (or de- 
creases) will be applied against 
that average, he said. 
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Partial List of Markets, Housewares Show Exhibitors 


FURNITURE MART 


Admiral Corp. 526-27 
Allen Mfg. Co., Inc... 510-8 
Altorfer Bros. Co .... 541-42 
American Stove Co 518 
Apex Rotarex Corp 17/90-93 
Appliance Mfg. Co .510-A 
Armstrong Products Corp 17/63 
Arvin Industries, Inc 441-42 
Atlanta Stove Works, Inc 17/72-72A 
Automatic Washer Co <n no oe 
Auto Stove Works 546-A 


Barton Corp. : 549-A 
Bendix Home Appliances, Inc... ..539-A 
Bendix Radio Div., Bendix Aviation 

Corp. . .545-D 
Ben-Hur Mfg. Co 528 
Birtman Electric Co 17/35-36 
Blackstone Corp. 544-A 


Caloric Stove Corp 519 
Champion Dishwashing Machine Co.2453 
Chattanooga Implement & Mfg. Co.17/0 
Clements Mfg. Co : 17/68 
Cole Hot Blast Mfg. Co 17/73-74 
Coleman Co., Inc 525 
Conlon-Moore Corp. 504 
Coroaire Heater Corp 17/M 
Cribben & Sexton Co .538-A 
Crown Stove Works vc/bG-omtee 





Deepfreeze Appliance Div., Motor 
Products Corp W/L 
Detroit Vapor Stove Div., Borg- 
Warner Corp 630-31 
Dixie Foundry Co., Inc ; — 
Dormeyer Corp. 2953 
Duo-Therm Div , Motor Wheel Corp.. .517 


Eagle Foundry Co 547-A 
Empire Appliance Co 17/34 
Estate Stove Co 523 
Evans Products Co 541-B 


Fresh‘nd-Aire Co. 17/105 
Frigidaire Div., General Motors 
Corp. . : 508-509-A 


General Air Conditioning Corp 17/64 
General Electric Co 535-37-A 
Gibson Refrigerator Co 537-38-B 
Grand Home Appliance Co 17/3-31 
Gray & Dudley Co 515-B 


Hallicrafters Co. 17/51-53 
Hamilton Mfg. Co . 1420 
Hardwick Stove Co 1530-31 
Holland Rieger Div., Apex Rotarex 

Corp. as ....17/98-99 
Hoover Co. 544-B 
Horton Mfg. Co 511-A 
Hotpoint, Inc. 533-35-B 


Ideal Steel Products Co. ..17/Q-116-117 
International Harvester Co 510-A 
International Oil Burner Co 512-A 
lroner Div., Speed Queen Corp. 17/86-87 
lronrite Inc. . 511-B 


Jackson Industries, Inc 845 


Kalamazoo Stove & Furnace Co 512-B 
Kay Way Corp ; 512-A 
Kelvinator Div., Nash-Kelvinator 

Corp. .. ..513-15-A 
King Refrigerator Corp 17/32-33 
Knox Stove Works : 513-B 


Landers, Frary & Clark 547-B 
Leonard Div., Nash-Kelvinator 
Corp. oN Eewt 513-15-A 


*(ELECTRICAL MERCHANDISING has prepared 
these partial listings from information provided 
by the managements of the Furniture and 
Merchandise Mart and the National Housewares 
and Home Appliance Exhibit and has made 
rae | effort to include all names of interest 

e appliance, electrical housewares, radio 
and television industries, but takes no respon- 
sibilities for errors or omissions.) 


Lindemann, A. J. & Hoverson 

Co. ‘ ....17/P-42-43 
Lewyt Corp. . PR 
Lonergan Mfg. Co 


Maine Mfg. Co .17/37-38 
Majestic Mfg. Co . .17/66-67 
McGraw Electric Co., Clark Div..17/78-79 
Mengel Co., Cabinet Div... .17/83 & 104 
Modern Refrigerator Co 17/100-101 
Motorola Inc. ... 505-7 


Norge Div., Borg-Warner Corp... 521-22 


Oakland Foundry Co 546-C 
Odin Stove Mfg. Co... 1438 
One Minute Washer Co 17/94-95 


Palley Mfg. Co 17/84-85 
Perfection Stove Co., Acorn-Oriole 

Div. : 17/110-112 
Philco Corp. ...128 
Phillips & Buttorff Mtg. Co 17/69-70 
Plastray Corp. ‘ 17/48 
Premier Stove Co sa «acne eee 
Prentiss-Wabers Products Co......549-A 
Presteline Div., Leeson Steel Prod- 

ucts Inc. ... 447-48 


Quaker Mfg. Co .....-516-B 
Queen Stove Works, Inc 17/75-77 


RCA Victor Div., Radio Corp. of 
America ; 232-36 & 540-A 
Regina Corp. ... syn a Snncee aa 
Roper, George D., Corp . a 
Royal Vacuum Cleaner Co... .17/102-103 


Samuel Stamping & E ing Co.. .548 
Sanitary Refrigerator Co.. — 
Servel, Inc. .... 536-B 
Sparton Radio- Television Div., The 
Sparks-Withington Co. 509-B 
Speed Queen Corp... P 530 
Spicer's Gas Heaters Inc... .. 547-A 
Starrett Television Corp... . 17/106 
Stiglitz Furnace & Foundry Co. .17/61-62 
Sunray Stove Co - ..17/44-45 
Sutton, O. A. Corp., Vornadofan 
eee ....17/55-56 


Tappan Stove Co . .539-40-B 
Thor Corp. . yaaa 
Toastswell Co. 2953 





United States Stove Co 17/57 
United Stove Co 549-B 


Waring Products Corp 2953 
Welbilt Stove Co., Inc 520 
Welch, W. W. Co 17/41 
West Bend Aluminum Co. . ..17/65 
Westinghouse Electric Corp 501-3 & 

542-43-B 
Whirlpool Corp. ... 546-D 
Winsted Hardware & Mfg. Co 2953 


Zenith Machine Co 546-C 


MERCHANDISE 
MART 


A B Stoves Div., Detroit Michigan 

Stove Co. ... .. 1128 
Air King Products Co ... 1454 
Aluminum Goods Mfg. Co .1129 
Aluminum Specialty Co ..1170 
Amana Refrigeration, Inc ..1127 
American Central Div., Avco Mfg. 

Corp. . ae 1476 
American Gas Machine Co 11-108 
Apex Rotarex Corp ; 1472 
Associated Plastic Cos., Inc 1198 
Associated Projects Co 1433-A 


Berger, T. W., Co., Inc . 1454 
Bersted Mfg. Co.... 1467 
Buckeye Aluminum Co 1197-A 
Buxbaum Co. .... 11-112 


Capehart-Farnsworth Corp. ... 1118 
Carrier Corp. ... ..1186 
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Casco Products Corp... 
Chiappe, Albert H. & Assoc 
Chimes & Signals, Inc 

Conco Engineering ... 
Conlon Bros. Mfg. Co 
Continental Scale Corp 
Coolerator Co. ... 

Corning Glass Works. . 
Crosley Div., Avco Mfg. Corp 


Dazey Corp. ... 

Deepfreeze Appliance Div., 
Products Corp. 

Detecto Scales Inc 

Detroit Michigan Stove Co...... 

Detroit Vapor Stove Div., Borg- 
Warner Corp. iw 

Dexter Co. 

Dominion Electric Mfg. ‘Corp : 

Dorby Co. . 

Dortch Stove Works, inc 

Dyna Spray Corp. 


Easy Washing Machine Corp 
Economics Laboratory, Inc 
Eldredge Sewing Machine Co 
Elgin Steel Kitchens . 
Estate Heatrola Div., Estate Stove 
Co. ; 
Eureka Williams Corp., Eureka 
Vacuum Cleaner Div. Soe eee 
Everedy Co. 5 Ata $<; 


Farber, S. W, Inc .1419-A 
Fasco Industries, Inc. . “he dace 
Florence Stove Co... 
Free Sewing Machine Co. 
Free Westinghouse G94 Machine 

Co. 


General Electric Co., Air Condition- 
ing Dept. .... lice Lis aes 52 We 
General Electric uses Electronics 
Dept. ae 
General Electric Co., Tube Div... .1192 
General Mills, Inc., Home Appl. 
Dept. .... ...1453-A 
Geuder, Paeschke & PP iks ca: .1492 


Hanson Scale Co be bg 11-114 
Hobart Mfg. Co., KitchenAid Div. . 1492 
Hotpoint, Inc. 6 bid'atsto-2 ps 


International Appliance Corp 11-116 
lonia Mfg. Co.... ; 1174 


Johnson, S. C.. & Son, Inc 1158 


Kewaskum Utensil Co 1-111 
Knapp-Monarch Co. “ie 1483 
Kordite Corp. . catia 1178 


Landers, Frary & Clark..... ...1479 

LaSalle Lighting Products, Inc., 
Heater Div. > ) eo .asi nee 

Liberty Electric Co. ye 1492 


Major Home Appliance Co.........1127 
Manning, Bowman & Co . 1466 
Mell-Hoffman Mfg. Co ; ...1176 
Merritt & Andree . 1174 
Metal Ware Corp -1411-A 

Met-L-Top Tables Inc .. 1492 
Mirro Aluminum Co ; 1129 
Mullins Mfg. Corp Wg 
Murray Corp. of America... 1124 


National Sewing Machine Co......1468 
Naxon Utilities Corp., Appliance 

Ble. +4 .1402 
New Home Sewing Machine Co .1450 
Nicro Steel Prod., Inc . 1488 
Noma Electric Corp ‘ 1418 
Norge Div., Borg-Warner Corp ..234 
Northern Electric Co , 11-114 
Northrup Products Co ... 1482 
NuTone, Inc. 1451 
Nye, Walter & Co -....1492 


Perfection Stove Co aa Ca ee 
Phoenix Table Mat Co ; 11-104 
Popex, Inc. . 14-104 
Proctor Electric Co.... 1473 


FURNITURE MART 


Rasmussen, J. H., & Co : 1454 
Rauland Corp. .......... 14-107 
Remington Corp. .. .... 1454 
Republic Stamping & Enameling Co 1173 
Revco, Inc. . .... 1454 
Revere Clock Co sn Ks ae 
Revere Copper & Brass, Inc., Rome 

Mfg. Co., Div..... 1463 
Rival Mfg. Co. 2 1454-A 
Rival Mfg. Co., Steam-O-Matic Div. . 1492 
Rutenber Electric Co 14-107 


$ & Ce... 1422 
Samson United Corp. aria cvees 
Sanford-Hughes Co. . 1402 
Seal-Sac, Inc. .. 14-119 
Seovill Mig. Ce... ........ 1197-A 
Sessions Clock Co...... 1409 
Seymour Tool & Seite Co....1414 
Silex Co. ... 14-109 
Son-Chief Electrics, Inc. 1414 
Sparks-Withington Co. ,» 0078 
Sperti-Faraday, Inc. a ...1422 
Sunlite Mfg. Co.... ...1422 
Superior Electric Products Corp. ..11-116 
Swartzbaugh Mfg. Co. 1498 
Swartzbaugh, Ted, & Assoc 1498 
Swing-A-Way Mfg. Co... 1498 


Taylor Instruments Companies 11-106 
Telechron, Inc. ....... ; 14-101 
Temco, Inc. . 1110 
Toastmaster Products Div, McGraw 
Electric Co. ...... 1455 
Tracy Mfg. Co...... 1142-3 
Trylon Radio Laboratories ; 1454 


Victor Electric Products, Inc 1492 
Vischer Products 14-104 


Wagner, E. R. Mfg. Co 1422 
Welmaid Products, Inc 14-111 
Whitehead, D. W., Mfg. Corp 1454 
Williams Oil-O-Matic Div., Eureka- 
Williams Corp. 1161 
Wyndale Mfg. Corp 11-114 


Youngstown Kitchens by Mullins 119 


NAVY PIER 


Aluminum Cooking Utensil Co. 
715-717-719 
Aluminum Goods Mfg. Co. 
156-158-160-162 
Appliance Corp. of America 780-782 
Aristocrat Clock Co...... .673 
Arvin Industries, Inc C-449-C-453 


Babcock & Preuss AN 
Basic Products Corp 417 
(Continued on next page) 
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Make it Easy to Sell 


New Myers 


Water Softeners! 


Everybody wants to save money. 
That fact alone makes Myers Water 
Softeners one of your best sales bets 
in many a year! Because soft water 
can save most every family ten 
dollars or more every month —as 
proved by unbiased laboratory tests. 
And water softening the Myers way 
is the extra-saving way. All Myers 
units are designed and built to insure 
easiest, trouble-free operation — 
greater softening capacity over 
longer periods of time—more soft 
water per dollar by any standard of 
comparison! Right now, a big na- 
tional magazine campaign is pre- 
selling your best prospects on the 
superiority of Myers Water Soften- 
ers. Right now, is the time to write 
for dealership details! 


MYERS WATER SOFTENERS 


Match Every Need 


MYERS SOFTMASTER (above) is 
completely automatic in opera- 
tion—just push the button and 
electrical controls do the work! 
No fussing with valves or 
levers. Simply add salt 2 or 3 
times a yeor. 


MYERS “Autorinse"’ (left) 
is semi-automatic. Myers 
“Hydrochief"’ is same as 
“Avutorinse” except for man- 
vally operated regenerating 
valve. Both offer 44% 
greater softening capacity 
than any comparable make. 





Write for full trade information to: 


EXHIBITOR LISTS (CONTINUED) 


Berns Mfg. Corp..................880 
Bersted Mfg. Co ery . . 128-130 
Bessen Corp. ......... 
Borg-Erickson Corp... 
Brearley Co. 

Buckeye Aluminum Co 


Camfield Mfg. Co... 
Capitol Products Co., Inc 
Casco Products Corp. 
299-301-303-305-307 
we 


. 208-210 
265-267 
. .740-742 


. 437-439 
soe 


Ceramic Clock Co.. 

Chicago Electric Mfg. Co. 
145-147-149-151 

Chrom-Ever Div., Asquith Associates, 

Inc. pana: a nwieeud oe 

Clark, J. R., Co 

Club Aluminum Products Co. 
666-668-670-672 


460 
785-789 


Continental Scale Corp 
Corning Glass Works 


Cory Corp. .. 624-632-634 


Dazey Corp. .. aves 
Davis Mfg. Co. . 
Detecto Scales, Inc 
Dominion Electric Corp 
Dorby Co. : 
Dormeyer Corp. 


814-816-818 
238-240-242 


Te 
291-293-295-297 
103-105-107-109- 
111-113-115 
Electric Steam Rodiator Corp..... .C-312 
Emerson Electric Mfg. Co 


Enterprise Aluminum Co. .. 819-821-823 
Everedy Co. ... 856-858 


Farber, Inc., S. W 729-731-733 
Fasco Industries, Inc 229-231 
Finders Mfg. Co 360-362 
Fresh’nd-Aire Co. 624-632-634 


720-722-724-726- 
728-730-732-734 
C-968 


Ekco Products Co 


General Electric Co 


General Floorcraft, Inc ; 
Geuder, Paeschke & Frey Co... 416-418 
Gilbert Co., A. C 484-488 


Hamilton Beach Co., Div. Scovill 

Mfg. Co. .. 157-159 
Hamilton Mfg. Corp. 367-369-371 -373-375 
Hanson Scale Co bntamae 


Inland Steel Products Co 773-775 
International Appliance Corp 273 


Keller Mfg. Co., H. V ...765 
Kewaskum Utensil Co 212-214 
Kisco Co., Inc... 389 
KitchenAid Div., Hobart Mfg. Co. 197-199 
Knapp-Monarch Co 648-650-652-654 
Kord Mfg. Co., Inc ... 952-954 
Kromex Corp. 201-203-205 


. .207-209-211- 
213-215 


Landers, Frary & Clark 


Medal for Tele King Executive 


“kk ere 
Liberty Electric Co 
Lisk-Savory Corp. ... 


Manning, Bowman Co. . 
Midwest Mower Corp 


National Die Casting Co....... 689-691 
National Pressure Cooker Co. 266-268-270 
Noxon Utilities Corp 

Nesco, Inc. ... . 

Noma Electric Corp... 

NuTone, Inc. ... 


Oster Mfg. Co., John 


Paragon Electric Co 

Phoenix Table Mat Co 
Plastray Corp. 

Popex, Inc. ...... 

Porcelier Mfg. Co 

Porter Carpet Sweeper Co 
Prevore Electric Mfg. Corp.......... 
Proctor Electric Co.........690-692-694 


Regina Corp. ...... ee 
Republic Molding Corp 
Revere Copper and Brass Inc., Rome 

Mfg. Co. . 640-644-646 
Rival Mfg. Co 148-150-152-154 
Robbins & Myers, Inc 1012-1014 


Salmonson & Co., Inc. . .349-351-353-355- 
357-359-361-363-365 

. 185-187 

... . 840-842 
191-193-195 
815-817 
Md 


Seal Sac, Inc ; 
Sessions Clock Co 
Silex Co. ... 
Son-Chief Electrics, Inc 
Sperti-Faraday, Inc. 
Starbrand Corp. ..974 
Stern-Brown, Inc. 700-702 
Sunbeam Corp. . .C828-C829-C832-C833- 
C836-C837-C842-C843 
Superior Electric Products Corp 
Sutton Corp., O. A......108-110-112-114 
Swartzbough Mfg. Co..... ..312-314 
Swing-A-Way Mfg. Co .... 181-183 


Taylor Instrument Companies... . 177-179 

Telechron, Inc. 

Textile Mills Co 

Toastmaster Products Div., McGraw 
Electric Co. . 184-186-188 

Toastswell Co. .. .388 

Traubee Products, Inc .432 

Tricolator Co., Inc . 413-415 


United States Electric Mfg. Corp... . .289 


Wagner Mfg. Co., E. R ..220 
Waring Products Corp 433-435 
Welch Co., W. W ; 524 
West Bend Aluminum Co. . 675-677-679 
Westinghouse Electric Corp 274-276- 

278-280-282 


Zim Mfg. Co 252 


THE F. E. MYERS & BRO. CO. 
Dept. W-65, Ashland, Ohio 


SECRETARY of the Air Force Thomas K. Finletter presents Exceptional Service 
Award to Scott W. Donaldson, former special assistant and deputy to the 
assistant secretary of the Air Force and now vice-president of Tele King 
Corp. At left is Franklin Lamb, vice-chairman of the board of Tele King. 
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Here's the c’tza Line you'll need in ‘SI 














Electric Ranges 
are 
eAtza value in construction 


ceAtza good in features 
eatza special in price 














A Short, 
Balanced Line 


@ The more you know about Preway electric ranges, the *, a There ore three Preway elec- 
¥ s , i : tric ranges — a compact 
more you'll recognize that here is the most promotable line apartment range; a full-size 


in the industry. It’s the old success story of giving your We pro cag sy yond 
customers what they want — more for their money. : ae ey ee 

Preway does it in quality construction, in cooking and ¢ Y 
baking performance, in utilitarian styling that appeals to f \ 
the hearts and minds of women. And back of these factual, 


demonstrable values is a responsive bargain price — for 


2) 


Va \ 
VS 
Preway is the lowest-cost electric range in the industry. 
That's why the Preway story is your story, too, — to 
promote, to build your sales in a year when deliveries will be 
lean, to help you keep your sales curve going the way you 
want it to in 1951. Preway is America’s fastest-growing line 
of major appliances, made by a multi-million dollar com- 
pany. Phone, wire or write today for complete information. 


ee ——— 
ee 


You'll be amazed to discover the 
many ways in which the Preway 
lines of home appliances fit into 
your business. For example, Pre- 
way gas ranges are packed with 
values women want and you need 
to keep your volume running 
smoothly. 
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RATE OF MOBILIZATION 


| oe! CONTINUED FROM PAGE 251 some 


most by definition, CMP adds up 
to complete control of the economy 
by Washington. 

That means government will take 
what it needs for defense, give es- 
sential industry (railroads, ships, 
etc.) practically everything it wants, 
and apportion the rest to the non- 
essential part of the civilian econ- 
omy. As time goes on, materials 
for appliances will be increasingly 
short. 

Here’s the way the cuts will fall: 

Copper. In January and February, 
non-essential users will have to get 
along with 15 percent less than the 
monthly average of their consump- 
tion in the first half of the year. In 
March, they will get 20 percent less 
and the amount left to them will 
probably be cut further for the rest 
of the year. Because appliances use 
copper in their electrical systems, 


RO VETTES output will be cut back, but not 
; FISH CHICK 9 quite as much because substitutes 
’ | and redesigning may stretch avail- 


able supplies. 
Cobalt. Last month, the National 


0 Production Authority eased up on 
NION RINGS ETC non-essential users by permitting 
’ s them to use 50 percent of average 
January-to-June cobalt consump- 
tion. Chances are that NPA may 
ae ° oO ease up even more. But even so, 
hey the curtailed supply of the metal— 
\ Ominion a key ingredient in speaker magnets 
___Mlin_46_B, ,» i, 2» 4 A 1 and in porcelain enameling—will 
eventually force radio-TV and ap- 
pliance makers to reduce output. 
FRY-0-MATIC | Aluminum. Non-essential users— 
and that means makers of electric 
cookers, grills and the like—will 
Everybody likes French Fried foods! The whole family will be pulling — to hw 25 nage ores ng _ 
e . . | gg ¥ 4 : 0 
for this Dominion “Fry-O-Matic.” It’s truly another Family Favorite. Bee gy Aerg te of 1950. Beginning 
in March, the cuts will bite deeper— 
It has beautiful styling, light-weight, a round, seamless aluminum cook- to 35 percent. : 
; . P Credit. The first three months of 
ing chamber - easily cleaned, automatic temperature control, many other 


fe: ; (see bel hich : in f government control of consumer 
eatures (see ow) which put it way out in front. and new-housing credit weren’t too 


Many new sales possibilities with this easy-to-use “Fry-O-Matic”. Women hard to take. The influence of Regu- 
think of new recipes—heretofore untried. Men can now have tasty and lations W and X was a check-rein. 
unusual delicacies right at heme. not an airbrake; what the restric- 


: ‘ : —_ . tions did was slow down the rate 
Stimulate off season sales with this great Dominion profit maker! Order 2 gp te Rt celia ‘ny : 


< eer : Peet oan : of expansion of credit; but sales 
now through your regular distributor—in principal cities across the nation. didn’t sag—except maybe at Gret. 


On the whole, Government offi- 
cials are pretty well satisfied with 
the way the credit control program 
is working. So they intend to let 
Reg W and X ride—neither relaxing 
nor tightening, at least for a while 

And if the restrictions remain in 

force, what then? The Commerce 

Dept. has come up with a study that 

Set Automatic Control at Has famous Chromalox steel- Wire basket, specially design- Faucet at rear of fryer gives this hint Reg W alone will 
Sige hehe ase dee So et cut demand for appliances and other 
out, fryer is ready years. drain trom food. finished. durables by 10 or 15 percent next 
year; Regulation X, by helping to 

cut housing starts by a third (to 

800,000-850,000) will shave demand 


by another like amount 
SEE THE FULL LINE That would add up to a formid- 


HOUSEWARES Vaw able drop in demand, but it’s not 

SHOW much more than conservative in- 

New Pier, Chicege dustry men think material shortages 

. will bring about anyway. Adminis- 

tration planners want demand kept 

in some kind of balance with supply 

—to prevent a buying rush that 

would send prices skyrocketing be- 
fore ceilings could be imposed. 

DOMINION ELECTRIC CORPORATION © @¢ MANSFIELD, OHIO, U.S.A. With thie “orderly” macket in 

~~ “ITE ee ——— prospect, there would be little point 

» oe res eS yee ay id © | in extending curbs to charge ac- 

counts, or purchases below $50 

These account for a relatively small 

volume of credit; besides they add 

greatly to administrative headaches. 





Jan. 18-25 
Booths 238-240-242 
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RAY-Q)Vac Denendable intunent 
ican delegel | Fg 


~ : 7 Reflector channel insu- 
5 y lation to prevent shorting, 


FS 
. s | 3 Scientifically designed 
e “4 bolic reflector coated 
Safe, dependable, portable light is : ‘ pith pediivineutiiinh 
a “‘must”’ for the emergencies Ss \ Fs - | plated brass. 


of civilian defense. 
4 Reflectorretainer ring. 
Ray-O-Vac flashlights are precision 


built to assure top performance and long 5 Westinghouse pre- 
life under the most difficult conditions. SX focused bulb. 
Examine the outstanding construction ‘y % Shock absorbing 
features shown in this cutaway | spring bumper-block. 
illustration. 


7 Battery contact finder 


Famous Ray-O-Vac LEAK PROOF Fe LIK, for cosy tocding. 
Flashlight Batteries PRIMI, & Selle brass contect 





Give you power that is Sealed in Steel for \ |] 
“Light When You Need It!” A CATIER! | eran serena 


tact member assures posi- 
tive contact, 


_ Only Ray-0-Vac has the = 10 Three position switch 
: ; “Added4—WorthMore”’ : ? with flasher button. 


1. Steel top 





2. Steel bottom 


3. Multi-ply insulation. 
Many layers of protec- 
tion against corrosion. 


+ Steel jacket. This com- 
pletes an air-tight seal, 
to stop corrosion and 
keep fhe battery fresh 
and powerful. 


They Stay Fresh— 
They Are Not Dated 


*GUARANTEE on every Ray-O-Vac 
Leak Proof: “If your flashlight is dam- 
aged by corrosion, leakage or swelling 
of this battery, send it to us with the 
batteries and we will give you FREE 
a new, comparable flashlight with bat- 
teries.”’ 


OVER ONE BILLION SOLD 











1] Insulating tube for 
added protection against 
corresion damage from 
ordinary batteries. 


12 Heavily chrome piat- 
ed corrugated barrel for 
added strength, beauty 
and durability. 


13 Equipped with Ray- 
O-Vac LEAK PROOF flash- 
light batteries for guaran- 
teed flashlight protection. 


«| 4 Special steel contact 





ene eR ARN te pet 


GRAD RAY-0-VAC COMPANY « MADISON 10, WISCONSIN 
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itso" 
ba AW -in-Che 


AUTOMATIC SWITCH AND OVEN 
TEMPERATURE CONTROL- 


ASPAALAALASAALARZLA 


cuts in two oven elements 
for quick preheating. 


BAPLSASAAISIVIVIISY, 


AUTOMATICALLY 


cuts ovt top element shortly 
before oven reaches preheat 
temperature, minimizing 
overshoot. 


AUTOMATICALLY 


cuts in lower element and 
AUTOMATICALLY intains oven temperat 


on that circuit only. 





You get fully-automatic control of oven temperature 
with this Robertshaw combination automatic switch 


and thermostat. Compact in size. Easy to install. Four 


mounting positions provided, together with close-up 
or extended bezel to fit any switch panel in the 
range-top, or back panel position. Screws inserted 
from rear. Three basic models. Write for information. 


in Home and Industry, EVERYTHING'S UNDER CONTROL 


& Robertshaw 


ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 
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News Briefs 


Price Rise. Cory Corp. has raised 
retail prices on its glass coffee 
brewer, electric knife sharpener and 
two models of its automatic coffee 
brewer. The price hikes on the 
automatic models went into effect 
December 26 while the others be- 
came effective December 1. 


New Plant. Acme-National Refrig- 
eration Co., Inc., has moved to new 
quarters in Long Island City, N. Y. 
rhe new building has three times 
the space of the firm’s previous 
Brooklyn plant. 


More Help. Perfection Stove Co. 
will broaden its “dealer help” pro- 
gram in 1951. All types of accepted 
advertising will be included under 
the company’s co-operative ad plan. 


Magazine Ads. Scott Radio Labora- 
tories will add national magazine 
advertising to its cooperative news- 
paper program in 1951. A number of 
consumer magazines and two busi- 
ness newspapers will be used as 
media. 


Consider Merger. Possibility of a 
merger of the Tappan Stove Co. and 
O’Keefe & Merritt Stove Co., is be- 
ing considered according to W. R. 
Tappan, vice-president. 


Dealer Program. Large 30x22 in. 
newsprint broadsides bearing dealer 
imprints are among the promotional 
aids being offered retailers by Kisco 
Co., Inc. The firm will also use 
national magazine advertising and 
radio and television time. 


Wins Honor. A Silex stainless steel 
two-element hotplate has _ been 
chosen as one of the modern home 
furnishings displaying “important 
design advantages” and will be ex- 
hibited at the Good Design Exhibi- 
tion in the Merchandise Mart. 


Prize for Report 


Big Future. Room air conditioners 
may reach a higher annual sales vol- 
ume than any other major appliance 
within three to five years. That's 
the opinion of E. A. Tracey, vice- 
president of Mitchell Mfg. Co., who 
bases his opinion on the possibility 
that the average home may have 
three air conditioned rooms while 
having only one range or refrigera- 
tor 


Repair Program. A repair and re- 
habilitation program budgeted at 
$250,000 has been undertaken by 
Nesco, Inc., in its Granite City, IIl., 
plant. About a third of the work 
was finished at year’s end. 


Step Up Production. Private brand 
production by Starett Television 
Corp., is more than 200 percent 
ahead of last year. As a result, the 
company has increased its general 
production 35 percent since late 
November 


Overtime Work. Radio and tele- 
vision production by Arvin. Indus- 
tries, Inc., has been stepped up 25 
to 35 percent as a result of the 
firm’s adoption of a 10-hour day, 
six-day week 


Essay Contest. Six 1951 automobiles 
will be awarded as national prizes 
in a sales contest being sponsored 
by Mullins Mfg. Corp. for Youngs- 
town Kitchens dealer salesmen. In 
addition, each Youngstown distribu- 
tor will award prizes within his 
franchised territory. Prizes will be 
given for the best essays on “How I 
Made a Dishwasher Sale.” 


Prices Up. Lewyt Corp. has raised 
the price of its model 55-80 cleaner 
to $89.95. Model 55-101 with car- 
pet sweeper-vacuum cleaner com- 
bination rug nozzle has been raised 
to $94.95. 

(Continued on page 260) 


CHARLES P. CUSHWAY, executive vice-president of Webster-Chicago Corp., 


receives a bronze 


World”. 


JANUARY, 


“Oscar of Industry” 
report from Weston Smith, right, 


award for the firm’s 1949 annual 


executive vice-president of ‘Financial 
Webster-Chicago treasurer B. R. Johnson looks on. 
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@ Women who have tried the 

MET-L-TOP sit-down way of ironing say: “I never realized 

there would be such a difference. It’s so restful!” The word 

is going around...a big new replacement market is open 

. every home is a prospect and every day more and 
more women are asking for the.. 


‘sur-or-S TAN 


IRONING TABLE 


In MET-L-TOP you not only have the sales prestige of the “Big Name” in 
ironing tables, but the advantage of more fedtures that women want. You can 


sell “‘the difference” 


. and it’s “the difference” that clinches sales. 


Here Are Some of the Buy-Appeal Features You Can Point Out to Customers 


@ Easily-Operated Touch Control 
Lever—Convenient finger-touch con- 
trol is located just underneath the table 
edge...no groping or fumbling. Six 
height adjustments, from 26 to 35% 
inches, made instantly. 


@ Automatic Safety Lock—This in- 
genious, self-operating feature locks the 
table at the lowest position. Table can- 
not collapse accidentally. 


@ Extra Comfort—This new 
MET-L-TOP provides the extra com- 
fort of sit-down ironing. For stand-up 
ironing it is quickly adjusted to the right 


height to avoid back and arm strain. 


@ Double Top is an exclusive 
MET-L-TOP feature. Two sheets of 
steel are firmly pressed together and 
eyeleted. Top never sags or buckles... 
full 15 x 54 imches in size. 


@ Self-Leveling Front Foot always 
keeps the table level. The wide sturdy 
feet rest firmly on floor . . . will not tip, 
wobble or creep. Rubber tipped feet 
protect floor. 


@ Non-Snag Construction, smooth, 
rounded metal parts, sturdy, rigid 
tubular legs. 


GEUDER, PAESCHKE & FREY CO. 


ROLE Got: 


wnt 
: F Gecsemied by @ 
— Housekeeping 
ntl 


AS aoventistd 


These_fae>7or MET-LTOP models give 
you a complete line of outstanding 
ironing tables 


_ 
ae 


ADJUSTABLE-HEIGHT MODEL 


This famous MET-L-TOP Ironing Table is easily and quickly 
adjustable to seven different standing positions... just the 
right height for short, tall or medium women. Has the many 
features that have made MET-L-TOP famous... . including 
exclusive double-top with hollow channeling... all welded 
and riveted construction. .no screws or bolts, no annoying 
squeaks or wobble, and many others. 


Nationally Advertised FAIR TRADE Contract Price, $1095 


® Non-Adjustable Model: For women of average height, 
this model is the ideal ironing table. Has all the features of 
the adjustable-height model, except height adjustment. Should 
be tested to make sure that it is the proper height for the 
customer. The advantages of the adjustable-height model, 
when needed, are well worth the extra dollar. 


Nationally Advertised FAIR TRADE Contract Price, $995 


for extra profits 


a Visit us at Booths Nos. 416 and 418 
National Housewares & Appliance Show, Navy Pier, Chicago, January 56-36 feature MET-L-TOP tailored- 
to-fit pad and cover sets. 


Af 
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NEWS BRIEFS 


eos CONTINUED FROM PAGE 258 aoe 


Going Abroad. Hamilton Beach's 
portable mixer, the Mixette, has 
been chosen as one of the items to 
be displayed in “Design for Use— 
U.S.A.”, an exhibit to be held next 
year in Europe and Great Britain. 


Advisory Panel. Ihe receiver sales 
division of Allen B. DuMont Lab- 


} oratories, Inc., has announced for- 
p EVEN | *% mation of a distributor panel which 
. indirectly will have a voice in estab- 
2 lishing policy on such matters as 
cabinet styling, prices, advertising, 
[4 sales promotion and service 
...even at high water temperatures! 


New Tube. General Electric has an- 
Sepco electric water heaters with their Stonesteel tanks : 20-inch 


nounced plans for production of a 
rectangular picture tube. 
: : sos The all glass tube will have a screen 
Setuaie ; —even in localities where ¥ oe . 
positively guard against tank rust—even : area of 217 square inches 





the water is highly corrosive—and even in commercial 

and home installations where water temperatures are high! ' . 

(180° F. or more). eee dpe yey Tube oe 
Teak interiors are lined with = 7° mper af Geet by- sian ead in ‘Frederick,’ Md. 

= for construction of a new plant to 

heaters carry a full 20-year warranty—and are priced only ¥: <a Salieri sepemek We a8 

modestly higher than ordinary galvanized tank heaters. beef _ 


Complete details on request. A 6 








draulic stone that cannot rust or corrode. Sepco Stonesteel 


New Program. General Mills has 
launched its first daytime TV pro- 
gram, “The Betty Crocker Show” 

TN on R over CBS-TV. The program will 
— STON ESTEEL feature problems sent in by the 
Ye) audience and solved through dem- 
= onstrations in the home service 
kitchen. Adelaide Hawley will be 

ELECTRIC WATER HEATERS | so cat 


Raise Price. The list price of the 
Burpee automatic electric french 
fryer has been increased from $24.95 
to $26.95. 


Complete Addition. The Arthur 
Ansley Manufacturing Co. has com- 
pleted a new building for the pro- 
duction of phonograph cabinets. 


a 
New Package. The Cory electric 
TO FARMS...RURAL HOMES...MOTOR 


knife sharpener is now being packed 

in a three-color corrugated gift car- 

COURTS...CAMPS...ROADSIDE RESTAURANTS ton, suitable for year round mer- 
chandising. 





dds no chemi- Cash in on the fast-growing market for this e 
Is, tast ‘ : , 
“a eg sla all-electric, fully automatic Sepco Ultra-Violet ee EY = aa 1 en ae ee 


Water Sterilizer! Makes even badly contaminated interviewed in a poll conducted re- 
cently by John Meck Industries and 
Scott Radio Laboratories feel that 

: “es safe H 1e 7s he most important job facing them 
iailllieni amtiian oe sources safe to drink. Powerful ultra-violet rays ae pews wee mde _ — 
departments. The second most fre- 
stalled in any water supply system. Write for quently mentioned aim was an in- 


tention to do more advertising. 
Yfully tested details. Territories now open. = 


New Plant. Chelsea Fan & Blower 


Co. has tripled its working area and 
ULTRA-VIOLET quadrupled its productive capacity 
by shifting its offices and plant to 


=i WATER STERILIZER *~"""' 


Sponsor Five Shows. RCA Victor is 
utilizing a new concept in radio ad- 
vertising this winter by co-sponsor- 
ing five radio shows. The participat- 
ing firms have an opportunity to 
partially sponsor all five shows at a 
cost approximating sole sponsorship 
of any one of the five. 


Pfitirely automatic water from springs, wells or other unprotected 


public health — sterilize 400 gallons per hour. Can easily be in- 
standards 
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Shopper Stoppers... designed by 
Handyhot 


for Fast Turnover tn Your Store! 


Handyhot 

Quality Appliances 
are great traffic builders. They offer 
every housewife the means of saving 
time and work during the course of her 
day’s activity. Handyhot appliances 
are “‘wanted” items in every home, 
by every customer you sell. Count 
on their “Buy Appeal” with your trade. 
These superbly designed products are 
the ultimate in convenience and utility 
at popular prices. Stock them, display 
them and watch them make sales for 


you. See Your Handy-hot Distributor 
today! 


Handyfreeze 
One Quart Electiic Jo Cream FREEZER 


Handyhot 
Portable Electric WASHER 


es 


Cat. No 
2201 


18! 


ea A totally NEW kitchen appliance. Beoutiful — with 

white plastic tub and chrome motor housing. Con- 
venient — mokes ice cream whenever needed, easily, elec- 
trically, using ice cubes from standard refrigerator. (Standard 
4 qt. and 6 qt. models also available.) 


. Set it! Forget it! Shuts off automatically when clothes 

ae washed. Has laundering time-guide for voriovs 
fabrics — stainless steel tus 7 gal. capacity holds three 
pounds of dry clothes. 


eeseceesoe en e2e2e00e00200000080 


eeeeee@ea eee eea oe eoeed 


Handyhot 
De Luxe JUICIT 


(Approved by Sunkist) 
- A 


in) 


eeeeeene01c@~1~eoeeoe2 eee 


Handyhot 
Elechic CORNPOPPER 


@eeeeaeeee ee eee eeeed 


Handyhot 


tulomatic PERCOLATOR 


Mn OIE i HE: 


@eeoeeeees 


Mode! 
1904 


5088 


> = 
TE ia ye = 


pletely Pp has 

full 8 cup capacity ... changes automatically from 

high to low heat when brewing is finished. Keeps coffee 
constantly at proper serving temperature. Aluminum finish 
with contrasting black plastic handle. AC only — 600 Watts. 


; 


Ce; a = 


We Porcelain reamer—special stainless steel strainer oscil- 
lates at high speed — strains and extracts all the fresh 
juice quickly and easily. Convenient on-off switch—AC only. 


eT 

> ¢ Pops corn in cooking oils without stirring. No oils 

needed when removable agitator is used. Has many 
other home uses: os utensil to heat soups, vegetables or to 
make candy, and os deep fat fryer. Full heat resistant glass 
cover allows watching while cooking. Popper bow! is of 
heavy gauge, polished aluminum. Black plastic handles on 
popper bow!. Separate Stove with easy grip handles permits 
use as table stove for coffee-maker or small pots and pans. 
Removable cord set. AC-DC—400 Watts —115-Volts. 
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OF, ly Goplea HCES 
WORLD’S LARGEST MANUFACTURER OF PORTABLE WASHERS ‘ . 
Chicago Electric Manufacturing Company — ae | a 4 aS a) 
Chicago 38, Illinois . 2 “ae : . 
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Why 


so many progressive distributors have teamed with 


MU RRA Y 


(in one short year!) 


Some Murray accomplishments 
since the last Chicago Show! 


@ We have established a wide distributorship en- 
compassing much of the potential market! ... served 
by seasoned regional and district sales representa- 
tives at key locations. 


@ We have become an influential advertiser in the 

home appliance field—with 4-color space in such out- dave ising that 
standing magazines as The Saturday Evening Post, fat of area a - cecibutors 
Collier's, Good Housekeeping, House Beautiful, he be - . helping distri 

Better Homes and Gardens, American Home, House 8 eff ive in 

and Garden, Ladies’ Home Journal. Plus all-impor- 

tant big-size 2-color trade advertising in the fore- 

most publications. 





@ We have established a complete program of prac- 
tical, aggressive promotional helps for dealer use. 


@ We have made the Murray name known to a con- 
sumer and trade audience that had no knowledge s' read, a 


of Murray as a maker of the highest quality home ding 
J am 
products! outst 


* VISIT the complete Murray Showroom (1124) at the Chicago 
Merchandise Mart. This permanent display is maintained for your 
convenience. Come in and get all the details of the marvelous new 
home line that’s going places — fast! See for yourself why so many 


top distributors have teamed up with Dy 4 w ee ey AW 


@ THE MURRAY CORPORATION OF AMERICA Home Appliance Division SCRANTON, PENNSYLVANIA 
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SEE these models, as well as 
the entire Murray line, at the 
Chicago Merchandise Mart. 
ROOM 1124. 


MURRAY 





ELECTRIC RANGES—Truly auto- 
matic! Giant oven, deep-well 
cooker, and appliance outlet are 
automatically timed. Special 
graduated-color push-buttons tell 
at a glance the heat intensity you 
wish to use. 7-heat units. Signal 
lights show when baking, broiling 
or surface units are on. Automatic 
thermostats. Welded frames. Ti- 
tanium porcelain enamel. 


MURRAY 


GAS RANGES— Easiest to clean! 
Burner bowls stamped into top— 
no seams. No crevice along en- 
tire front, thanks to “waterfall” 
design. Seven models; grouped 
or separated burners. Use any 
type gas supply. Precision ther- 
mostat; interval timer built into 
electric clock. Fiberglas insu- 
lated. Extra strong construction; 
silent drawers. 


CABINET sinks—Center of at- 
traction! Model shown is 66”; 
others in 54” and 42” sizes. Five 
in all. Acid and stain resistant 
porcelain enamel on sinks; hi- 
baked enamel on cabinets. 


MODERN CABINETS — Wall and 
base cabinets, like cabinet sinks, 
are welded. Drawers glide silent- 
ly on brass runners. Doors are 
sound-insulated. Base cabinets 
topped with wear and stain re- 
sistant Vinyl plastic. 


ELECTRICAL 
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W. NEAL GALLAGHER 


Neal Gallagher, Head 
Of Automatic, Dies 


During his last days he played 
with a little television set by his 
bedside. He knew what was com- 
ing and he told [van Woodrow, who 
was a daily visitor at his home, that 
to him death was “another interest- 
ing experience.” 

So passed on November 13, W. 
Neal Gallagher, president of the 
Automatic Washer Co., Newton, 
Iowa, and three time president of 
the American Home _ Laundry 
Manufacturers Assn. 

It was in 1914 that Neal Gallagher 
stepped from the train at Newton, 
Iowa, to take a job as bookkeeper 
with the One Minute Co. He had 
been attending St. Ambrose Aca- 
demy in Davenport, where he be- 
came a friend of Ralph Bergman, 
whose brother headed the One 
Minute Co. 

In 1916 Neal came to Automatic 
Washer, reporting for duty on 
Washington’s Birthday, Feb. 22. 
The difficulty in selling washing 
machines in those days was that no 
organized market place existed. 
Department stores weren't inter- 
ested, hardware stores piled over- 
them, and the best job 
was being done by little specialty 
selling outfits 3y 1926 Neal be- 
came Automatic general sales man- 
ager, in 1928 general manager, and 
president in 1931. 

So charming was his personality 

he was rated as the handsomest 
man in the appliance industry—that 
two big firms offered him salesman- 
agerships, in which he could have 
made four times the salary he did at 
Automatic 
Harry Nelson, who was general 
manager of Automatic until his sud- 
den death in 1928, and to the friends 
and stockholders, kept him on the 
job in Newton. 

In his capacity, Neal Gallagher 
was a catalyst, a man who could 
bring other men together and make 


coats on 


them perform in outstanding man- | 
He had an instinctive democ- | 
racy that made him as friendly to | 
the office boy and the press as to | 


ner. 


the brass hats, and they in return 
responded to this warmth. 

Born in What Cheer, Iowa, July 
13, 1895, Neal Gallagher went to 
Davenport and attended St. Am- 
brose Academy. Here he played 
baseball, and developed a passion 
for sports that led him into the low 
70’s in golf. 

Two years ago a series of opera- 
tions began that gradually led him 
to know what was ahead. Neal 
Gallagher is survived by his wife 
and three sons. 
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His loyalty to the late | 


Sensational New 5 In 1 


SEE IT AT 


MERCHANDISE 
MART 

IN CHICAGO 

Room 1440 


During National 
Housewares Show 


wo 
Portable 110-Volt 
CLOTHES DRYER 


Designed for America’s 
Biggest Market 


APARTMENT and 
SMALL HOME OWNERS 


$] 2935 


Price subject to change 
without notice 


RETAILS 
AT ONLY 


is TERRIFIC! rss 


1. CLOTHES DRYER— 

2. HAIR DRYER— 

3. ELECTRIC FAN— 
ELECTRIC HEATER— 

5. CLOTHES HAMPER— 


Dries clothes ready to iron—in 30 to 90 
minutes 


Dispels moisture—dries hair quickly 


A powerful cooling fan for summer 


ON IS EN EGON IRE RAMEE AS A 


Modern forced-air method 


Practical! Clothes won't mildew! 


irs SALES 
tHat COUNT 


®@ Distributors cre now re-ordering 
in carlots. 


®@ Choice franchises are still avail- 
able for distributors and repre- 
sentatives. 


® Don’t fail to see this sensational 
low-priced dryer. 





Manufactured and Guaranteed By 


NATIONAL ENGINEERING & MFG. CO. 


519 Wyandotte Street 


Kansas City 6, Mo. 


Permanent Exhibit, Room 1440, Merchandise Mart, Chicago, Ill. 
In San Francisco . . . See Our Permanent Display ct Western Mdse. Mart, Spaces 559 and 429 
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* NEW, ADVANCED 
DEVELOPMENT 
in Radio Switch-Timers 


SESSIONS 


*“TRU-BEL’ ten-minute reminder 


1) 
sess10¥ 
eget ae 





Here’s your chance to offer your customers something 
new and better in alarm clock radios. The new Sessions 
switch-timer clock movements feature the ‘““Tru-Bel”’ 
ten-minute reminder—a pleasant sounding bell specially 
tuned to penetrate right through the sound of radio 
music or speech. ‘‘Tru-Bel”’ gently coaxes the soundest 
sleeper to rise and shine—if he should “‘cat-nap”’ ten 
minutes after his radio turns on. It’s a great improvement 
over harsh, rasping buzzers. 

These new Sessions Switch-Timer movements have 
no center disc and clock hands are easily readable. 

The low speed motor is “kitten-quiet”’ 
without annoying buzz from high speed gears. 

Other features include: “‘Sleep-Slector”’ lullaby switch 
on some models to turn radio off automatically at any 
preset time up to 90 minutes; automatic radio shut 
off 114 to 2 hour after timer turn-on (for the forgetful), 
10 and 15 amp. switch (UL approved). Manufacturer 
can choose front or back controls, round or square 
bezel, etched or screened numerals, luminous or in any 
color. Dial and hand styling to specifications. All move- 
ments factory tested and guaranteed for one year. 


Ask your distributor's salesman about the availability of these new 
Sessions movements on his line of alarm-clock radios. 


| Vessions 


SWITCH TIMERS 


FORESTVILLE, CONNECTICUT 
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‘Buyer's Market during '51, 


Neece Warns NEMA Group 


Tells major appliance division 
that need for effective sales 
power is “greater than ever” 


ECREASED consumer demand 

for major appliances will be a 
greater factor in limiting 1951 pro- 
duction than will the diversion of 
materials to preparedness. That’s 
the opinion of the major appliance 
division of the National Electrical 
Manufacturers Assn. 

Meeting during NEMA’s annual 
Atlantic City convention in mid- 
November, the appliance division 
members heard their chairman B. C. 
Neece of Landers, Frary & Clark, 
caution that “It would appear that 
all branches of our industry, par- 
ticularly those at the retail level, 
will have perhaps greater need than 
ever for strong and effective sales 
power.” 

Among other important develop 
ments at the annual NEMA meet- 
ing was the announcement that for 
the first time in its 13-year history 
the National Adequate Wiring Bu- 
reau will advertise directly to con- 
sumers 

C. W. Higbee, manager of the 
electrical wire and cable depart- 
ment of United States Rubber Co., 
was elected president of the Asso- 
ciation, succeeding Kelvinator’s 
Charles T. Lawson. 

Appliance Meetings. In addition 
to electing Neece as chairman, the 
major appliance division named 
Reese Mills of Westinghouse as 
vice-chairman. In other elections, 
Gorton T. Ritter of Arvin was made 
chairman of the electric housewares 
section with R. M. Oliver of Lan- 
ders, Frary & Clark as vice-chair- 
man. Ben Sanderson of Deepfreeze 
became chairman of the farm and 
home freezer section with C. K. 
Rieger of General Electric as vice- 
chairman. The electric range sec- 
tion named G. L. Rees of Gibson 
and H. J. Holbrook of Norge to its 
top positions, while E. B. Derr of 
International Harvester was elected 
chairman of the household refrigera- 
tor section. He will be assisted by 
W. F. Ogden of Hotpoint. M. M. 
Feaman of Westinghouse and C. J 
Enderle of General Electric were 
named by the household sink units 
section and C. A. Bemis of Sepco 
and Stanley Wolkenheim of A. O 
Smith were elected by the electric 
water heater section 

The electric range section ap- 
proved plans for continuation of its 
advertising and promotional cam- 
paigns at the current level. To pro- 
mote the teaching of electric cook- 
ing equipment in schools, the sec- 
tion will use ads in home economics 
publications. In addition, a new 
educational aids kit for school use 
will be promoted through electric 
service companies. 

The freezer section will also ad- 
vertise in publications reaching 
home economics teachers and will, 
in addition, use advertisements in 
magazines which reach _ school 
boards and school management 
officials. 

The electric housewares section 
plans an industry-wide campaign 
during the spring 


B. C. NEECE 


The water heater section ap- 
proved plans to continue promotion 
activity in builder and dealer pub- 
lications. The latter series of ads 
will have a “harder” selling mes- 
sage than before. 

Three Objectives. The Wiring 
Bureau’s precedent-breaking deci- 
sion to advertise in consumer pub- 
lications was taken to accomplish 
three objectives: 

1) to build public demand by 
offering a factual reference booklet 
on how to plan for electrical con- 
venience in the home; 

2) to win acceptance from build- 
ers and architects by promoting the 
response as evidence of consumer 
interest; 

3) to impress upon _ industry 
members the value of promoting 
adequate wiring by having actual 
proof of public demand. 

The Bureau will continue many 
of its present activities and will also 
offer a demonstration chart on how 
to plan an adequate wiring system, 
a set of material for vocational- 
agricultural instructors, a dealer 
booklet and a rental plan for the 
film “The House that Jack Built” 

The NEMA adequate wiring 
committee was told that more than 
12 times as much money is spent by 
local groups to promote adequate 
wiring as is provided for the na- 
tional activity by NEMA 

Farm Survey. As its first activity, 
the recently organized farm sales 
and service information subcommit- 
tee of the farm and rural market 
development committee will under- 
take a nation-wide survey to deter- 
mine what are the ingredients of 
successful rural electrical dealers 
Data from the survey is expected to 
help NEMA members serve their 
farm customers more effectively. 

Retiring president Lawson told a 
luncheon meeting that population 
trends, extension of power lines, new 
product developments and better 
wiring all point to a continuing ex- 
pansion of the electrical industry 
The industry’s potential could mean 
average home consumption of over 
3400 kilowatt hours by 1960, twice 
the present figure. He warned that 
the lack of adequate wiring has 
more to do with delaying growth 

(Continued on page 268) 
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3,000,000 
GAS RANGES 


The Biggest Profit Bundle 
in the Major Appliance Business 


Sales of Gas Ranges reached new all-time highs in 1950 
— Sales of “CP” models doubled 1949 figures. Proof 
again of the ever-growing demand for top quality gas 
ranges from coast to coast and border to border. 


But that’s only part of the gas range story. Gas ranges 
rate “tops” as money makers for dealers. Here’s why. 


Gas ranges, percentage-wise and dollar-wise, pro- 
duce the best return per $1000 invested in major 
appliance stocks. 


Gas ranges pay 10 to 20% more gross profit. 


Gas ranges built to “CP” standards pay up to 30% 
more gas range grofit without an added penny of 
handling costs. 


Every day more and more women are learning that 


modern automatic gas ranges cost less to buy, less to 
install, less to operate, less to maintain than any other 
type of modern cooking device. Every day, more and 
more are looking for the “CP” trade mark as a 
nationally-recognized, unbiased buying guide to top 
quality ranges. 


And sales opportunities in the future will be greater 
than ever. Today, 27,000,000 homes cook with gas... 
15,000,000 gas ranges are more than 10 years old... 
more than 1 out of every 2 homes, right in your neigh- 
borhood, still needs a new gas range. 


Ride the popularity wave — push modern gas ranges 
for top appliance profits — push “CP” models for top 
gas range profits in 1951 and make up to 30% more on 
every cooking appliance you sell. 


“‘CP”’ is the top buying guide and the top profit builder 
in the major appliance field today and every day. 


Ask your gas range manufacturer foday to give you the facts on 


“The Gas Range Profit Story.” 


AB + ACORN + BLUE-BONNET + CALORIC * CLARE * CROWN © DETROIT JEWEL « 


ESTATE « GAFFERS & SATTLER * GARLAND + GLENWOOD + GRAND «+ 


HARDWICK 


e INGLIS-TAPPAN + MAGIC CHEF * MAYTAG DUTCH OVEN + MOFFAT-ROPER + 
OCCIDENTAL * ODIN BEAUTYRANGE + O'KEEFE & MERRITT + ORIOLE + PERFECTION 


* ROPER * SPARK * TAPPAN + UNIVERSAL * WEDGEWOOD «+ 


Gas APPLIANCE MANUFACTURERS ASSOCIATION, INC. * 


1951 


WESTERN HOLLY 


60 E. 42nd St., New York 17,N. ¥. 


For all types of gases, in cities, towns and on farms. 
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How do we know 
9 out of 10 
shoppers use the 


‘Yellow Pages’... 


WE know . . . because we check with 
homeowners, housewives and business- 
men in many communities throughout 
the nation. The results . . . 9 out of 10 
tell us ““Yes, I use the ‘yellow pages’ to 
find where to buy the products and ser- 
vices I need.” 


For evidence that the ‘yellow pages’ 
are the “shopping center” in your com- 
munity, glance through your local Clas- 
sified Telephone Directory. Practically 
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every type of business is advertised in 
them. Appliance dealers have been using 
the ‘yellow pages’ year after year to 
remind old customers, to bring in new 
ones, to reach newcomers in town and 
transients. 


Call your local telephone business 
office and ask for the Classified Direc- 
tory representative, who will explain 
how the ‘yellow pages’ will help 
direct more business to you. 


JANUARY, 


| Deadline Announced 
For E.E.1. Awards 


Seven major awards for outstand- 
ing utility activities will be presented 
at the Edison Electric Institute’s an- 
nual sales conference in Chicago, 
April 3-5. Deadline for entry in the 
competition is February 15. 

The seven awards are: 

—the Thomas W. Martin rural 
electrification award to the electric 
operating company making the great- 
est contribution to rural electrification 
and agricultural advancement in the 
area served. 

—the Laura McCall awards, spon- 
sored by McCall’s magazine, for out- 
standing home service work. 

—the George A. Hughes awards, 
for outstanding achievement in elec- 
tric appliance sales and promotion di- 
rectly through dealers with a view 
to the development of electric cooking 
and water heating loads. The award 
is given by Hotpoint, Inc. 

—planned lighting awards, spon- 
sored by EEI and the Better Light, 
3etter Sight Bureau, to the electric 
power companies who have raised the 
standard of lighting in their commun- 
ities. 

—the Claude L. Mathews valor 
awards to the electric operating com- 
pany employees for acts of devotion 
to duty where extraordinary courage 
was exercised to maintain important 
electric service. 

—the Reddy Kilowatt annual report 
award to encourage electric com- 
panies to simplify, dramatize and 
humanize their annual reports, given 
by Reddy Kilowatt Service of New 
York 

the Frank E. Watts awards, of- 
fered by the Farm Journal, for 
stimulating and promoting the sale 
of electrically operated farm equip- 
ment as a means of improving agri- 
cultural efficiency. 


Sees Reduced Demand 
Balancing Cutbacks in ‘51 


Curtailment in appliance production 
this year may be balanced by a 25 to 
30 percent drop in consumer demand, 
H. L. Andrews, vice-president in 
charge of General Electric’s appliance 
and merchandise department told dis- 
tributors recently. Andrews said that 
unit and dollar volume this year would 
about equal those of 1949. 

He said that high levels of employ- 
ment, higher wages and longer work 
hours would tend to maintain or in- 
demand for appliances this 
year but cautioned that higher taxes 
and prices, increased credit restric- 
tions and a drop in residential con- 
struction would reduce demand. To 
overcome these negative factors he 
promised that G-E would not reduce 
its advertising and sales promotion 
efforts in 1951. 


crease 


Coolerator Gives Dinners, 
Trees Away in Promotion 


Christmas trees and Christmas din- 
ners were used as premiums by Cool- 
erator Co. in stimulating pre-Christ- 
mas sales of ranges, refrigerators and 
freezers. Sixty-five distributors and 
approximately 10,000 dealers partici- 
pated in the plan, giving trees and 

| dinners to each Coolerator purchaser. 
| H. C. Beresford, Coolerator advertis- 
| ing and sales promotion manager, esti- 
| mated that between 2000 and 5000 
| trees were given away. ; 
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THREE 
OUTSTANDING 
NEW / tow Operating Cost / 
FREEZER 
CHESTS 
BY 




















ooe WITH EVERY FEATURE A FREEZER CAN HAVE 


Again Wilson gives you the leader. For 1951, Wilson announces the 
most advanced, the most saleable chest freezers ever. 
Never before could you offer such Big freezers with such small out- 
side dimensions, or such efficient freezers for such a modest price. 
With these new chest freezers added to the already popular Wilson 
line of reach-in and sectional freezers, it’s a safe prediction that 1951 


will be one of the busiest, most profitable years Wilson Dealers have 
ever known. 


NOTE: 
The Wilson Freezer Line is Complete 


In addition to the chest freezers shown above, 
Wilson also makes Upright Reach-In Freezers in 
both self-contained and expandable sectional mod- 
els. Capacities of Wilson Reach-In Freezers range 
from 550 Ibs. of food, to 2 tons of food. Whatever 
the freezer need, there is a Wilson Freezer to fill it 
—for the Wilson line is the most complete line 
ever offered by one manufacturer. 
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miclorialemAVcohiclanmictenicies 
FROM COAST TO COAST 


...are heated with 


NICHROME | 


A million and a quarter electric water heaters 
were sold thruout 1948 and 1949, and with 
construction of 900,000 new homes predicted 
for 1950, the electric water heater promises to 
be one of your best income producers during 
the current year. 


The selection of a water heater line, therefore, 
demands exceptional consideration. A water 
heater must, of course, be attractive in appear- 
ance—an attention-getter in your store; easily 
installed and serviced—so you don't dissipate 
profits on costly service calls. But, above all, it 
must be soundly engineered—to insure the de- 
pendable operation that leads to customer satis- 
faction and increased business. 


And what is more important in a water heater 
than the heating element? For a water heater 
can be no better than its heating element, just 
as a camera can be no better than its lens. 


Consequently, the choice of material for heating 
elements is of supreme importance. 


Significant, therefore, that manufacturers of 
electric water heaters, from coast to coast, are 
employing Nichrome. Those who manufacture 
complete heaters, assemble Nichrome heating 
elements in their own plants; those who purchase 
heating units from sources specializing in such 
components, find these suppliers use Nichrome 
also. For this world-famous heat and corrosion- 
resistant alloy is the very symbol of quality... 
the heart of good electrical appliances every- 
where. 


So check the appliances you handle. Their 
manufacturers are probably already using 
Nichrome. But make sure. For Nichrome gives 
you a plus value that is unexcelled at the point 
of sale. Yes, when you can say: “heated with 
Nichrome,"’ you win quick consumer acceptance 
—sell more customers and keep them sold. 


Nichrome is manufactured only by 


Driver-Harris Company 
HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angel San Franci 
Manufactured and sold in Canada by 
The 8. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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BUYER’S MARKET 
owe CONTINUED FROM PAGE 264 —mee 


of electrical service to the public 
than any other element 

Officers and Awards. In addition 
to electing Higbee as president, the 
meeting also named Arthur A. 
Berard of Ward Leonard Electric 
Co., J. H. Jewell, of Westinghouse, 
J. F. Lincoln of Lincoln Electric 
Co., B. E. Murphy of the I-T-E 
Circuit Breaker Co. and Alan F. 
Sheldon of Kennecott Wire & Cable 
Co. as vice-presidents. 

L. G. Hall ot Stackpole Carbon 
Co. was named treasurer 

New members of the board of 
governors include James Bennan, 
J. W. Corey and W. S. Kendrick. 

Frank Thornton, Jr., of Westing- 
house, was given the James H 
McGraw award in recognition of his 
contribution to the advancement of 
the electrical industry in the field 
of standardization, code develop- 
ment and safety regulati 

Among eight to recein 50 
awards were Max McGraw 
McGraw Electric and Edwar 
\\ m of Weston FI 


Phonograph Producers Form 
Trade Association for Field 


have formed the Phonograph Manu 
facturers Assn. to further their mutual 
interests in the electronics field. The 
group will undertake the discussion 
and solution of mutual problems, pro- 
vide data pertinent to the industry, 
furnish credit data on distributors, 
jobbers and dealers and will generally 
try to improve relations between 
manufacturers and their customers 


Eight manufacturers of phonographs 


President of the new group is 
Roland J Kalb, vice pre sident of 
Steelman Phono & Radio Co., Ine 
Ben Birns, vice-president of Sonic 
Industries was named _ vice-president 
Dworken, 
Dynavox Corp. was elected secretary- 
Applications for 
ship may be made to the Association 
iffices at 40-05 21st St.. Long Island 


\ 


and I SC ph 


president of 


treasurer member- 


Art Directors Award 


a 


W. J. RUSSELL, vice-president in 
charge of engineering for Landers, 
Frary & Clark, receives the Society 
of Motion Pictures Art Directors‘ 
award from Miss Jessie Cavitt. Ar- 
thur Lonegan, chairman of the award 
committee, looks on. Landers, Frary 
& Clark won the prize for its Select- 
a-Range. 
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You can SEE why it’s ALL WAYS out in front 


ELECTRICAL MERCHANDISING—JANUARY, 1951 


Wy 
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NATIONALLY ADVERTISED 
Nationally recognized as 


America’s No. | polisher! 


RETAIL *64°° 


The REGINA Corporation, Rahway 2, New Jersey 


Please send me complete detailed information on 
Regina Twin-Brush Polishers. 





Installation Problem 





SOME KIN to the man who built a 
boat in his basement and then 
couldn't get it out is Albert Anderson 
of Princeton, IIi., who bought this 11 
cubic-foot International Harvester 
freezer and then discovered the stair- 
way to his socond floor apartment 
was too small to allow passage of the 
unit. The C. E. Diller Co., 1H dealer, 
rented a crane, hoisted freezer to roof 
of “apartment, pushed it through a 
large window and then lowered it to 
the back porch. 














Westinghouse Uses Films 
To Introduce New Lines 


The nation’s mobilization effort 
cast its shadow on the introduction 
of new appliances last month. 

A case in point was Westing- 
house’s introduction of its 1951 
range and refrigerator lines. Over- 
shadowing the actual products were 
these developments: 

—dealers were warned by vice- 
Nosy, ® dy, president J. H. Ashbaugh that ma- 
Sony Me 2% C terial limitations might curtail the 
Plea, "Men, ’ Tenne, "Pony firm’s current high production rate, 
Seng see Cop, e oy "pale 70 percent over that 

oO . 

-the new lines were introduced 
to dealers through colored motion 
pictures, since heavy consumer de- 
mand had prevented the company 
from stockpiling the new models for 
mass release to dealers. 

—T. J. Newcomb, sales manager 
of the Westinghouse appliance di- 
vision, promised dealers that the 
firm would undertake an intensive 
advertising and promotion program 
on the new lines despite the “un- 
certainty” of maintaining high pro- 
duction 

All of the nine new refrigerators 
have re-designed exteriors and in 
teriors. Three frost-free, automatic 
defrosting models highlight the re- 








WASHINGTON 
FRUGAL VENTED GAS 
UNVENTED GAS HEATERS HEATERS 
Medel #4930, 30,000 a P . P 
B.1.U. Model #4920, Two sizes in radiant circu- frigerator line. 
20,000 8.7.U. Beavti- later models; three closed The electric ranges feature color- 
fully finished in durable circulator models. Meet glance rotary controls and a high 
porcelain enamel. almost every gas heating speed cooking unit, which is a deep 
requirement. Also Un- well cooker as well as a surface unit. 
vented Heaters. (For details, see New Products sec- 
tion) 
Ashbaugh warned that no esti- 
The * mate could be made on production 
moat complete line! goals for next year but pointed out 
that under the pending controls of 
a steel and aluminum, consumer 
goods manufacturers will be able 
to use the available materials on 
any product they desire. 
©) (] ; “Some appliances, and I can’t 
. tell which at the this time, may be 
off more than others,” Ashbaugh 
said. “It may well be that some 
products may even exceed the 1950 
volume they achieved.” 
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» € S CO qives More at every price ! 
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ONLY NESCO HAS THE 
BUILT-IN TIME CLOCK! 


Model 129 is the “King” of all the roast- 
ers ever built! It’s truly a masterpiece of 
designing, with removable grey porce- 
lain enameled well, simulated gold pan- 
el, and trimmed in grey, white and 
chrome. First among its most-wanted 
features is the famous bui/t-in time clock, 
exclusive with Nesco, that makes cook- 
ing completely automatic! Then there's 
the exclusive insulated stainless steel cov- 
er and thick all-around insulation that 
cuts current costs and keeps the kitchen 
cool. Retained also are the dial-type 
browning vent, the cover-opening knob, 
and the accurate thermostat with signal 


light. List price $79.95. You can sell every customer 


with the complete line of 


NESCO 


Hectic Roaster- Ovens 
that bake AU» Cook Ad» Roast AU / 


. ONLY NESCO 
1} HAS THE “PUSH BUTTON” 


ONLY NESCO HAS THE ‘‘GUIDE DIAL’! \ a er ; 

A truly sensational value at its 
low price, this new model 135 
offers quality and features that 
only higher priced Nesco mod- 
els have. Among them are new 
hinged cover with ‘‘Push But- 
ton” release, accurate thermostat 
with signal light, and new color 
scheme similar to model 136. 
List price only $49.95. 


Model 136 is by far the leader in the medium 
price field. It’s the only roaster-oven with the 
famous temperature “Guide Dial’ and ‘See 
Thru” window in a stainless steel cover. Also 
has the exclusive *‘Push Button’’ Cover Release 
and many other features. Colors are blended 
grey, white, simulated gold and polished stain- 
less steel. List price only $59.95. 


NEW 6-QT. OVAL ROASTERS Watch 


The new styling and color scheme of the N ‘Ss S CoO 


full-size Nesco models has been carried 

through in the smaller models as well. for : 

In addition, the latter now have beauti- Progress! 

ful new patterned aluminum covers. 

Model 7016 (right), at only $23.95, has 

accurate thermostat and signal light. 

Model 7013 (not shown), at only $18.95, 

has HI-LO heat control, operates on 

both AC and DC. Both have removable Nn oe” NEW 2%-QT. COOKERS 


cooking wells. . The “standout” cookers among all “‘table 


appliances,” these Nesco models are more 
beautiful than ever . . finished in grey, white, 


1) and gold, with pat d al 
aims inline: sitet g patterned aluminum covers. 
201 a Mar Mak 6. ce Model 4213 (left), at only $15.95, has ac- 
N. MICHIGAN AVENUE — QC)» a curate thermostatic heat control. Model 
CHICAGO 1, ILLINOIS ( Woilers, iheschiiiien fas. 4210 (not shown), at only $11.95, has HI-LO 





San Francisco heat control, operates on both AC and DC. 
Both have removable cooking wells. 





Just moved! Nesco’s new headquarters and showroom are now on Chicago's Michigan Avenue! 
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General Electric 
plastics topscan 
mean increased 
appliance busi- 


ness for you 


Green Acres, the new Chanin development in Valley 
Stream, Long Island, features General Electric 
lextolite* plastics tops on kitchen counters and a 
modern lavatory-vanity in its promotion. Beautiful 
and durable, these tops have what women look for 


in kitchen surfacing 


More Sales for You 
Popular G-E 


sales! 


lextolite tops can help your appliance 


Prominently displayed in your place of busi- 


a= - aes (-f : ° 
Ofte RON Liki GOR} COV CA MCE Lh 
/ / / g 


GENERAL {ELECTRIC 


Kitchen of model home in Green Acres development, 
Long Island, N. Y 


ness, their color and beauty prompt women to con- 
sider “re-doing” their entire kitchens. They offer 
you a chance to sell not only counter installations, 
but appliances as well—even an entire kitchen! 

Write us today, or use the coupon, to find out 
how G-E Textolite plastics tops can help your appli- 
Address: Section X-1, Chemical 
Department, General Electric Company, Pittsfield, 
Mass. 


*Reg. U.S. Pat. Of 
ee 


Section X-1, Chemical Department 
General Electric Company 
Pittsfield, Massachusetts 


ance business. 


{) Please send me free pattern 
sheet showing the 1951 G-E 
Textolite top designs 
( ) IL am interested in handlin 
G-I lextolite tops Please have 
a representative call 


Name 
Business 


| Address 


sig bi ai iii tameenk das eal alee a 


] City Zone 
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WINCHARGER vice-president R. F 
Weinig presents a Zenith portable 
to Andy and Della Russell during the 
open house staged this fall by Win- 
charger Corp 


Over 3000 Visitors Attend 
Wincharger Open House 


Over 3000 persons attended a series 
of open houses held this fall in the 
Wincharger Corp. plant in Sioux City, 
la. The open houses commemorated 
the fifteenth anniversary of Win 
charger and had a three-fold aim: to 
acquaint Sioux City residents with 
Wincharger; to show visitors the 
place occupied by Wincharger in the 
Sioux City area; and to show em 
ployees the many facets of the firm’s 
business 


Distributors Hear 
Hotpoint ‘51 Plans 


Four hundred distributors and 
their salesmen meeting in Chicago 
in late November heard general 
sales manager E. R. Taylor promise 
that the theme of Hotpoint’s 1951 
programs will be “look ahead, plan 
ahead, stay ahead.” 

In addition to learning the com 
pany’s future plans, the distributors 
heard a number of talks on Hot- 
point achievements in 1950. They 
learned, for example, that 1950 was 
the greatest year in the firm’s his- 
tory, that billings for the month of 
September were larger than those 
for the entire year of 1940, and that 
by year’s end the company’s posi- 
tion on ranges had increased 15 per 
cent over the first half of the year 

E. E. McEwan, manager of mar 
ket forecasting, told the group that 
if defense requirements do _ not 
necessitate a cutback of more than 
30 percent, appliance output in 1951 
could be extremely high, with pro- 
portionate sales effort being re- 
quired. He pointed out that even 
a 30 percent cut in automatic washer 
production would still leave the in- 
dustry at levels the second highest 
in the history of the business. 

Sales manager J. F. McDaniel 
predicted that manufacturers would 
be bidding for the top dealers in 
1951. He also pointed ont advances 
made by Hotpoint in the past year 
in building up its key accounts and 
gaining ground in the builder mar- 
ket 

Distributors were told that a 
“president’s award for achievement 
in distribution” will be made next 
year on the basis of balanced sales 
performance, trade area percent- 
ages compared with national aver- 
ages, balanced dealer organizations 
and special market activities. 
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Be Sure You Have This 


e . e s 
Winning Combination 
TENNA-ROTOR 
The only fully automatic rotator. Just 
set it and forget it! Set the pointer... 
the antenna turns to that position and 
stops. North—East—South— West— 
direction indicator dial shows exact 

antenna position at all times. 


Model HIR Tenna-Rotor 


ALLIANCE TENNA-SCOPE 

The new TV booster with one simple 
control. Gives maximum uniform high 
gain on all channels. Automatic on-off 
switch. Easy to install. An excellent 
companion item to Tenna-Rotor. 


Tenna-Scope 





“_ 





a y/ j 


THE SALES ARE ‘SET UP’ FOR YOU! 


Nation-wide TV Advertising delivers 
Thousands of Sales—Every Week! 


Seven million viewers see Alliance Tenna-Rotor 
demonstrated on 50 key TV stations every week. 
Tenna-Rotor is the only TV accessory backed by 
a consistent, powerful national TV campaign. 
Hundreds of thousands of Alliance Tenna-Rotors 
are in use! @ Alliance Tenna-Rotor offers 
faster installation with 4-conductor “Zip” cable. 
Works in all weather. Guaranteed for one year. 
Approved by Underwriters Laboratories. 


NEW DELUXE MODEL HIR IS FULLY AUTOMATIC! 


ALLIANCE MANUFACTURING COMPANY - Alliance, Ohio 
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How to turn a clothes line 
into a‘‘sales line” 


{--. that will help make your future secure! } 


EARS ago the washboard was a symbol of drudgery. The washer put 
an end to that. But the washboard’s old companion, the clothes line, 
is with us yet. It’s still as backbreaking as everto lug out and hang up a wash. 
That’s why any woman will listen when you talk about her clothes line. 


Your line—Lovell’s 3-point“ sales line”—is the answer to her line and 
she'll love it. No wonder! It’s all about Lovell’s new drying unit. 


The market for dryers is wide open! Get your share of it with one of 
the best-known names in the home laundry field— Lovell! 


Lovell introduced its drying unit more than ten years ago. Now Lovell 
makes drying units for leading manufacturers, including APEX, 
BARTON, CONLON, DEXTER, HAAG, HORTON, THOR, and others. 


Turn washlines into a winning “sales line” with Lovell! It’s like 
pulling your future out of a hat! 


——— ia *" 
ss _ “Ge . ‘ 
, % 


att Learn this “sales line” for Lovell Drying Units 


AMERICA’S NEWEST HOUSEHOLD BLESSING 





YS 
—— 


Fi «nos THE MOST BACKBREAKING Ef ones SWEETER, FLUFFIER, MORE SANITARY 
WASHDAY JOB! WASH THAN SUN DRYING! (Tests prove it) 


ONLY THE LOVELL DRYING UNIT GIVES YOU ALL THIS! 


@ Fully automatic... no time clock @ Preheating of air. Speeds drying, reduces 
necessary. operating cost. 


@ Automatic temperature shut-off... @ Air-cooled cabinet. Parts are accessible 
cuts heat waste. for simple maintenance. 


@ Vacuum system of air flow. Mini- @ Lint trap with safety by-pass. Prevents clog- 
mizes lint accumulation within unit. ging if user fails to empty lint trap. 


@ No condensation inside dryer. No trickling water to rust parts. 


Lovell Mfg. Co., Erie, Pa. 


Also makers of famous 


rE, , Lovell Pressure Cleansing W ringers 





NOTE: Prices given are those prevailing at close of issue. Not responsible for price changes that occur between closing date and date of issue. 


KITCHENAID Food Mixer 
The Hobart Mfg. Co., Troy, Ohio 
Model: KitchenAid 3-C food mixer 
Features: Has KitchenAid 
natural or planetary mixing action— 
thoroughly blends, beats, and whips; 
new, more visible permanent up-front 
ixing guide has proper speed settings 
n wasted plainly on top of handle, in- 
licating the .right speed setting for 
h mixing action and each attach- 
ment operation; new enlarged Pyrex 
newly designed beater 


Selling 


mixing bowl; 
es the shaft in same manner as 
KitchenAid mixers; speed con 


knob turns motor on, governs 

vf beater; operates on ac. or 

attachments available at addi- 

yal cost include a slicer shredder, 

od chopper, pea sheller, ice cream 

freezer, colander and sieve, buffer, can 

opener, knife sharpener, fruit juicer, 

ul dropper 

Price: $59.50 without juicer 
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HOTPOINT Dryer 
Hotpoint, Inc., 5600 W. Taylor St., 

Chicago 44, Iil. 
Device: Hotpoint automatic tumbler 

clothes dryer, No. LD-3. 
ling Features: Uses new principle 
ot cx condensing moisture from heated air 
yy means of fine spray of cold water— 
air is heated by passing over unit sim- 
ilar to range surface units; heated air 
circulated from motion of rotating 
clothes drum passes through fine jet of 
cold water; cold water condenses 
warm water vapor from air and 
washes out lint; moisture and lint 
are then pumped from appliance 
through rubber hose to nearest sink 
or drain outlet; filtered air then 
passes over heating units, and cycle is 
repeated. Once door is closed, air in- 
side is continuously heated and filtered, 
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blower principle of drawing in and 
discharging air in room is no longer 
necessary; dirt and dust do not get 
into clothes once dryer cycle begins; 
can be installed anywhere in house 
without venting and piping installa- 
tions; controlled by 2 dials—one an 
automatic timer setting from 15 to 60 
minutes ; the other gives a selection 
of high, medium or low heat; 14-in. 
opening makes machine easy to load; 
8-lb. capacity—or full load of clothes 
from LC3 companion automatic 
washer; machine shuts itself off when 
drying cycle is completed. 
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SCHICK Shaver 
Schick, Inc., Stamford, Conn. 

Model: New Schick “20” shaver. 
Selling Features: Styled by industrial 
designer Carl Otto, it is entirely dif- 
ferent from previous Schick models; 
lightweight ; easy to hold; compact 
form fits fingers; dimpled indentations 
on old-ivory-colored plastic surface 
gives it non-slip grip; button switch 
starts and stops rotary motor; Hi- 
Velocity | shearing head has higher 
speed with longer cutter thrust_for 
quicker, easier shaving; Caddie Case, 
telescopic carrying case of leatherlike 
covering, saddle stitched, gold deco- 
rated; fits medicine cabinet, wash 
basin shelf, etc.; cord fits compactly 
into case. 

Price: $24.50 including cord and case. 
Electrical Merchandising, Jan. 1951 





General Electric Co., Bridgeport, Conn. 
Models: NA-8-H and NA-11-H re- 
styled food freezers. 2 
Selling Features: Alarm signal light, 
which tells when current is interrupted 
or temperatures are to high, has been 
placed in a more prominent location 
on front of cabinet. 
Prices: NA-8, $349.95; 
$419.95. 
Electrical 


NA-11-H, 
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1951 


PRESTO Deep Fat Fryer 


National Pressure Cooker Co., 
Eau Claire, Wis. 


Model: Presto Dixie-Fryer automatic 
deep fat fryer. 

Selling Features: French-fries pota- 
toes, onions, cauliflower, fish, shrimp, 
chops, chickens; automatic thermosta- 
tic control designed to preserve nutri- 
tional value and flavor of deep-fried 
foods and seal in goodness with crisp 
golden coating; prevents burning and 
smoking and permits re-use of fat 
without transfer of flavors; sealed 
elements cast into sides of aluminum 
frying well; cool-well below, prevents 
burning of food particles, and assures 
quick transmission of heat; heat- 
resistant Bondelux exterior; chrome 
and black trim; signal light indicates 
when correct temperature has been 
reached; Flo-Rite drain spout simpli- 
fies draining, cleaning, and fat stor- 
age; square Jumbo Fry-Basket 9x9 
in. holds as much as 3 lbs. quartered 
chicken or 6 servings of potatoes. 
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FRESH’ND-AIRE Wall-Aire 


Fresh’nd-Aire Co., 221 N. La Salle St., 
Chicago 1, lil. 
Device: Panel wall-type combination 
bathroom heater, cooling fan and dryer. 
Selling Features: Panel type wall unit 
distributes hot air evenly through- 
out bathroom when switched to “hot” 
in this same position it also serves as 
an effective hand, hair and body and 
clothes dryer; switched to “cooling” 
the Wall-Aire clears steam off mirrors 
and cools; a specially designed pull-out 
clothes drying rack transforms it into 
a clothes dryer and hanger for hand 
washables; newly-developed sponge- 
rubber adhesive makes it possible to 
fasten brackets solidly against any 
surface—no installation problems, 


hooks, nails, screws or wires; ivory 
and metallic gray finish. 

Price: $39.95 with new bracket. 
Electrical Merchandising, Jan. 1951 


QUICFREZ Home Freezers 
Sanitary Refrigevator Co., 
‘ond du Lac, Wis. 

Models: Quicfrez home freezers in 
124 and 16 cu. ft. capacities. 
Selling Features: High density insula- 
tion makes possible reducing size of 
freezer walls, and provides more eff- 
cient temperature control; space used 
for compressor units has also been 
lessened; each model has 2 compart- 
ments—separators and baskets for 
easy handling; interior lights. 


Prices: 124 cu. ft. model, $397.95; 16 
cu. ft. size, $458.95 
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G-E Dishwasher 
General Electric Co., Bridgeport, Conn. 

Model: No. UC-110  front-opening, 
top-loading automatic dishwasher. 
Selling Features: Washes and dries up 
to 100 pieces of china, glassware and 
cutlery in 30 min.; fits under standard 
kitchen counter ; "eliminates need of 
stooping to load and unload dishes and 
makes possible an unbroken counter 
space because it slides out from under 
counter on ball-bearing rollers on an 
extension slide; automatically washes, 
double-rinses and dries; preliminary 
power rinse preheats dishes and 
washes off loose food particles missed 
in scraping; dishes are then washed 
in detergent solution kept hot by heat- 
ing unit in tub; dishes are dried by air 
which passes over a heating element 
and fan-circulated throughout dish- 
washer; vinyl-coated wire trays. 
Price: $299.95. 

Electrical Merchandising, Jan. 1951 
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HOTPOINT Refrigerators 
Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Iil. 

Vodels: 9 Hotpoint 1951 refrigerators 
sellmg Features: Two new refrigera 
tor-freezer combinations ED 87-5 and 
KL 110-5 with full width frozen food 
ompartments with separate spring 
held insulated doors to keep prope 
ireezing temperatures; 8.7 cu. ft. model 
has 52 lb. frozen food storage con 
partment; and 10.6 cu. ft. model has 
70 Ibs. frozen food storage Soth 
models have Super-Stor doors with 
shelves in fresh food compartment 
and cooling coils in walls; uncovered 
foods can be stored in this moist-cold 
without drying out; built-in butter 
conditioner and 2 large vegetable pans 
and a hinged left-over rack are also 

included in these deluxe models 

Other models are EC8-2 with hori 
zontal evaporator ; EA83-5 and EA81-5 
with conventional type evaporators 
and a low 6 ft. box and a 4-it. unde 
counter model for small homes 
apartments 
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G-E Automatic Washer 
General Electric Co., Bridgeport, Conn 
Vodel: AWS5-B4 automatic washer 
Selling Features: Top-loading with 
agitator action; automatically washes 
rinses twice and spins dry a load of 
lothes, then shuts itself off; flexible 
yperation—any part of cycle can be 
skipped or repeated by moving cycle 
dial; 4 h.p. motor connected by a belt 
to sealed-in transmission never re 
quires oiling; “positive washer fill” 
mechanism makes it impossible " 
vashing to begin until tub 1s filled wit 
right amount of water 
Prices: $329.95 
ilectrical Merchandising, Jan. 1951 


G-E Dryer 
General Electric Co., Bridgeport, Conn 
Devices New G-E automatic clothe 
dryer with time and temperature 
tr 
es: N controls make 


ible ¢ 


it possib » dry rics 
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knitted woolens; variable temperature 
control can be set “low” for silks and 
rayons, and “high” for heavy fabrics; 
timer also acts as safety switch—auto- 
matically turns off element, stops bas- 
ket rotation when door is open; and 
automatically controls drying times 
from periods of from 10 to 69 min.; 
opening door does not change pre 
selected drying time; new ventilating 
system admits clean air at rear ot 
dryer high above floor, and circulates 
air through clothes; ozone lamp gives 
fresh outdoor odor; venting directly 
to outdoors is made possible by instal- 
lation of a conversion unit and duct 
work; operates on 230 volts, a.c.; 
damp-dries average washer load in 
20 min., and completely dries them in 
45 min 

Price $249.95 
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HUNTER Window Fan 


Hunter Fan & Ventilating Co., 400 S. 
Front St., Memphis, Tenn. 


Device: Hunter 22 in. window fan 


Selling Features: Styled to comple 
ment modern room decoration; blade 
rotation can be reversed at flick of a 
switch, thus fan either pulls air from 
other windows or blows directly into 
room where mounted; high and low 
speeds permit regulation to tempera- 
ture changes; easily mounted in stand- 
ard windows with adjustable side 
panels; light ivory cabinet and side- 
panels, silver grille; 3400 cim; weath 
er proof motor housing capacitor type 
motor; also available in 18 in. size 
vith 2500 cfm 
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EDWARDS Door Chime 
Edwards Co., Inc., Norwalk, Conn 


New 4-tube door chime 

lling Features: 4 larger, longer 
tubes play Westminster chimes ; 8-note 
nelody: a 2-note sequence; or a soli 
tary chime may be used when desired 
uch as 2-notes for dinner call; melody 
for front door and single note for 
rear door; gold and wine on gray 
heraldic design; ivory trim 
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WESTINGHOUSE Ranges 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: Improved 1951 models—Com- 
mander, Champion, Rancho, Commo- 
dore and Challenger. 


Selling Features: 1951 features include 
Super-Speed Corox surface unit that 
gets red hot in 30 seconds; 2-level 
speed cooker—a combination deepwell 
cooker and full size 8-in. 2000 watt 
surface unit; high wattage unit makes 
it possible to deep fry foods in this 
unit as well as make jellies and other 
usual deepwell foods; lift-out handle 
makes it easy to convert unit into a 
surface unit; Miracle Sealed oven 
with removable bottom tray for easy 
cleaning, has fiberglas seal around 
throat of oven to seal out drafts, this 
intensifies heat distribution spread and 
provides radiant heat oven cooking; 
new recessed bottom heater in Com- 
mander and Champion models gives 
smooth bottom oven surfaces. 

Smokeless broiler-grid designed to 
protect drippings in broiler pan from 
direct radiant heat of open type broiler 
unit; grid and MenuMaster broiler 
pan for Commander are aluminum; 
grid only is aluminum and broiler pan 
enamel in other models. 

Commander ranges available wit 
single or double ovens include Color 
Glance controls; oven timer and edze 
light treatment on timer face, 2 clear 
plastic jewels to indicate when oven is 
on and that preheating has been com 
pleted; timer clock is finished in gold 
and turquois; titanium porcelain exte 
rior, 40 in. wide; also has special fea- 
tures listed above. Single oven Com 
mander has 325-watt warming drawer 
plus 2 full-size storage drawers; ati 
ble minute minder is also standard on 
these models. 

Champion, single-oven range ha 
Super-Speed Corox; 2-level speed 
cooker; Miracle Sealed oven; auto 
matic timer; minute timer; chrome 
finished bulls-eye controls; timer, 
trimmed in gold. 

Rancho knee-hole model has been 
restyled with new matching timer and 
light and high lustre aluminum contro! 
panel; 38-in. wide: 4 Corox units; 
large oven holds 25 Ib. turkey. 

Commodore has light and timer as 
standard equipment; built-in Econo 
cooker; 40-in. wide; 3 large storage 
drawers; convenience outlet connects 
to timer for automatic operation of 
small appliances such as coffee maker, 
et 

Challenger, low priced range, 40-in 
vide, has same large capacity sealed 
oven as Commodore, same surface 
units and Econo-Cooker 


Prices Single Oven Commander, 
$369.95;  double-oven Commander, 
$409.95; Champion, $299.95; Rancho, 
$179.95: Commodore, $259.95; Chal 
lenger, $219.95 
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NUTONE Kitchen Ventilator 


NuTone, Inc., Madison & Red Bank Rds., 
Cincinnati, 27, O. 

Model: NF-10 kitchen ventilating fan 
Selling Features: 10-in. fan has over 
1000 CFM “tree air” rating; features 
simplified installation requiring only 
“screwdriver installation”; “separate 
unit packaging” feature—sleeve assetm- 
bly and motor assembly are packed in 
2 separate cartons, preventing loss or 
damage to parts during roughing-in 
and final installation periods; 8-oz. 
easily removable center grille and 
round sleeve housing simplifies clean- 
ing; white baked enamel wall plate 
with removable chrome center or all- 
chrome wall plate; fits wood walls 5 
to 104 in. thick; brick wails from 7 to 
124 in. thick when outside panel is set 
back 2 in. and when outside panel is 
set flush with face of brick, fits brick 
walls 5 to 104 in. thick. 
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AIR-FLO Dryer 


National Engineering & Mfg. Co., 519 
Wyandotte St., Kansas City, 6, Mo. 
Device: Air-Flo portable clothes dryer. 
Selling Features: No installation, 
plugs into any 110 volt outlet; drying 
time varies from 30 to 90 min. depend- 
ing on load and density of material; 
ball bearing casters make it easy to 
move about; electric fan in lid serves 
double purpose as room cooler in open 
position with heating element turned 
off; heater unit can also be used to 
warm room; white baked enamel steel 
cabinet equipped with thermostatically 
controlled heating element and electric 
fan. 7% cu. ft. interior capacity; 10 
nickel plated drying racks; 1450 watts ; 
12-in. fan blade. 

Price: $99.50, 
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WESTINGHOUSE Water Heaters 


Westinghouse Electric Corp., 
Mansfield, O 

Device: Water heaters with element 
ratings that can be changed to any 
required wattage between 600 and 
3000 watts by shifting wire connec- 
tions 
Selling Features: New element ma‘es 
it possible to supply heaters of various 
wattages by changing bus bar connec- 
tions on terminal block of new Corox 
multi-wattage element water heater 
wattages can be set to meet all utility 
specifications; new Corox unit is 
sickle-shaped, has 4 terminal screws, 
and wattages of 650, 750, 1000, 1500, 
2000, 2500 and 3000 can be obtained 
by altering terminal connections. 
Electrical Merchandising, Jan. 1951 
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At market time 
VISIT SPACE 528 
Furniture Mart 
Chicago 





y 


> 


z Se 
NSO 


1 
t 


— 


ce 


ant 


— 


LOOK INTO Quicf 


Distinctive Styling ’51 Quicfrez refrigerators, styled by Brooks 
Stevens & Associates, internationally famous designers, hit a new high in fresh 
captivating beauty. See the line with ‘eye and buy”’ appeal. See Quicfrez.. . 
ultra smart in looks inside and out! 


Real Sales Features There's no “make-believe” to Quicfréz features; 
extra-large freezer—more space than competition, fast freezing ice-cube tray 
shelf, genuine hydrator, deep plastic chill tray, automatic light, and wonder- 
working ‘‘Free-ezee”’ ice tray... cubes peel out easily without tools or gadgets. 


De Lure and Geonomy Models There's a Quicfréz for every purse 
and purchaser. Deluxe models are superb in style and feature. Economy 
models are low priced . . . outstanding values. Both are engineered to exacting 
specifications by a company with nearly fifty years’ experience in building 
quality refrigeration equipment. 


Complete Line Deluxe refrigerators in 9.6 aud 7.6 cu. ft. sizes. Three 
economy models; 5 cu. ft. LoBoy, “4” and “6” regular. Two dazzling freezers, 
deluxe in everything but price; 12.5 and 16.1 cu. ft. The entire Quicfréz line 
is backed by an extensive national advertising program. 





PRODUCTS OF SANITARY REFRIGERATOR CO. 


FOND du LAC, WISCONSIN 
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pacity ovens ; Stewardess has 3 storage 
drawers; Leader has 1-drawer and 
new flush front construction; lamp 
and timer available as accessories for 
both models. 

A21 and A4l, apartment models 
have 3 or 4 surface units respectively. 


‘ | xf % Prices: Liberator, 9.95; Strato- 
“No manufacturer has ever ee ier SOR Aine: 2095, 
. GS Stewardess, J; Leader, Fos 
given us a better deal 
or a better product than 





A21, $169.95; A41, $179.95. 
Electrical Merchandising, Jan. 1951 
G-E Roaster 

General Electric Co., Bridgeport, Conn. 

Device: New G-E roaster. 

Selling Features: New roaster has 

heat-resistant window in lid to permit 

watching foods cook ; enlarged 3-color 

temperature dial to facilitate selection 

of cooking temperatures from 150 to 

500 degs. F; automatic signal light 

tells when right heat is reached; port- 

able; holds a 20-Ib. turkey or 18 

liquid qts.; restyled white baked 

enamel outside and gray porcelain 

enamel inside; gray plastic handles 

and trim. Comes complete with 3 = : % 

heat-resistant glass dishes, metal bak- . 

= neg Tp G-E Wringer Washers 


ing racks and removable cooking well. 
3 Broiler-griddle for steaks and chops General Electric Co., Bridgeport, Conn. 
; Models: AW462, AW362 and AW 162 











Kopman Bros. Plumbing Supply, 2014 Franklin St., St. Louis, Mo. 


He goes on: “We pride ourselves on doing 
in the traditional early American 





and a white enamel cabinet to hold 








to us. White WATER-HOTTERS measure 
up on every point— White Products Cor- 
poration are pleasant people to deal 


with—_we ider our 





roaster are available as accessories; 
cabinet has built-in automatic timer 
and clock which turns roaster on and 
off at pre-selected times. 

Prices: Roaster, $39.95; broiler-grid- 
dle, $9.95 extra; cabinet with timer 
clock, $24.95; cabinet without timer 
clock, $16.95. 


wringer washers. 

Selling Features: No. AW462 holds 
10 Ibs. dry clothes and 19 gal. water ; 
“instinctive” wringer—a slight push or 
pull on it, or a slight tug on clothes 
instantly stops rolls; timer automatic- 
ally regulates washing time to 15 min. 


AW 362 also has timer. AW162 and 
AW362 8 Ibs. dry clothes capacity. 
Price: AW-462, $179.95; AW-362, 
$149.95; AW-162, $139.95. 
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them o pleasure to all concerned.” 


NOW! 


Two sizes meet 
every Domestic Need 


Electrical Merchandising, Jan. 1951 





Such dependable efficient operation 
—such amazingly fast pick-up—that 
the 30-galion size represents true 
economy even for the smallest family, 
while the 40-gallon size has ample 
capacity even for extremes of 








domestic use! 


You effect further economy in 
inventory by White's new, universal 
Film of Flame that burns ALL types of 
gas economically and efficiently. Con- 
tact your White distributor, or White 
direct, for Proved Profit Story TODAY! 





uy oh Maid 
Nationally Advertised! 
Powerful advertisements for all White 
WATER-HO’ " 
Post, Good Housekeeping and Better Homes 


& Gardens—to win your prospects, help you 
close soles FAST. 





wywrws 


Filo of Flame 
NEW! UNIVERSAL 
BURNS ALL TYPES OF GAS eel, 


simple change of orifice, 
all. No clogging, ever! Proper 
bustion always. No dollars tied 





up in different type burners. Mini- 
mum calls after installation! 


WHITE PRODUCTS CORPORATION 
Water Specialists Since 1930 


Heating 
MIDDLEVILLE, 


Patented. Copyright 1951, White Products Corp. 


See us at the Morrison Hotel during the Janvary Market, January 8th to 19th! 


PAGE 278 


G-E Ranges 
General Electric Co., Bridgeport, Conn. 


Models: New 1951 ranges, Liberator, 
Stratoliner, Airliner, Stewardess, Lead- 
er and 2 apartment models A21 and 
A4l. 


Selling Features: Liberator, a new 
double-oven range has_ push-button 
controls; built-in electrically heated 
salt conditioner; extra hi-speed 6-in. 
surface cooking unit; high back- 
splasher with full-width fluorescent 
lamp; salt and pepper shakers are 
recessed in backsplasher and slightly 
tilted for easy removing and replacing ; 
a small heater keeps salt dry and shak- 
ers are of different size that fit snugly 
in their particular recesses; 2 giant 
surface units; Tel-A-Cook lights; 
roller bearing storage drawers 

Stratoliner has built-in pressure 
cooker and a raisable unit in deep-well 
position; push-button switches are 
lighted to show at a glance which unit 
is on at what speed; large triple- 
oven. 

Airliner, has white plastic push- 
button controls on chrome panel at 
top of backsplasher; below are oven 
controls, clock and appliance outlets; 
on opposite side of backsplasher are 
built-in lamp and nameplate; also has 
deep well unit. 

Stewardess and Leader, standard 
ranges, have rotary switches; full ca- 
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G-E lroners 
General Electric Co., Bridgeport, Conn. 


Models: AF-20A, automatic deluxe, 
rotary AR-20C, AR-70, AR-60, AR-50 
and portable rotary AR-30. 
Selling Features: Automatic AF-20A, 
“toe-touch” ironer, completely con- 
trolled by toe pressure—when foot 
pedal is pressed down, ironer shoe 
swings into ironing position and lifts 
ironing surface to allow user to remove 
or adjust ironed fabric; 300 sq. in. 
ironing surfaces and 400 lbs. ironing 
pressure; pressure exerted by 
ironer shoe is hydraulically controlled, 
the same pressure is provided for all 
materials, regardless of thickness; 
mechanism also provides instant re- 
lease of pressure in case of power 
failure; built-in, 3-armed folding 
clothes rack for hanging finished work. 
AR-20C has controls for knee or 
hand operation : 2-speed, fully enclosed 
motor. Other rotary feature controls 
for hand or knee operation and ther- 
mostats for selective control of ironing 
temperature for different fabrics. 
Portable rotary model AR-30, weighs 
33 Ibs; can be used on any convenient 
table or stand. 
Prices: AF-20A, $249.95; AR-20C, 
$219.95; AR-70, $189.95; AR-60, 
$159.95; AR-50, $119.95 and AR-30, 
$59.95. 
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HOTPOINT Food Waste Unit 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. 

Device: Hotpoint food waste unit. 
MW-6 and MWP-6. 

Selling Features: Fastens to sink by 
simple locking arrangement; can be 
rotated to line up with existing plumb- 
ing; about 2 in. shorter than former 
models; fits any 34 or 4 in. sink open- 
ing; 2 qts. capacity; metallic gray and 
white finish; MW-6 for existing sinks ; 
MWP-6 for use with pre-plumbed 
dishwashers; suitable for window dis- 
play with clean styling’ and wires con- 
cealed. 

Electrical Merchandising, Jan. 1951 


HOTPOINT Freezers 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. 

Models: 2 new 1951 Hotpoint freezers, 
EK-15 and EK-23. 

Selling Features: 15 cu. ft. EK-15 
holds 532 Ibs. frozen food; 23 cu. ft. 
EK-23 holds 808 Ibs. frozen food; 
freezing capacity is 73 lbs. every 24 
hrs. in smaller model and 130 Ibs. in 
larger model; both models have con- 
venient compartment located above 
freezing unit, divided from rest of 
cabinet by aluminum partition and is 
refrigerated on 4 sides; has 116 lb. or 
3.3 cu. ft. capacity and can be used 
for freezing foods without disturbing 
stored articles; light alarm signal, in- 
terior lights and control balanced lids 
hermetically sealed units are other fea- 
tures; EK-23 has 2 counterbalanced 
lids 
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HOTPOINT Ranges 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago 44, Ill. 
Models: 8 new 1951 Hotpoint ranges. 
Selling Features: RD-11 and RD-10 
double and single oven models feature 
push button controls located to right 
on a high panel so that utensils on 
stove surface won't interfere with 
operating controls; each set of 5 but- 
tons light up in different colors to reg- 


ister selected heat setting; 2-speed 
timer measures accurately to the sec- 
ond for periods up to 12 min.; can 
also be set for periods up to 60 min.; 
ovens can be pre-set for longer periods 
requiring roasting, baking, and are 
controlled by new large circular timer. 
Circular light over surface units 
matches timer, illuminates area where 
cooking is done; backsplasher also has 
timed outlets for teasters, percolators 
or other small appliances; chromium 
grid in broiler pan increases reflected 
heat required for charcoal type broil- 
ing. 

Rc -16, medium priced lighted push- 
button model similar to top deluxe 
models; has single oven; fluorescent 
light. 

RC-15 is identical except pushbut- 
tons are not individually lighted. 

RB-45, double oven rotary switch 
range for large farm or city family 
has interior lights in both ovens ; high 
speed cooking units; 2-storage draw- 
ers; chromium broiling pan grid. 

Other models are RB-40, full sized 
range with 3 surface burners and a 
deepwell cooker; RB-30 and RB-34 
apartment ranges with 3 and 4 surface 
units respectively. RB-42, a low-priced 
model has 3 storage drawers. 
Electrical Merchandising, Jan. 1951 


ELECTRESTEEM Steam Radiators 
Electric Steam Radiator Corp., Paris, Ky. 


Models: 1951 Electresteem radiators 
in 8- and 10-section sizes. 

Selling Features: Produces real steam 
heat, evenly circulated to all parts of 
room; easily carried from room to 
room; 8-section model suitable for 
average size room; 10-section model 
for larger than average rooms; a.c. 
or d.c.; available in walnut or ivory 
finish. 

Prices: 8-section model, $37.95; 10- 
section model, $42.95. 
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PERFECTION Oil Heater 


Perfection Stove Co., 7609 Platt Ave., 
Cleveland 4, O. 

Device: No. 3171 console-type oil 
space heater. 

Selling Features: Has rated output of 
70,800 btu’s per hr.; porcelain-enam- 
eled 1-gal. humidifier ; combination oil 
control; constant level valve; louv- 
ered panel for radiating heat; remov- 
able top grille; porcelain enameled 
heater casing; blower which circulates 
heat across floor area is standard 
equipment ; optional accessory is 5-gal. 
fixed fuel tank for placement on back 
of heater, out of sight; silver spray- 
brown baked enamel with chrome trim. 
Electrical Merchandising, Jan. 1951 
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ELECTRIC 


“It’s the NET that 
makes us so 
enthusiastic about 


Reed Electric Co., Lansing, Michigan 


“We like White WATER-HOTTERS 
because they have proved qual- 
ity inside and out, efficiency is 
high, maintenance service low, 
dealer profit high,” writes Mr. 
Reed. “We have sold White prod- 
ucts constantly for the past 20 


Full range of sizes, from 20 to 80 ~ 
gallons, gives you an electric Water- 
Hotter to meet any domestic need. 
Table top model for quick-as-a-wink 
installation—ever popular round 
models—all distinguished by their 
trim appearance and their silent, 

operation. Ask your White 
distributor, or White direct, for 
Proved Profit Story NOW! 





WHITE PRODUCTS CORPORATION 
Water Heating Specialists Since 1930 
MIDDLEVILLE, MICHIGAN 
Patented. Copyright 1951, White Products Corp. 
See us at the Morrison Hotel dering the Janvary Market, Janvary 8th to 19th! 
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Cadillac 


MAKES A HIT 
WITH THE MRS:! 


Show a homemaker how a dirt-hungry 

Cadillac puts an end to back-breaking 

cleaning tasks, and you chalk up a sale that 

gives you a healthy profit. What’s more, you 

pocket a valuable chunk of good will. That’s 
because Cadillac invariably makes a hit with the 

woman who uses it. She appreciates Cadillac’s 

fast, thorough cleaning ...tells her friends 


about it—and more sales come your way. 4 


Since 1911, sold only 
by reliable dealers 
ond distributors. 


ay ra 


Cadillac national advertising, too, scores a hit—right in your 
local trading area. Ask your distributor to show you the 
facts and figures which prove virtually every homemaker 
in your community is exposed to Cadillac advertising, every 


month, via America's leading magazines 


CADILLAC 


Revel r wth NERS 
VAC CLEMENTS MFG. CO. 


Dept. A + 6666 S. Narragansett Ave. + Chicago 338, Ill. 


Write 


formation about the 


for complete in- 


thoroughly pre-sold 
Cadillac line 
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R & M Attic Fan 
Robbins & Myers, Inc., Memphis, Tenn 


Device: R & M atti 
Selling Features; Vertical discharge 
unit with built-in suction box measures 
around 3 ft. square and projects 17% 
in. above the attic floor; suitable for 
use over narrow hallways and in low 
attics; installations can also be made 
over kitchen or other rooms; fan, 
notor and suction box are all in one 
unit that rests on attic floor—no 
screws or bolts required; rubber bases 
provide air seal and cushion between 
ian frame and attic floor; automatic 


package fan, 


ceiling shutter operated by wall switch ; 
available in 4750 and 6800 cfm ca- 
pacities 
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WESTINGHOUSE Refrigerators 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: 1951 line includes 3 Frost- 
Free models—DFC-10, DFC-8, FC-8; 
3 full-width freeze — models, 
DC-84, SC-84 and DC-7; 3 vertical 
freeze chest models, DC ‘9, SC-8 and 
SC-6. 
Selling Features: Operation of Frost- 
Free system is based on number of 
times door is opened, not on a time 
basis—counter button automatically 
counts door openings, and at every 60th 
opening, counter button sends signal 
which starts automatic defrosting 
cycle 

DFC-10, top Frost-Free model has 
full-width freeze chest, refrigerated on 
5 sides; quick freezes and stores 41 
Ibs. food; self-closing, insulated, blue 
and gold plastic door serves as loading 
shelf when open; anodized aluminum 
ice trays; butter keeper above freezer 
chest keeps butter at spreading con- 
sistency ; aluminum meat keeper holds 
16 Ibs. ; covered sliding-drawer type on 
plastic glides with chrome trivet in 
bottom for proper air circulation; 2 
Humidrawers give ? bu. capacity; 4 
blue plastic removable egg keepe rs on 
inner door panel for storing 2 doz. 
eggs, plus white plastic shelves for 
other quick storage. Main food com- 
partment provides space for 12 qts. 
milk, ample room for tall bottles; 
triple-plated chrome interior shelves 
with closely spaced bars; drop-down 
shelf to increase milk storage; also 
equipped with Sterilamp. 

DCF-8 has all features of DFC-10 in 
a smaller capacity box. 

FC-8 has 41 Ib. quick freezing capac- 


JANUARY, 


ity; 16 Ib. meat keeper; 4 bu. Humi- 
drawer. 

Full-width Freeze Chest model DC- 
84 has self-closing door trimmed in 
arctic blue; full width storage tray 
beneath Freeze Chest holds 13 addi- 
tional Ibs. ice; 2 egg keepers; shelves 
on door; butter keeper; 16 lbs. meat 
keeper; 2 Humidrawers 

SC-84, companion to DC-84, has 59 
Ib. frozen storage; single Humidraw- 
er; total capacity 8.5 cu. ft. 

DC-7, has full-width, 30 lb. Freeze 
Chest: butter keeper; Humidrawer; 
egg keepers; shelves on door. 

Vertical Freeze Chest DC-9, 9 cu. ft. 
model has 36 lb. freezer compartment, 
deluxe 16 in. meat keeper; butte: 
keeper and Humidrawer. 

SC-8 has 21 Ib. freezer compart- 
ment; 12 lb. meat tray; Humidrawer 
SC-6 has 16 lb. Freeze Chest; metal 
meat tray and plastic Humidrawer. 
Prices DFC-10, $429.95; DFC-8, 
$389.95 ; Ay $349.95; DC-84, 
$319.95 ; 84, $289.95; DC-7, 
$249.95 : DC. $279.95; SC-8, $229.95: 
and SC-6, $200.95 
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CHILL-AIR Fans 


National Engineering & Mfg. Co., 519 
Wyandotte St., Kansas City, 6, Mo. 


Models: Chill-Air fans in 14, 16 and 
20 in. sizes. 

Selling Features: Adaptable to almost 
any use; can be used as a window 
exhaust fan or turned around to bring 
air in; can be used for floor or desk 
and tilted to any angle; adjustable 
louvers or deflectors to deflect air 
ahead or to either side. 

From $29.95 to $54.50. 
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Prices: 
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GENERAL Refrigerators 


General Air Conditioning Corp., 4542 E. 
Dunham St., Los Angeles, Calif. 


Model: No. 


erator. 


A-450 General refrig- 


Selling Features: Designed for limited 
space 23 in. wide, 44 in. high and 214 
in. deep; 44 cu. ft. capacity exclusive 
of vegetable bin. 

Price: $174.50 in a.c.; also available in 
d.c. on special order at slightly higher 
price. 
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85 YEARS OF CLOSE HARMONY 
BETWEEN GRAND AND ITS DEALERS 


As our 85th Anniversary rolls 
around, we look back on many ups 
and downs in this business of mak- 
ing and selling ranges. But, thanks 
to our loyal Grand dealers, most of 
those years were “ups”. And we’ve 
tried to respond by giving you the 
best product we can make, and by 
providing our utmost in fair treat- 


fit 


Grand’s exclusive 
SAFE-TEE-KEE 
prevents accidental 
turning on of burners 








ment and friendly cooperation. 
We want to assure you now, with 
the merchandising situation in its 
current uncertain state, that you 
may continue to expect that same 
equitable cooperation in the future. 
During past periods of material and 
production dislocations we have 
always done our level best to give 
each dealer his fair share of Grand 
Ranges...and to maintain our 
quality standards uncompromised. 
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We recognize our obligation to 
continue that policy into the future. 
Among the many achievements of © 
our 85 years, we are proudest of 
the truly harmonious relations we 
have been able to maintain with 
our distributor and dealer organi- 
zations. We intend to see to it that 
this harmony rings clear in the 
years to come. We'll spare no effort 
to serve you and to help you serve 
your customers. 


HOME APPLIANCE COMPANY 


2323 East 67th Street © Cleveland 4, Ohio, U.S.A. 
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TAPPANn 


has 
what it takes for 
profitable sales 


Tappan dealers are success- 
ful dealers. And no wonder, 
they have the advantage of 


A respected name 
Exclusive features 
Satisfied users 
Selective distribution 


Network radio and TV advertising 
Sound retail promotion plans 


e 
* 
* 
a 
@ National magazine advertising 
e 
* 
e 


Forceful retail sales helps 


As a Tappan dealer, you capitalize on 
all of this. You’ll find the Tappan repre- 
sentative in your area very helpful, 
too. Call him, or write The Tappan Stove 
Company, Mansfield, Ohio. 


Your guide to the 
best in modern 
avtomatic cookery 


\©o7 rs O6 


—— 
4 
= 


| 


TAPPANn 


The Tappan Stove Company * Mansfield, Ohio 


For 70 years the makers of fine ranges 
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G-E Refrigerators 

General Electric Co., Bridgeport, Conn. 

Models: G-E 1951 refrigerators in- 
clude 3 “Across the Top” models; 2 
combination refrigerator-iood freezers ; 
and 4 standard models. 
Selling Features: Model LC-8H, 
LF-8H and LF-10-H, two 8-cu. ft. and 
one 10-cu. ft. have large horizontal 
freezing compartments hold 43 and 49 
Ibs. frozen food respectively. Full- 
width chiller tray below freezing com- 
partment provides fast cooling of soft 
drinks and meat storage. 

Two combination refrigerator-food 
freezers, NHX-8-H and NHX-10-H 
have 8 and 10 cu. ft. capacities; are 
equipped with Alnico magnetic doors 
which close themselves silently and 
tightly. Separate door to large fresh- 
food compartment can be opened by 
foot pedal; requires no defrosting, 
maintains high humidity so that moist 
foods need not be covered; freezer 
compartment maintains zero tempera- 
ture and can be used to freeze and 
store as long as a year. 

4 standard models NB-4-H, NC-6-H, 
NB-8-H, and MCS-8-H, feature a new 
blue shelf finish; other models have 
anodized aluminum shelves with 
closely spaced wires that prevent small 
bottles from tipping; other features in 
all models are large fruit and vege- 
tables drawers which glide on rubber 
tired rollers; Redi-Cube ice trays. 
Prices: “Across-the-top” models, LC- 
8-H, $299.95; LF-8-H, $329.95; LF- 
10-H, $359.95. Combinations NHX- 
8-H, $439.95; NHX-10-H, $479.95; 
Standard models NB-4-H, $219.95; 
NC-6-H, $209.95; NB-8-H, $249.95; 
NCS-8-H, $269.95. 

Electrical Merchandising, Jan. 1951 


EVANS Humidifan 
Evans Products Co., Heating & Appliance 

Div., Plymouth, Mich. 
Device: Multi-purpose Humidifan. 
Selling Features: Can be used 12 
months of year—during heating season 
with any Evans home heater to circulate 
warm air and humidify living area; in 
hot weather it can be removed from 
heater and used as portable desk or 
table model, or it can be installed in 
window to bring in cool night air; 
built-in water reservoir permits fan 
to pick up minute drops of moisture, 
mix them with warm air and distribute 
humidified warmth throughout area be- 
ing heated; baked-on brown Hammer- 
tone enamel; single speed; 260 cfm. 
Electrical Merchandising, Jan. 1951 


KISCO Circulair 


Kisco Co., Inc., 2400-40 De Kalb St. 
St. Louis 4, Mo. 


Device: Kisco floor model Circulair. 
Selling Features: New Adjusto-Air 
feature—“Tilt-O-Top” provides direc- 
tional air circulation; in normal posi- 
tion, it circulates cool “floor zone” air 
outward in every direction; when 
tilted, it provides “spot cooling” in ad- 
dition to draftless room-wide circula- 
tion; safety guard protects at all times, 
even when top is tilted; gold-tone 
finish; 13 x 13 in., 3-speed control. 
Price: $38.95. 
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REO Snow Plow Attachment 


Reo Motors Inc., Lawn Mower Div., 
Lansing 20, Mich. 


Device: Snow plow attachment for 
Reo Trimalawn mower. 

Selling Features: Snow plow attach- 
ment consists of curved steel blade that 
can be set to push snow to left, right 
or straight ahead; skids attached to 
outside corners of bottom edge carry 
blade over rough areas; clears path 
30 in. wide; Trimalawn tractor unit is 
powered by a 1% h.p. 4-cycle Reo 
engine with automatic rewind starter. 
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WINCHARGER Generator 
Wincharger Corp., Sioux City, 6, lowa 


Device: Model 9940 and 9955 power 
insurance generator. 

Selling Features: Provides stand-by 
electric power to farms and ranches 
when power line failures occur; 
tractor or engine driven, providing 
up to 3000 watts—sufficient to operate 
most farm equipment 115-230 volts, 
single phase, a.c.; centrifugal fan cool- 
ing; 3600 rpm. 
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America’s leading advertisers make customers for you in Ladies’ Home Journal. 


Stock, promote, display, advertise these brands and make women come to YOU 


for Journal-featured products. 


FROM FEBRUARY, 1950, TO JANUARY, 1951, YOUR BRAND HEADLINERS WERE: 


Air-Way Sanitizor Vacuum Cleaner 
American Beauty Electric Iron 
Arvin Electric Housewares 

Arvin Lectric-Cook 

Arvin Toaster and Lazy Susan 


Cadillac Vacuum Cleaners 
Caloric Gas Ranges 

Club Coffeeware 

Crane Bathroom Fixtures 
Crane Sinks and Cabinets 
Crosley Electric Range 
Crosley Freezer 


Deepfreeze Electric Range 
Deepfreeze Home Freezers 
Deepfreeze Refrigerators 
Dexter Twin Tub 


Dexter Twin Tub and Single Tub 
Washers 


Dietz “Pioneer” Electric Lantern 
Doray Defrostor 


Easy Spindrier 
Electre Steem Room Humidifier 
Electre Steem Vaporizer 


Electre Steem Vaporizer and 
Bottle Warmer 


Electre Steem Vaporizer, Portable Steam 
Radiator, Electre Steem Baby Bottle 
Warmer and Electre Steem Baby 
Bottle Sterilizer 


Evenflo Nursing Units 


Farber Automatic Coffee Maker 

Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 

Firestone Home Appliances 





Fletcher’s Roastwell Roasting Pan 
Frigidaire Automatic Washers 
Frigidaire Electric Range 
Frigidaire Refrigerators 


G-E Automatic Blankets 
G-E Automatic Toaster 
G-E tron 


G-E Refrigerator-Food 
Freezer Combination 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Electric Ranges and 
Refrigerators 

Gibson’s Refrigerators 


Haeger Lamps and Pottery 
Hamilton Beach Mixer and Mixette 
Hardwick Gas Range 

Hotpoint All-Electric Kitchen 
Hotpoint Automatic Dishwasher 
Hotpoint Electric Ranges 

Hotpoint Refrigerators 


International Harvester Refrigerators 


Johnson’s Waxes and Wax 
Electric Polisher 


KitchenAid Mixer and KitchenAid 
Electric Coffee Mill 


KitchenAids 


K-M Pop-Up Toaster and 
Waffle Baker 


Kold Pak Portable Electric 
Refrigerator 


L & H Lectro-Host Electric Range 
L & H Lectro-Host Home Freezers 
L & H Lectro-Host Refrigerator 
Lewyt Vacuum Cleaner 





Magic Chef Gas Ranges 

Maytag Washers and Gas Range 
Met-L-Top Ironing Table 
Mirro-Matic Electric Percolator 
Mirro-Matic Pressure Cooker 
Mirror Aluminum Utensils 
Motorola Clock Radio 

Motorola Portable Radio 
Motorola Radios 

Motorola Table Radio 

Motorola Television 

Motorola Television-Radio-Phonograph 
Murray Kitchens 


Necchi Sewing Machines 
New Home Sewing Machines 
Norge Gas Range 

Norge Refrigerator 

Norge Washer 


Perfection Electric Ranges 

Pfaff Sewing Machines 

Philco Refrigerator 

Philco Refrigerator and Electric Range 

Philco Television 

Philco Television and Television- 
Radio-Phonograph 

Presto Cookers 

Presto Vapor-Steam Iror 

Proctor Household Servants 

Regina Twin-Brush Electric 
Polisher and Scrubber 

Revere Ware 

Rid-Jid Ironing Tables and Ladders 

Royal Vacuum Cleaner 


St. Charles Kitchens 
Sunbeam Coffeemaster 
Sunbeam |ronmaster 





Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 

Toastmaster Automatic Electric 
Appliances 

Toastmaster Hospitality Set 

Toastmaster Pop-Up Toaster 

Toastmaster Toaster and Hospitality Set 

Toastmaster ‘Toast ’n Jam” Set 


Toastmaster Waffle Service and 
Hospitality Set 


Universal Coffeematic 
Universal Stroke-Sav-r Iron 
Universal Toaster 


Verplex Lamps and Shades 


Wear-Ever Aluminum Cooking Utensils 
Wear-Ever Aluminum Pressure Cooker 
West Bend Electric Percolator 


Westinghouse “Commander” 
Electric Range 


Westinghouse Frost-Free Refrigerators 
Westinghouse Home Appliances 
Westinghouse Laundromat 
Westinghouse Light Bulbs 
Westinghouse Refrigerators 

Whirlpool Automatic Dryer 

Whirlpool Automatic Washer 

Whirlpool Automatic Washer and Dryer 
White Sewing Machine 


Youngstown Kitchens 


Zenith Clock-Radio 
Zenith Radio-Phonograph 


Zenith Radio-Phonograph-Television 
and Radios 


Zenith Television and Radios 


Nearly half—47.2%—of 72,012 women shoppers interviewed in 672 retail stores of all kinds reported they read 


Ladies’ Home J o Ha r ii qd | Largest newsstand sale of ANY magazine, weekly or monthly 
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Fourth of a series of Du Mont product information messages 


DuMONL steaaideam’.... 


always a clinching sales point 


One of the pet peeves of television 

set owners is the program disturbance 
sometimes caused by moving planes, trains, 
autos, buses, trolleys, or tropospheric 
disturbances. 

This is where the new Du Mont Steadibeam 
comes to the rescue. All Du Mont Telesets* 
without exception have this automatic 
signal compensator, the most advanced form 
of automatic gain control in the television 
industry today. 

The Du Mont Steadibeam positively 


insures uniform signal strength, whether the 


station is distant or nearby. It compensates 


» a Pl 
NS , automatically for rapid or slow variations 


in signal, due to any of the hazards mentioned 
above as well as many others. It retains 
picture brightness, for example, despite 
variations as great as 100 to 1! 

It is an advantage that makes Du Mont 


RECTIFIER 
Vv 218 v Telesets easier to sell. It is one of those 
5U4G | : 
wanted features that a set owner brags about 


to his friends and neighbors. And that 





means more Du Mont sales for you. 


The DU MONT TARRYTOWN, ‘ P 
with 17-inch Rectangular The new Du Mont Steadibeam, like the 


tube, combining TV, AM-FM 
radio, 3-speed phonograph. 


Du Mont Sensituner,* the Du Mont 
Signalock,* the Du Mont Extra tubes, is one 
of the many Du Mont plus values that result 
in better performance, longer set life, lower 


service cost, more satisfied customers. 


You'll do better with DuMont—Television’s most coveted franchise 


ou MONT frit wile te fut in Mandi 


Copyright 1950, Allen B. Du Mont Laboratories, Inc., Television Receiver Division, East Paterson, N. J. and the Du Mont Television Network, 515 Madison Ave., New York 22, N. Y. 
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CAPEHART TV Console 


Capehart-Farnsworth Corp., 
Fort Wayne, I, Ind. 


Model: “Blue Ridge” 17 in. TV con- 
sole, 333-M and 333-B. 

Selling Features: Has 17-in. rectangu- 
lar picture tube; Capehart CX-33 
chassis; Symphonic-Tone system with 
picture and sound synchronized; built- 
in Polatenna; 333-M has mahogany 
cabinet; 333-B has bisque cabinet. 
Electrical Merchandising, Jan. 1951 


STROMBERG-CARLSON TV Console 
Stromberg Carlson Corp., Rochester, N. Y. 


Model: Stancliffe, No. 24RPM. 
Selling Features: Features a 24-in. 
picture tube with 356 sq. in. screen; 
FM-AM radio; 3-speed automatic in- 
termix record changer; 12-in. PM 
speaker; Stromberg-Carlson long-life 
tuner; built-in antennas; keyed agc; 
traditional cabinet, mahogany. 

Price: $925. eastern zone; slightly 
higher in south and west. 

Electrical Merchandising, Jan. 1951 


RCA VICTOR Portable Radio 


RCA Victor Diy., Radio Corp. of America, 
Camden, N. J. 


Device: RCA Victor personal portable 
radio No. B-411. 

Selling Features: Smaller in size than 
standard novel—measures 2 in. deep, 
58 in. high, 74 in. wide; weighs 3 Ibs. 
with batteries; self-contained unit 
without usual “flip-up” lid; all operat- 
ing controls are external—pencil- 
shaped antenna completely built-in; 
brown plastic case; requires no 
“warm-up” period; large circular tun- 
ing dial; eliptical permanent-magnet ; 
electro-dynamic speaker ; AVC; polar- 
ized “A” battery holder. 

Price: $29.95 without batteries; uses 
a RCAVSO36 battery and a RCA 
VSO16 battery priced at approxi- 
mately $2.65. 

Electrical Merchandising, Jan. 1951 


ELECTRICAL APPLIANCE NEWS 





TELEVISION AND RADIO 


Fr 
MAGNAVOX Radio-Phono 
Magnavox Co., Fort Wayne, Ind. 


Device: Traditional Concerto radio- 
phono console. 

Selling Features: Incorporates 9-tube 
\M-FM radio chassis; and new record 
changer that plays records at all 3 
speeds, and automatically plays 10- 
in. and 12-in. records intermixed; also 
plays 7-in. records automatically with 
simple control setting; 12-in. Magna- 
vox speaker; horizontally hinged door 
opens forward and down to form 
shelf and gives access to radio and 
record changer. 

Price: $219.50. 

Electrical Merchandising, Jan. 1951 


MURPHY Radios 


Distributed by International Manufactur- 
ers, 519 International Trade Mart, New 
Orleans, La. 


Models: 3 table radios Nos. 152, 154, 
and 155 for world-wide reception. 

Selling Features: No. 152, 5-tube a.c. 
and d.c.; superhet for use in any 





climate; short and medium wavebands. 

No. 154, 5 tubes, a.c. and d.c.; world- 
wide range; bandspreading on short- 
wave; illuminated dial that makes pin- 
point selection easy; tone control; 
built to withstand any weather, heat 
or damp. 

No. 156, 6 tubes; designed to give 
reception over long distances on 
medium waveband as well as full band- 
spread tuning on 6 shortwave and a 
l-sweep coverage from 38 to 100 
meters; flywheel tuning allows any 
band to be transversed by spin of con- 
trol. 
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All models have advanced styling; 
large voltage spread from 90 to 250 
volts on each radio. 


Electrical Merchandising, Jan. 1951 


HALLICRAFTERS Table TV 


The Hallicratters Co., 4401 W. 5th Ave., 
Chicago 24, lil. 


Model: Hallicrafter table TV No. 
810C. 


Selling Features: 16-in. rectangular 
black tube; mahogany Jeatherette cabi- 
net; phonograph jack plus color con- 
nector which will permit use of 
mechanical or electronic color system 
converter at any future time. 


Electrical Merchandising, Jan. 1951 


MARKEL Playmaster 


Markel Electric Products, Inc., 
Buffalo, N. Y. 


Models: Improved Markel Playmaster 
Nos. 74 and 75. 

Selling Features: A new velocity trip, 
easily accessible for adjustment, op- 
erates on principle of speed, not posi- 
tion, also plays automatically all non- 
standard and imported records; new 
heavier turntable bearings; plays all 
3 record sizes in all 3 speeds auto- 
matically ; automatically plays one or 
both sides of all 10 or 12 in. records 
continuously in sequence without turn- 
ing the records over; No. 74 fits most 
radio-phono and television combina- 
tions. No. 75 has wood finish cabinet 
base; attaches to any radio or TV 
receiver. 


Electrical Merchandising, Jan. 1951 


DU MONT TV Console 


Allen B. DuMont Laboratories, Inc., 
East Patterson, N. J. 


Model: “Westbury II” 19 in. TV con- 
sole. 

Selling Features: Includes 208 sq. in. 
picture; full-range FM radio and 
phono-jack attachment; high-selectiv- 
ity Sensituner provides pin-point tun- 
ing over full TV and FM range; 
Steadibeam automatic signal compen- 
sator; positive locking circuit in 
DuMont Signalock; automatic volt- 
age stabilizer; 30 tubes plus 4 recti- 
fiers which includes picture tube; ma- 
hogany cabinet, full-length doors. 
Price: .$625 in mahogany; slightly 
higher in West. 

Electrical Merchandising, Jan. 1951 


AIR KING TV Console 


Air King Products Co., Inc., 170 53rd St., 
Brooklyn, 32, N. Y. 


Model: No. 16C5 TV console. 

Selling Features: Equipped with 16-in. 
black rectangular picture tube; 
tubes including 2 rectifiers; 10-in. Al- 
nico speaker; 12 channels; age; com- 
plete FM audio circuit; RF amplifier; 
4-front panel control; decorator styled 
cabinet; maroon and gold grille cloth. 
Price: $299.95, 

Electrical Merchandising, Jan. 1951 


DUSONIC Phonograph 


Sonic Industries, Inc., 221 W .1th St., 
New York City. 


Model: No. 104 (No. 204 U.L. ap- 
proved) deluxe, portable long playing, 
3-speed phono. 

Selling Features: Featherweight pick- 
up arm finished in gold; all purpose, 
all speed permanent needle; amplifier 
uses 2 tubes plus rectifier; full range 
tone and volume controls; Alnico V 
speaker; 3-speed motor with selector 
switch; simulated leather cover with 
plastic trim. 

Other companion models include 
No. 105 De luxe 3-speed employing 
dual needles. 

Electrical Merchandising, Jan. 1951 
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SPRING-SUSPENSION 
_for quietness that SELLS 


is" 





A POWERFUL SALES FEATURE that no other fan can match . . . and it's 
yours in every International fan! With all moving parts entirely cradled 
in resilient springs, International fans entirely eliminate hum and vibra- 
tion — outsell all others by offering MORE FAN VALUE for YOUR 
CUSTOMER'S DOLLAR: 


THE POPULAR MODEL C-20J WINDOW VENTILATING FAN 
Silent—floats on springs. 
Fits any window up to 44” width. 
Powerful—big 20” blades move more than 3500 cfm per minute. 
Guaranteed. 
Beautifully-styled cabinet. 


See the wonderful new 1951 International quiet, exclusive spring-sus- 
pended fans before you buy. We are in position to make deliveries immedi- 
ately with June Ist dating. Materials 





such as copper, steel and aluminum are 
practically unobtainable at the present 
time. We urge you therefore to see our 
new line, or write us for full details and 
prices so you can order as soon as 
possible. 


AT THE SHOW 


See the complete line of 
Spring-Suspended Inter- 
national Fans (including the 
new Casement Window Fan) 
on display—Room 512-A 
Furniture Mart, Chicago, Ill. 











OIL BURNER CO. 


Spring and Park Aves., St. Louis, 10, Mo. 


SAINT touis 
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There seems to be an abundance of 
small appliances to attract Christ- 
mas buyers, although there are no 
deep reserves and the late shopper 
may have to take what he can get 
from a dwindling selection. Larger 
appliance buying is not an important 
part of the picture. Electric bedding 
promotions which were scheduled 
in several districts have met with 
good response. Denver is going 
ahead with its Christmas lighting 
contest. Both San Diego and 
Phoenix have scheduled pre-Christ- 
mas appliance shows. 

Television Reports—The year as a 
whole has been a good one for 
television, although it is now some 
what slowed. During the four 
months from May through August 
the Salt Lake area increased own- 
ership of sets from one to 7.3 fam- 
ilies to one for every 4.7 families. On 
September Ist, 17,998 television sets 
were owned in this area and it was 
predicted that by the end of the 
year this figure would have risen to 
30,000. 

The number of sets owned in the 
San Francisco area was reported as 
114,686 on Nov. 1, an increase of 11 
percent in one month. 

Many sections of the West are 

still completely without television. 
The San Joaquin Valley speculated 
that local telecasting will not be 
available before mid-1951 at the 
earliest, while Cheyenne pessimis- 
tically expects to wait “another two 
or three years”. 
Santa Fe Subsidizes Wiring. Instal- 
lation charges are still major stum- 
bling blocks to the sale of electric 
ranges and water heaters in some 
areas, as reported by power com- 
pany sales managers. For the most 
part nothing particular is being 
done about it. Santa Fe, New Mex- 
ico, however, reports that the Pub- 
lic Service Co. there is allowing 
$15 toward the installation of either 
electric range or water heater. This 
area says the credit restrictions have 
cut markedly into sales volume, but 
expectations for a good Christmas 
business were bright. 

A recent consumer survey made 
by R. L. Polk Co. in the Spokane 
area show that although chain store 
selling of some appliances has been 
dropping off slightly in relation to 
other brands, it still maintains an 
important place in the market, hold- 
ing near top honors in percent of 
ownership. One mail order brand of 
radio, which held seventh place on 
the 1936 list, now stands at second 
place, although the leading national 
brand advanced its lead in relation 
to it. A chain brand electric range 
moved from ninth on the list in 
1948 to fifth in 1950. Mail order 
washer brands hold second and 
third places, refrigerators occupy 
third and fourth places, while in 
freezers one chain store brand has 
the record-breaking saturation of 
26 percent, over double that of its 
nearest competitor. Interesting is 
the fact that highest saturation fig- 
ures for chain store appliances is 
in the cities, contrary to the gen- 
erally held belief that it is the farm 
market which patronizes mail order 
houses. A somewhat comparable 
survey made by the State College 
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of Washington in Whitman County 

confirms this conclusion and shows 
that actual mail order buying is no 
longer a significant factor even on 
the farm. Only 1.5 percent of the 
refrigerators bought were ordered 
by mail, not more than 0.5 percent 
of the electric ranges and only 2.7 
percent of the washing machines. 
Polishers and Freezers. In Van- 
couver, B. C., the power company 
surveyed readers of its farm news 
to reveal that of all the appliances 
promoted in the publication greatest 
interest was shown in the electric 
polisher. Dealers are being urged to 
use it for demonstrations as a traffic 
builder. 

The electrical industry cooperated 
with the California Turkey Federa- 
tion in Los Angeles in advancing 
the use of freezers in connection 
with Turkey selling. Both consumer 
meetings and television programs 
were devoted to showing how a tur- 
key could be quick frozen, either 
before or after cooking. Freezer 
prospects were especially invited to 
attend—and while they received ad- 
vice on the merits of freezers and 
turkey as an all-year food, they also 
obtained a first rate demonstration 
of television 

The Pacific Northwest comes up 
with figures which show that, com- 
paring 1942 with 1950, dealers in 
that area fared better than else- 
where. Whereas 62 percent more 
appliance and furniture stores did 
299 percent more business with 70 
percent more employees in the na- 
tion as a whole, 47 percent more 
Washington dealers did 349 percent 
more business with 87 percent more 
employees, and 49 percent more 
Idaho dealers did 378 percent more 
business with 97 percent more work- 
ers. In other words, fewer dealers 
shared a greater increase in busi- 
ness than in other parts of the na- 
tion. The Pacific Power and Light 
Co.’s September report based on 
dealer sales showed an average sale 
of $7,500 sold per dealer among the 
appliances reported—or about $90,- 
000 per year. 

In general it may be said that the 
West has been rather higher than 
the rest of the country in increases 
shown—and so far rather lower in 
business recessions. No one would 
be adventurous enough to predict 
the future under present circum- 
stances. But the West at least has 
some ground for its tentative con- 
fidence that it can meet whatever 
comes. End 





Correction 


The Jersey State Electric Co. of 
Elizabeth, N. J., does a large and 
many-sided business, but on pages 
49 and 50 of the December, 1950, 
issue we gave them even more than 
their due when we said that the 
company is also in the “electrical 
contracting business.” This should 
have read “the electrical supplies 
business” and we hasten to apolo- 
gize for putting Jersey State into 
unintentional competition with many 
of its good customers. 
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GET SET FOR SALES! | 


Profit is heading your way with #/ i L@ X 


Gator Breakfast Special 


Here’s 
the kind of 
Advertising 
that helps you most 


Full Color Page 
This Week Magazine 
Feb. 18, 1951 


IT’S LOCAL—IT’S POWERFUL 


YOUR customers covered by 
these leading Sunday newspapers 


Atlanta Journal and 
Constitution 

Baltimore Sun 

Birmingham News 

Boston Herald 

Chicago Daily News 

Cincinnati Enquirer 

Cleveland Plain Dealer 

Dallas News 

Des Moines Register 

Detroit News 

Los Angeles Times 

Memphis Commercial 
Appeal 

Miarni News 

Milwaukee Journal 

Minneapolis Tribune 

New Orleans Times 
Picayune and States 

New York Herald Tribune 

Philadelphia Bulletin 

Phoenix (Ariz.) Republic 

Pittsburgh Press 

Portland Oregon Journal 

Providence Journal 

Rochester Democrat & 
Chronicle 

St. Louis Globe Democrat 


Spokane Spokesman 
Review 


Washington Star 
Indianapolis Star 
San Francisco Chronicle 





Here’s the biggest single promotion in Silex history .. . and 
it’s packed with profit for YOU. 


BIG Value for Your Customers 


4. Silex Coffeemakers in color, only recently introduced are 
best sellers everywhere! Gay red and yellow trim now on the 
favorite Manhattan model. 


2. And with it the new Silex sensation—MIXIE! 

It’s the all-purpose shaker-container that mixes, aerates 
and stores concentrated fruit juices. Pyrex glass, aluminum 
flavor-seal top. 
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3. A customer bonus, too... . the first collection of recipes 
for concentrated orange juice published! General Foods 
thinks so much of MIXIE that for this Special they.are giving 
Silex exclusive distribution of these recipes. All for $4.99. 


BIG Advertising Support for YOU 


Full-color page in This Week Magazine delivered with leading 
Sunday newspapers to 10 million families in principal U. S. 
markets. Runs February 18. Promotion package of store 
selling aids FREE—to identify YOUR store locally with the 
Silex Better Breakfast Special! 


Hurry! Order your merchandise and promotional tie-ins 
NOW! Be ready when the rush begins. 


Fle PWEX Zryrary 


Hartford 2, Conpecticut 
in Canada: The Silex Company, Ltd., 


Chicago Housewares Show 
Booth 191-3-5 


MIXIE—The sensational all-purpose 
concentrated fruit jvice 
-mixer. . 





MANHATTAN in COLOR—Cotcr at 
/ @ price in the most 


| glass coffeemaker ever pro- 
| duced. 
}} FRESHERATOR—the ONLY con- 
tainer that K-E-E-P-S food 
really fresh in the refriger- 
ator. Newest addition to the 
Silex glass line—a sensa- 
tion! 
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98,328, 080 


WILL BE 
Pre-SOLD ON 


THON 


Automatic Water Heaters 
and Ranges 


we Beginning with the 
December issue of Successful 
Farming, America & Southern 
Corp., will launch the biggest 
advertising campaign in their 
history. Throughout 1951 in 
Successful Farming, Household 
and Farm Journal magazines, 
98,328,080 readers will be pre- 
sold on Wagoner Automatic 
Electric and Gas Water Heaters 
and Wagoner Electric Ranges. 
No dealer can afford to miss 
this sales opportunity! A com- 
plete FREE merchandising kit 
is available so you can tie-in 
for greater profits. Write today 
for details. 


® National Consumer 
Advertising 


® Newspaper mats 
® Store Displays 
® Mailing Pieces 


Please send me your 1951 Merchandising Kit: 


Name___ 
Address_ 
es 

My Favorite Jobber 
Jobber'’s Address 





Wagoner 
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AMERICA & SOUTHERN CORP. 
1000 Sixth Ave., South 
NASHVILLE 10, TENNESSEE 


| available 


Dehumidifiers 


eee CONTINUED FROM PAGE 99 comme 


Some hotels have found that they can 
save up to one-third of their normal 
re-decorating time by using such units. 

The dehumidifier certainly has a 
place in the family laundry room where 





uncomfortable. It may be one answer 
to the moisture problem posed by the 
automatic dryer. 





Promoting the Product 


Dehumidifier manufacturers and the 

| dealers who have handled the units | 
agree that the single best method of | 

promoting the product is through free | 

trials. Such trials are the obvious an- 
swer to the initial handicap faced by | 
any new product—lack of consumer 
knowledge of what it is or what it will | 
lo. And since the dehumidifiers are | 





An electrical appliance 
dealer is a fool if he doesn’t 
take time out now and then to 
look in at his competitors. 
Macy doesn’t look in Gimbel’s 
windows P 





| easily installed (they plug into any | 
outlet), retailers have concentrated 
| their merchandising efforts around 
| such trials. The amount of water con- | 
|densed by the unit in a single day | 
| offers the customer an impressive dem- | 
|onstration of the magnitude of the| 
| problem and the efficiency of the unit. | 
The second most popular promotional | 
technique is a logical extension of this | 
first one—the use of testimonials from | 
satisfied users 


Prices 


During 1950 prices of the units cen- 
tered around $150. There was some 
expectation in the industry that the 
prices of dehumidifiers would trend 
slightly downward in relation to appli- 
ance prices in general. In view of 
widespread price hikes, though, it is 
doubtiul that dehumidifier price levels 
will go down in the near future. 

There are no industry statistics 
for previous years and last 
year’s output is only a guess—which 
some Officials place at about 45,000 
units. What next year’s demand might | 
be is a complete question-mark and 
one not likely to be answered because | 
he dehumidifier industry will suffer | 
from material restrictions as much as 
ny other appliance. 


Outlook 


In the absence of specific figures, the 
best indication of the vitality of the 
industry is the amount of interest it 
has already aroused among dealers and 
onsumers. For a three-year-old the 
dehumidifier has caused lots of talk. 
Its future is indefinite but promising. 
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excess moisture is likely to become | 





Eliminates Damages 
and Costly Claims 
NEW HAVEN 
QUILT AND PAD CO. 


PADDED COVERS 


REFRIGERATOR COVERS 


$4 5°90 


Carrying Harness 
Extra 


Waterproof. Adjusta- 
ble to fit 4 to 10 
Cu. Ft. boxes. Wraps 
around completely. 
Easy to hondle. 


WASHING MACHINE COVERS 


$4 0° 


Gives complete pro- 
tection. Waterproof 
and durable. Height 
49”, diameter 31”. 


RADIO & TV COVERS 
$9.00 


Waterproof. Com- 
pletely covers all 
console models. 
Width 35”, depth 
20”, height 38”. 
Combination Ra- 
dio Covers 
$10.50 Ea. 


GAS and RANGE COVERS 


13° 


Easy to slip on 
and to remove. 
Fits over back 
guard, too. Width 
42”, depth 28”, 
height Pie . 


DEEP FREEZER COVERS 


$45 


Waterproof. 
Width 54”, depth 
31”, height 36”. 
Other sizes avail- 
able. 
AUTO WASHER & 
DRIER COVER 


$9.00 
Waterproof. 
Width 31”, depth 
26”, height 39”. 
Fits other units, 
too. 


ORDER BY MAIL AND SAVE 


neW HAVEN 
QUILT & PAD CO. 


82-84 FRANKLIN ST. 
NEW HAVEN 11, CONN. 
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OPENING SHOT 


IN AIR KING’S BIG NATIONAL AD CAMPAIGN FOR ’51! 
8 Powerful ads tr Life 


You havent seen television at its as ) 


until you've seen... 


weet, LiFe: LIME 20" sates 
cite the argent, deeret pone oo 
ante te hn Race eam SET 


wiga sipepiry Fe sOuns 


— 
ce tein sovtio ions tt 


Thousands of LIFE 

and SATURDAY EVENING POST 

readers right in your own community will 

see plenty of Air King Advertising during 1951... 
continuous barrage of big, hard-selling ads that 
will do a bang-up job of pre-selling Air King for you. 


BUT THAT’S NOT ALL! Air King is ready 

with a MERCHANDISING PLAN that will bring these 

new customers into your store. It's powerfull It's 

dramatic! It's complete! Gives you everything you 

need... NEWSPAPER MATS — RADIO SPOTS — 24 

crsomses cor? SHEET POSTERS—DISPLAYS—and a full line of 
other promotional material! Ask your dis- 

tributor today about the AIR KING 

MERCHANDISING PLAN! 


ane 
arreo® aaore ® 





AIR KING PRODUCTS CO., INC.,170-53rd ST., BROOKLYN 32, N. Y. 
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SELL FAS£O FANS 
FOR PROFITS IN ’51! 


FASCO Fans and Ventilators mean business . . . good business! Fast- 
selling FASCO features bring repeat orders. FASCO quality performance 
builds solid customer satisfaction. FASCO products do the job better . . . 
for less money . . . at a bigger profit to youl 


FASCO Portable 
Casement Window Ventilators 


A brand-new home appliance for that 
huge market of existing homes. It's 
automatic! A pull of the chain 
operates the motor and sealtight door 
simultaneously. Plugs in; no installe- 
tion costs. Fits all steel casement or 
wood sash windows. It's full-powered 
—and portable, too. 


/ ® 








FASCO Lo-Level Floor Fans 


They sit on the floor, give a breeze 
that cools—but won't blow a draft. 
Circulate all the air in a room—with- 
out even rippling the papers on a desk. 
FASCO'S exclusive solid base keeps 
floor dust out of the breeze. Available 
in three models. 


FASCO Oscillators 


Good styling, handsome finish, quiet 
power and proved performance over 
the years, mean ready sales and happy 
cust s. A complete line—seven 
big-value models in 10”, 12”, 16” 
blade sizes. Pedestal Models in 16” 
and 20” sizes. 





FASCO %”" Electric Drill Kit 


The quality drill that fits the hand. . . 
twin reduction gears, Jacobs geared 
chuck. Packed with power . . . with 
accessories for a hundred jobs. 


WRITE for literature and prices today. 
SEE the Housewares Show, Booth 229-231. 


j LQ) \ndustries, Inc. 


ROCHESTER 2, bh 
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“WHEN YOURE THROUGH WITH THE LIGHT, STANLEY, | HAVE TO CLEAN THE HOUSE.” 

















Washers 





sales represent a far larger proportion 
of the total volume than would be sur- 
mised from the trade-in volume. On 
regular and spinner washers, inci- 
dentally, the replacement business was 
65.5 percent of the total, whereas the 
trade-in volume was only 47.3 percent. 
The discrepancy in the two figures, of 
course, is accounted for by those fam- 
ilies who decided to keep the old 
washer, sold it privately, gave it away, 
or merely junked it. 

The disposition of wringer and spin- 
ner washers by dealers shows 35.5 per- 
cent junked, 27.5 percent rebuilt and 
re-sold, 19 percent re-sold “as is” and 
18 percent still on hand. With auto- 
matic washers, dealers reported 24.8 
percent junked, 30.8 percent rebuilt 
and re-sold, 30.4 percent re-sold “as is” 
ind 14 percent still on hand. 


Sales by Regions 


Elsewhere in this issue will be found 
a breakdown of washer sales by states 
for the postwar years 1946 through 
1949, and a similar breakdown for 
eight months of 1950. These figures 
reveal that the East North Central 
states (Ohio, Ind., Ill, Mich., Wis.) 
are now about neck and neck with the 
Middle Atlantic States (N. Y., N. J., 
and Pa.) as the two prime markets for 
washers, with about 20 percent of the 
total volume done in each area. Sur- 
prisingly enough, the South Atlantic 
states are forging ahead fast as the 
country’s third largest washing ma- 
chine sales area. These states did about 
13.5 percent of the business in 1950 
as against 11.8 percent in the four 
previous years. Similarly, the West 
South Central states did about 10 per- 
cent of the total business in 1950 
compared to 8.65 percent in the pre- 
vious four years. The West North 
Central region slipped from about 11 
percent in the four year period to 88 
percent in 1950. New England with 
about six percent and the mountain 
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states with about 3.5 percent have 
maintained their relative positions. 
The Pacific States have maintained 
nearly 12 percent of the total business. 


The Outlook for 1951 


At the time of writing the picture 
in the year ahead is clouded, of course, 
by our inability to gauge the severity 
of government restrictions on critical 
raw materials. Most industry experts 
look for a cutback of 20 to 30 percent 
but express themselves as sufficiently 
pessimistic to believe that such cuts 
may reach 50 percent. Cutbacks in the 
20 percent area, it is felt, would still 
leave plenty of room for aggressive 
selling because of (a) the large vol- 
ume sold in 1950, (b) higher prices, 
(c) higher individual income taxes, 
(d) rigid credit controls. Cuts of up 
to 50 percent on the other hand, would 
undoubtedly result in a sellers’ market. 
Curtailment of raw materials will un- 
doubtedly result in manufacturers re- 
ducing the number of models in their 
lines, and prices, it may be anticipated, 
will move upward. End 
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“AREN'T THE COCKTAILS READY? PEOPLE ARE 
STARTING TO ARRIVE.” 
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Only the Bert — 
Keep the Beat conypany! 


For Many Years — Big Utility Companies Have 
Featured Eureka Cleaners as Their Best 


Consolidated Gas Electric Light Southern Indiana Gas 
& Power Company, Baltimore & Electric Co., Evansville 


Philadelphia Electric Co., Philadelphia Public Service Co. of Northern Ill., Chicago 
Boston Edison Co., Boston Consumers Power Co., Jackson 

New England Power Service Co., Boston Ohio Edison Company, Akron 

Northern States Power Co., Minneapolis Georgia Power Co., Atlanta 

Wisconsin Power & Light Co., Madison Central Illinois Light & Power Co., Peoria 


eee and many more 


Big utility companies must show a profit from their many stores...must con- 
sider their own local prestige in offering any product to their customers. 


All of these companies have featured Eureka Cleaners in their appliance de- 
partments for many years. 


THE THREE GREAT NEW EUREKAS 


, tt d i eee 
A Complete Here’s pretty good evidence 


That Eureka Cleaners That Eureka merchandis- 
Cleaner Department i provide outstanding #2 ing programs produce 
‘Three New Eureka Cleaners, that’s all you need... satisfaction to their users. excellent sales results. 
‘and you're in business! Low cost inventory—hot 


merchandise—quick sales—big profits. 


NEW MODEL 
"600” 
TANK 


Popular Priced, 

powerful, all- steel, 
“ and excellent set 

of cleaning tools 


> NEW MODEL "700" 


Write or Wire 
for 
full information 


‘During the Market! 
see us at our showroom 


24 WEST KINZIE STREET » CHICAGO 
"Only a Step from the Loop” ew Jiy'y! 


Eureka Williams Corporation - Bloomington, Illinois 
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flere’s what we mean by 


LYON 


QUALITY 


ay 


| QUALITY 
TESTED 


Here’s how LYON features compare 
with those of 7 best known competitors: 


[yon] *s ‘Make | Make | Mate | | -¥ | a 











SS == 





Roller Mounted 
Drawers 





wo | no 





Rounded Corners 
Adjustable Shelves 
Platter Grooves 


Tap-O-Matic Handle 


Steel Kitchen Cabinet - 
_Institute Seat 














Revolving Corner Base Yes =e ae =F YES NO 








mee PRODUCTS, INCORPORATED 
General Offices: 121 Monroe Avenue, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 


Sold Nationally through Direct Factory Dealers 


A PARTIAL LIST OF LYON PRODUCTS 
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Refrigerators 





percent, utilities with 3 percent and 
plumbers with one percent. All other 
types of outlets accounted for about 
6 percent of the business with the ex- 
ception of direct sales to builders and 
housing projects, which accounted for 
7 percent. The figures, incidentally, 
are for the year 1949 and did not differ 
materially from those of 1948 


Sales Data by Regions 


['wo separate studies in this issuc 
“How the Appliance Market is Di- 
vided” and “Refrigerator Sales by 
States 1946-1949”—cast an interesting 
light on the regional markets for re- 
frigerators. The four year study 
showed two sections of the country 
running about neck and neck as the 
leaders in refrigerator consumption. 
These were East North Central region 
(Ohio, Ind., Ill, Mich., and Wis.) 
with 20.68 percent of the business and 
the Middle Atlantic section (N. Y., 
N. J., and Pa.) with 20.43 percent. In 
the eight months figures for 1950, both 
sections have slipped by two or three 
percentage points. The Middle Atlantic 
now leads by 18.61 and the East North 
Central is second, 17.45, down from 

The third largest area in the four 
year study was the South Atlantic 
States (Del., Md., D. C., Va., W. Va., 
N. C., S. C., Ga., and Fla.) with 12.90 
percent of sales. This South Atlantic 
area has moved up in the first eight 
months of 1950 to 14.98 of sales. Two 
other sections which showed gains are 
the East South Central (Ky., Tenn., 
Ala., Miss.) which went from 6.34 
percent in the four year averages to 
8.07 percent in 1950 and the West 
South Central region (Ark., La., 
Okla., and Tex.) which moved from 
9.78 percent to 12.22 percent. The New 
England, Mountain and Pacific regions 
remained fairly static at six, three and 
ten percent, respectively. 

The present war situation and the 
various orders being issued by the ad- 
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ministration to cut back prices of crit- 
ical raw materials such as steel, alumi- 
num, copper, nickel, cobalt, etc., will, 
of course, materially reduce production 
in 1951. Present indications point to 
orders limiting appliances by about 35 
percent. It is entirely possible, how- 
ever, that by the spring these limiting 
factors may go as high as 50 percent. 
Important manufacturing elements in 
the industry estimate that 1951 produc- 
tion may be cut from the 1950 rate 
of 6,200,000 to some 4 million to 44 
million units. It is well to bear in mind, 
however, that such a figure for 1951 
would only be a little less than the 
4,766,000 units produced in 1948 and 
4,450,000 units sold in 1949. As long 
as the government continues its avowed 
policy of cutting back raw materials 
rather than adopting its World Wa: 
II policy of eliminating entirely the 
manufacture of the end product, there 
may be room for considerable hope that 
the distributing trades will be able to 
function more or less normally. We 
have pointed out in these pages, too, 
that there are grave limiting factors 
which will be operating in 1951 at the 
consumer buying level. These factors 
briefly are higher prices, not only for 
our own goods but for all commodities 
and services; the continuation of ex- 
cise taxes; considerably increased per- 
sonal income tax on consumers; the 
stifling effect of re-imposed credit con- 
trols and the drastically increased 
mortgage requirements on new houses 
which will cut deeply into the housing 
program. To all of these may be added 
still one other factor: the draining off 
of manpower to the armed services 
and the dislocation of workers moving 
from civilian to wartime jobs. It is dif 
ficult at this time, therefore, to foresee 
whether a sharply decreased produc- 
tion will keep demand high or whether 
credit and price restrictions will make 
selling as difficult as in the year past. 

End 
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DOUBLE your clock sales 


WITH THE HOTTEST CLOCK DEAL IN HISTORY! 


Did you know that you’re missing over half your clock market if 
you’re not featuring electric clocks? More than half of the 
dollars spent for clocks are spent for electric time. 
Furthermore, the preference for electric time is gaining all the time. 
The spring-wound business is running down, down, down! 


GET THIS G-E CLOCK SHOP—PLUS 2 G-E HERALDERS FOR $9.90 


with every 12 G-E Clocks you order, regardless of 
price or models. 

You order twelve General Electric Clocks—any price, 
any models. This makes you eligible to get the G-E 
Counter Clock Shop and 2 G-E Heralder Clocks 
(America’s most popular electric alarm) for only $9.90. 


You sell the G-E Heralders for $9.90, and counter and watch people stop and buy on 

the attractive, hard-selling Clock Shop costs impulse. The new General Electric Clocks 

you nothing! The net of this is that you’re are irresistible. Furthermore, the attractively 

really in the clock business in a painless, designed colonial G-E Counter Clock Shop 

profitable way. takes little space—23" x 4"—and no setting 
So set this new G-E Clock Shop on your up is required. 





Use this real bargain as a sales pusher 


GENERAL @ ELECTRIC 
GAY ALARM (MODEL 7H190-L) 


applicable 


YOUR PRICE—*3” (six or more) 


You make your full marg 





in. For a limited time only! 








Imagine a luminous electric alarm clock at this amazingly low 
price. Gleaming white ivory case and red sweep-second hand 
contrast pleasantly with chocolate-brown dial. 

Feature this General Electric Clock bargain in all your pro- 
motion—windows, counter displays, newspaper and radio ad- ORDER THROUGH YOUR DISTRIBUTOR NOW! 
vertising. [t will help you sell not only more GAY alarms, but your R —— bi d ‘ ' 
turnover of other models of G-E Clocks will be greater! seein aig gaggle got to oto double your clock business is to 

. feature the new General Electric line! General Electric Company, 

Remember, too, that there’s a mighty good profit margin on Bridgeport 2, Connecticut. 

General Electric Clocks! 











America’s greatest 


Remember these sales-wise facts: money-making clocks! 


@ The trend is away from spring- © G-E Clocks need no winding! You can put y 
wound clocks! @ G-E Clocks don’t ticktock! 


© People have confidence in © G-E Clocks keep accurate time! GE N FE RA L (46 ELE CTR ic 


G-E Clocks! ®@ G-E Clocks are the best value! 
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Motor parts specially de- 
signed for hand vocuum 
cleoners, sewing mochines, 
ond similor devices. 


wt 


Lightweight universal motor 
for portable devices re- 
quiring a self-ventilated, 
high-speed motor. 


Compactly designed turbine 
provides dependable opera- 
tion for connister-type 
vacuum cleener. 


red with... 


Lomb Eledri 


MOTORS 


Performance and appearance — the 
principal points of interest to your customers 
when buying motor-driven appliances 
—rate “tops” in devices powered with 
Lamb Electric Motors. 


High sales appeal, resulting from these 
features, assures good turnover — one of the 
reasons why leading dealers the country 
over like to handle appliances motored by 
Lamb Electric. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 
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Freezers 





but dropped back to fourth place in 
1950 with 5.78 percent of sales and 
was replaced by Ohio which scored 
6.12 percent. (For a detailed break- 
down of sales by states see “How the 
Appliance Market Is Divided” else- 
where in this issue.) 


Outlook for 1951 


When manufacturers say, “We are 
going to try to hold the price line,” you 
can almost be sure that prices are on 
the way up—and that’s what many of 
them have said with respect to 1951. 
Few of the manufacturers who pro- 
vided information for this study were 
willing to go out on a limb on future 
prices, but one expects a rise of five to 
10 percent over current lists in the 
first half of the year. With the costs of 
labor and materials on the rise it is 
almost impossible to see any other 
alternative and prices may go as high 
as 15 or 20 percent above today’s tags 
by the end of the year. 

Unfortunately, sales cannot be ex- 
pected to keep pace. Consumer credit 
controls, higher income taxes and the 
recently imposed excise tax on freezers 
probably won’t deter sales so much as 
a very probable shortage of essential 
materials. One maker, guessing that 
1951 output may total 75 percent of 
the 1950 figure, says, “However, the 
diversion of materials to defense items 
could either decrease or increase this 
percentage. I don’t feel that credit con- 
trols, higher income taxes or building 
restrictions will do much to decrease 


| the sale of freezers in 1951, primarily 
| because the home and farm freezer be- 


comes more essential with restrictions 


| on what the consumer has to spend for 
| food stuffs, because of the very definite 


savings that freezers offer in everyday 
living.” Like some other makers, how- 
ever, this producer sees 1951 as a year 
which will demand advertising, selling 
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and promotion, declaring that “1951 
freezers, even though production will 
be limited somewhat, will be just as 
hard to sell as they were in the early 
part of 1950 and the salvation of in- 
creased sales will result from an in- 
creased educational program by freezer 
manufacturers to distributors, dealers 
and consumers.” 

Another maker says, “I definitely 
feel that we will have to promote and 
merchandise vigorously in 1951. This 
statement will not hold true if we are 
forced into an all-out war.” 

But a third manufacturer disagrees. 
“While individual sales of freezers 
during 1951 may be tougher,” he says, 
“we anticipate no difficulty in selling 
all the freezers we can make, and this 
despite the fact that our production is 
at its highest peak.” 

So, you can take your choice of mar- 
ket estimates, but what most makers 
are implying is that if the war scare 
eases off and they can get enough ma- 
terials to maintain full production, 
freezers will have to be sold. If there 
is any substantial cut in production 
(and some think that an estimate of 
667,500 freezers—75 percent of 1950— 
is Over-optimistic), plus continuing 
war scares and threatened rises in food 
prices, freezers will sell without aggres- 
sive merchandising. 

Don’t look for major product 
changes or improvements during the 
coming months. Most manufacturers 
have already limited themselves to 
minor changes. The trend toward 
larger sizes will continue and 12 cubic 
feet freezers and larger should again 
constitute the bulk of sales. 

For the dealer, the most important 
part of freezer merchandising in 1951 
will be, as it always has, to make sure 
that both the prospect and the customer 
realize their need for a freezer and 
know how it can fill that need. End 













































































“LAST PLACE | WORKED IN HAD MORE 
THAN TWO SALESMEN ON THE FLOOR!” 
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Set the Exports Oww 


hallicrafters 


precision television 


TELEVISION DEALER! 





* HALLICRAFTERS \ 
HAS THE % 
$2,000,000 ‘ 


For their own homes .. . 
for their personal television 
pleasure, the experts buy 
Hallicrafters! 
Their judgment is by comparing, 
with their own eyes. You, too, can see The 890 “"PROVINCIAL”’ 
what the experts see, PRECISION performance! in Honeyed Maple 


Hallicrafters exclusive ‘‘Dynamic Tuner”’ brings you 
television’s CLEAREST picture, with 2 to 4 times greater 20” Rectangular 
sensitivity than other leading sets. Black Tube TV 


—AM Radio 
— 3-Speed 


hallicrafters TV Prono 


THE SET THE EXPERTS OWN! 








the hallicrafters co. 
WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION e CHICAGO 24, ILLINOIS 
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NEW- 


Vented Circulator 
For Large Areas 


A beautiful design, finished in rich 
brown porcelain enamel. Just the 
kind of heater required for school 
rooms, shops, stores, laboratories, 
small homes. A 16” fan directs warm 
air through the front louvres down- 
ward across the floor. During hot 
weather, the fan can be used as an 
air circulator. A.G.A. approved. 34” 
high. For use with any gas. 


Model 6450-F is 22” wide— 
37,500 or 45,000 B.T.U. 
Model 6600-F is 28” wide— 
50,000 or 60,000 B.T.U. 


NEW- 
Utility Heater 


You can make quick sales with this attractive 
new model—at good profits too, because it’s 
sturdy and reasonably priced. Finished in 
brown or white porcelain enamel. Reflector 
and dress guard, chrome plated. Equipped 
with double radiants and cast-iron burner. 
A.G.A. approved for use with any gas. 12,000 
B.T.U. 16” high, 11” wide, 634” deep. 


Model 2123 for L.P.G. gas 
Model 2123-B for Natural and Mfg. gas 


ae 
wv 





Bathroom Heater 
A.G.A. Approved 


A leader in the field. Finished in white 
porcelain. The new, streamlined cast- 
iron burner provides the efficient “sheet- 
of-flame” type of combustion. Burner 
is held in place by a single screw which 
makes it easy to remove for cleaning. 
2 at 934" wide, 5%" deep. 8,000 
B.T.U. 


Model 9-D for L.P.G. gas 
Model 9-DB for Natural and Mfg. gas 





See these and other heaters at your Jobber's, or write for literature and | 
discounts on all Armstrong gas and electric heaters, portable ironers and | 
lawn sprinklers 


See our Exhibit—American Furniture Mart 
Chicago, Jan. 8-19—Booth 1763 WHEN 


IT’S AN 


MSTRONG 


AR 


DEPEND ON IT! 


IT’S THE BEST 
OF ITS KIND 
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Ranges 





conditions are likely to be repeated in 
1951. The trend, according to several 
manufacturers, will be to smaller pro- 
duction, higher prices and shortened 
lines. 

One producer has even estimated 
that production this year will be held 
to 66 percent of the 1950 total. Most 
others place it between 70 and 75 per- 
cent, barring any total mobilization for 
war. However, assuming the low fig- 
ure, some 1,217,800 electric ranges will 
still be made this year, a figure which 
is far better than the 1949 output of 
1,056,000 and a little better than 1947 
production. In other words, even with 
this drastic cut, there will be enough 
1951 to 
better any sales year except 1948 and 
1950. Further restrictions on mate- 
rials, such as the recent curb on Cobalt 
(an essential to porcelain enameling) 
would, of course, limit production even 
more stringently. 


electric ranges produced in 


Design this Year 


Manufacturers are almost unani- 
mous in agreeing that lines will be 
shorter and that models will have less 
chrome and other feature embellish- 
ments. One maker writes that his line 
has already been shortened from eight 
models to four. Another producer says, 
“There is a definite trend underfoot 
for catalyst type of surface units and 
color trims or colored enamel as a 
replacement for chromium. It is our 
own thought that gold will become 
more and more prominent as a trim 
feature.” 

A third manufacturer writes, “I 
think everybody will have some design 
changes, in some cases of a minor na- 
ture, and in one or two cases, com- 
plete new lines. However, I think there 
is no doubt that lines will be shortened, 
as the restrictions begin to bite into 
everybody’s production.” 

Prices, too, are on the upgrade. Man- 
ufacturers vary in their estimates of 
the average electric range price by 
mid-year, but they all put the figure 
higher than it is today. One maker 
says that a range which sold for $230 
at the beginning of 1950 will reach 
$250 in the middle of 1951 and sell for 
$260 by the end of the year. Another 
thinks it will hit $269.95 by the middle 
of 1951. A third says, “An electric 
range which sold for $230 at the be- 
ginning of 1950 will sell at $250 by 
mid-1951, but the average unit sale in 
the range industry will be much higher 
in 1951 than it was in 1950 because 
makers will concentrate on the sale of 
the upper end of their lines.” Other 
producers estimate that prices by mid- 
year will be up 10 to 15 percent above 
present levels. 

Manufacturers generally agree that 
consumers will readily absorb all the 
ranges that producers can turn out in 
1951. 

One big producer declares, “I do not 
see how 1951 can be a particularly 
tough sales year. It is true that Regu- 
lation W has practically stopped the 
white goods business temporarily. 
However, it would be my guess that 
the restrictive orders, as they are 
issued, will re-start the white goods 
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business as people begin to wonder if 
they will be able to get a new range 
when they want it. I think this will be 
particularly true if the cut in produc- 
tion is as deep as we anticipate at the 
moment.” 

Agreement comes from another pro- 
ducer with: “1951, in our opinion, will 
not be a tough sales year from the 
standpoint of selling those goods avail- 
able for production. This is particu- 
larly true in the first quarter when 
government commitments will be more 
sharply felt in completed items avail- 
able. The difficulty in selling in ’51, we 
feel, will be the intangibles such as 
maintenance of good public relations 
and good retail and wholesale levels 
and getting all phases of the trade to 
stand behind the goods once sold. With 
greater employment, higher wages and 
every-growing popularity for electric 
cooking, demand should continue 
hig 


a. 

A major range manufacturer sums 
up his feelings with: “Dealers will be 
able to sell all of the electric ranges 
during 1951 that they are able to 
secure from their distributors. In the 
over-all, I feel that demand will ex- 
ceed supply. But whether 1951 is a 
tough selling year or not should make 
very little difference to the dealer’s 
approach to the market. Through ad- 
vertising, display and intelligent sell- 
ing, he will not only be creating an 
immediate sales volume, but, equally, 
he will be assuring his future as a rec- 
ognized appliance merchant in his com- 
munity. For our part, we intend to con- 
tinue the same aggressive advertising 
and promotional efforts in 1951 as we 
carried out in 1950. Even though we 
may not be able to satisfy the entire 
demand for our ranges, we feel that 
this effort will pay future dividends in 
increased acceptance of our line and 
in increased value of our franchise 
far beyond the cost of the program.” 

From these comments it is apparent 
that manufacturers expect demand will 
stay high despite higher taxes and gov- 
ernment restrictions on credit. While 
most of them don’t see 1951 as a 
“tough sales year”, they don’t expect 
that it will be an out-and-out seller’s 
market. With over 1,200,000 ranges 
due to be produced unless the gov- 
ernment drastically tightens present 
materials restrictions, it would be 
false optimism indeed to assume that 
they all will move into consumers’ 
homes without creative and aggressive 
salesmanship. End 
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“JUST GIVE ME CUSTODY 
OF THE TELEVISION SET.” 
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of your telephone... 


Hoover\, 


SERVICE AGENCIES 
good name 


guard your 


Your reputation depends, more than anything 
else, on the performance of the products you 
sell. Which is why whenever you sell or 
install a motor or a replacement motor for 
a ventilating fan, oil burner, pump, home 
workshop, or, in fact, any purpose at all, it’s 
mighty wise to make it a HOOVER Motor! 


Hoover Motors are famous for reliability 
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... for long, quiet, dependable service. And 
if there ever IS trouble—as there sometimes 
is in ANY motor —there’s a Hoover Service 
Agency near at hand to restore the motor to 
operation in a jiffy! 


at the same time it guards the good name of 
Hoover. Worth considering, don’t you think? 
Worth selling Hoover! 
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Hoover Motors for every need. General-purpose 
Hoover Motors come in 3 basic types: CAPACITOR- 
START MOTORS (% through 3 HP) for hard-to-start, 
continuous-duty applications; SPLIT-PHASE MOTORS 
(Y% and Y3 HP) for easy-to-start, quick-to-accelerate 
applications; and POLYPHASE MOTORS (% through 
5 HP) for use where three-phase supply lines are avail- 
able. Also there are Hoover Motors designed espe- 
cially for pumps, oil burners, fans and blowers. Write 
for details. 


THE HOOVER 
COMPANY 
Kingston-Conley Division 
68 Brook Avenue 
North Plainfield, New Jersey 
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Newspaper ad. 


Reprint from Macy's 
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BUREAU OF STANDARDS 


SAYS 


‘The Finest in Both Construction 
and Performance! 


poo 


Electric 
STEAM IRON 


@ Weighs 412 Pounds 

@ Long Life Heating Element 
@ 600 Watt, 115 V. A.C.-D.C. 
@ Packed Individual 


NATIONAL SALES REPRESENTATIVES 


SMITH BENNY SALES CO. 


11 West 42nd Street, New York 18, N. Y. 











MFG. BY 

AMERICAN 

ELECTRIC 
MFG. CO. INC 
ST. LOUIS, MO 














The CHIEF 
ROOM COOLER 


FANS 


AVAILABLE IN 


12” - 16” and 20 inch 








ON DISPLAY ROOM 1433 MERCHANDISE MART 


CHICAGO, ILL. 
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“| DON’T KNOW HOw IT’ - TURN OUT. THIS IS THE FIRST TIME WE'VE TRIED MAKING 
CE CREAM IN THE REFRIGERATOR.” 

















Water Heaters 





type are the biggest sellers of all water 
heaters, accounting for 34.78 percent 


of all sales in 1950 and 34.08 in 1949, 
Looking Ahead 


The reasons for the success of water 
heater sales in 1950 are summed up by 
one manufacturer, as follows: “The 
1950 increase in sales resulted from 
greater utility interest, sales promotion 
at factory and retail levels, and a 
substantial increase in sales to builders. 
Dealers benefited from increased ad- 
vertising and promotion by utilities 
and manufacturers and increased ac- 
ceptance of electrical appliances.” 

Perhaps only a few of these condi- 
tions will still be in existence in the 
major part of 1951. Certainly, there 
will not be a repetition of 1950's tre- 
mendous activity in the building field; 
utilities may find their capacities taxed 
by growing defense and industrial 
needs and hesitate to engage in heavy 
promotions. Judging from present 
conditions and the outlook for ma- 
terials, 1951 water heater production 
will, in all probability, be curtailed 
about 30-35 percent from the 1950 
tota!. One manufacturer, who is budg- 
eting on this assumption, is not, how- 
ever, going to restrict his promotional 
activity. “We are preparing an in- 
tensive promotion and sales program 
for 1951, assuming that with the higher 
taxes, both income and others, there 
will be times when intensive sales 
effort will be necessary,” he declares. 
“We are pointing this out to our dis- 
tribution, both wholesale and retail, 
with the thought that we will be better 
off to have a program to meet extra 
sales effort, if needed, than to be lulled 
to complacency because of the experi- 
ence we have had in the last couple 
of years. I might state that we are 
having a little trouble convincing re- 
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iilers that intensive sales effort will 
be necessary. Too many are crying 
about Regulation W and the things 
that will cause selling effort, but are 
not preparing themselves to meet these 
conditions.” 

Probably more than any other major 
home appliance, the water heater needs 
selling. If 1951 production approaches 
last year’s level, then higher income 
taxes, Regulation W and a decline in 
building will act as retarding factors. 
If production is seriously cut back, 
these same factors will still be opera- 
tive, though not to such an influential 
degree, and water heaters will still 
have to be sold. For the water heater, 
efficient and ec onomical though it may 
be, is essentially an unglamorous ap- 
pliance. Advertising can praise to the 
sky its non-liming, non-corroding in- 
terior, its modern insulation and 
streamlined appearance. It still gives 
nothing but hot water—and Americans 
are inclined to take that for granted. 

End 
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“GOOD MORNING, MRS. AMES. | UNDER- 
STAND YOU FOLKS ARE IN THE MARKET FOR 
AN AUTOMATIC GARBAGE DISPOSAL UNIT.” 
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ELECTRIC ROOM AIR CONDITIONERS 
a 
fastest growing line 
in the fastest growing segment 
of the fastest growing business 


in America today! 


Model 8&—% h. p. window 
unit. Two-tone metal cabi- 
net. 








Model 12—1.5 h.p. or 
Medel 10—1 h.p. Tradi- 
tional mahogany cabinet. 


Air conditioning is America’s fastest growing business — and room 
air conditioning the fastest growing part of it. Remington, with a 
300% sales increase in 1950, is probably the fastest growing line and 
the only company engaged exclusively in room air conditioning. 


‘3 
i 
3 
4 
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For 1951, Remington presents the most complete line of room air 
conditioners on the market today —8 basic models, air or water 
cooled, from ¥2 to 1% hp. It’s the big line for bigger profits for you! 








See Remington, the most complete line: 


Vat the International Heating, Ventilating 
& Air Conditioning Exposition in Phila- 
delphia in SPACE 726 
Wat the Chicago Market, ccm 


in Room 1454 
Merchandise Mart 


Model 6—'2 h. p. window 
unit. Two-tone metal cabi- 





leader Model—1 to 1.5 
h.p. aircooled or water 
cooled. Utility cabinet. 


Remington Air Conditioning Division 
a tastlale biolal Gold -lola- titel a| 


as Rees Auburn, N. Y. 
Model 10—1 h.p. or Model ‘ 
12—1.5 h.p. Bleached me- 
hogany. 





Cables: Remingair 
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TOASTER sensation... 


Styled to Sell 


and Packaged to Sell 
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9182 — 
Combination Sandwich 
Grilland Waffle tron 





Room Air Conditioners 
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mated that 35 percent of sales were 
handled by the specialty appliance 
dealer. Several manufacturers this year 
raised that figure sharply upward, one 
estimating 75 percent, another 60 per- 
cent. Other manufacturers had still 
other figures, but all agreed that the 
dealer’s share of the business was 
increasing—probably to about 45 or 50 
percent of the market. 


Problems Ahead 


But despite the boom conditions in 
which it was flourishing, the industry 
was well aware that certain problems 
lay ahead of it. Of these, certainly the 
most immediate was the problem of 
materials shortages which will almost 
certainly cut back production. And 
there were other difficulties, not the 
product of the national emergency, 
which remained to be overcome 

The intensive merchandising of the 
units in the larger cities served to ac- 
centuate one important handicap—in- 
adequate wiring. Old houses and apart- 
ment buildings with insufficient cir- 
cuits presented something of a prob- 
lem as the high-powered merchandis- 
ing lured many building owners into 
the market for the first time. While ad- 
mitting that such incidents could be 
regarded as something of a problem, 
most manufacturers tended to discount 
the seriousness of the situation. One 
large firm said that it considered in- 
adequate wiring a problem only when 
one-horsepower units requiring 230 
volts were sold. 

Manufacturers faced other prob- 
lems, too, which, at year’s end, still 
needed solution. There was, for ex- 
ample, the task of developing units 
suitable for installation in casement 
(or other than double hung sash) 
windows. In addition, the industry 
must solve the problem of restric- 
tions against units which protrude be- 
yond the window line and must come 
up with some sort of answer to window 
washer restrictions. 


Dealer Difficulties 


Manufacturers expressed varying 
opinions as to the problems facing re- 
tailers who handle room air condi- 
tioners, but a good many of the diffi- 
culties they suggested were not peculiar 
to the air conditioning industry. The 
impact of credit controls and the avail 
ability of merchandise were, for ex- 
ample, problems that faced dealers han 
dling any appliance line. The industry 
did, however, have its own set of mer 
chandising problems. To one manu- 
facturer the most important of these 
was the lack of trained air condition- 
ing salesmen and installation men. Sev- 
ral others agreed that the dealer must 
come to understand the necessity of 
an early start each year. Despite the 
wide popularity of air conditioning and 
the current demand for units, most 
manufacturers agreed that dealers must 
do a specialty selling job on the 
product. 

Selling techniques are not, however, 
the only requisites for doing a com- 
petent job on handling conditioners. 
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Certainly too much importance cannot 
be attached to the ability to recom- 
mend the right unit for the right job. 
Sale of a small unit, for example, for 
use in a very large room simply be- 
cause the customer is more willing to 
pay the price of the smaller unit will 
not produce a satisfied customer. 
But the industry’s big problem- 

and one that would trouble dealer and 
manufacturer alike in the coming year 
——was under-production. Last year the 
industry could not keep pace with de- 
mand. This year, with matters com- 
plicated by restrictions on scarce met- 
als, there appears to be little hope of 
meeting demand. Some manufacturers 
were doubtful that the industry could 
fill all the orders it could get, even if 
materials were in free supply. One 
executive said that demand would run 
ahead of supply not only in 1951 but 
“for many years to come”. The most 
optimistic was willing to predict that 
within five years air conditioner vol- 
ume would be running ahead of re- 
frigerator sales—for the simple rea- 
son that once the units have achieved 
acceptance the average home will need 
several conditioners. Only in excep- 
tional cases would a household require 
more than one refrigerator. 


New Models 


Thinking along these lines was al- 
ready evident as 1950 drew to a close. 
One firm showed a 4 hp. model at the 
hotel trade show in New York during 
the fall. The smaller units were said 
to be ideal for installation in bedrooms. 
(The showing of the new model at the 
hotel show was a good indication that 
manufacturers feel that this market is 
wide-open for smaller units.) 

The market for the 4 hp. units is 
not, of course, confined to the hotel 
trade. Because it is suited particularly 
for use in the bedroom, it could easily 
become the “second and third” unit 
which optimists in the industry feel 
many homes will soon own. 

Although most manufacturers refuse 
to discuss their 1951 models, trade 
circles assume that two or three firms 
will add such 4 hp. units to their lines 
in 1951. 


The Dealer's Future 


For the appliance dealer, the room 
air conditioner business should con- 
tinue to be extremely attractive—de- 
spite the scrambling for merchandise 
which seems inevitable at this writing. 
As has been noted already, the market 
has expanded tremendously over pre- 
vious years and the appliance dealer 
is getting a larger share of it than ever 
before. The market still has a low 
saturation figure and there are plenty 
of unsold prospects in every commun- 
ity. Because of its youth, the indus- 
try as yet has experienced no trade-in 
problems. 

And if any further proof of the at- 
tractiveness of the business is required, 
one need only consider the experience 
of one large retailer last year; condi- 
tioners were the only items on which 
he did not have to offer discounts. End 
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REVOLUTIONARY Zuo. MAKES POSSIBLE 


o1’s BIGGEST 
SALES NEWS! 


.»-Ehe Dual-Purpose Table with 
the “Hidden-Heat” Feature 
To Retail at 
The Incredibly Low Price of $2995 


Other Styles and Models $29.95 —534.95 
COMING SOON—Thermo Ray Breakfast Trays 
and Butlers Trays. 

The Thermo Ray Coffee Table is more than a table — far morel 
It combines the eye-and-use appeal of a fine piece of furniture with 
something new, different and exciting in an electrical appliance. 


No one need tell you this table will SELL—that women everywhere 
will want it—that stores will see in it an unrivaled opportunity for dis- 
play, publicity and traffic-stopping, profit-making demonstrations. 


The Thermo Ray Table delivers gentle RADIANT heat at a pre- 
determined 200°F whenever and wherever needed. Operates at 
less than one half the current cost of an electric iron. 


Regular Trade discounts. Write for full details. Don’t wait! The 
demand is rapidly overtaking the supply! 


No Odor « No Noise « No Vibration * No Glow 
No Fire Hazard « No Possibility of Burnt Hands 
Plugs Into Any Outlet—A.C. or D.C. 


The heating element in the Thermo 
Ray Table is not only entirely hidden 
but is an integral part of the table 
top. Embedded in a sheet of fire- 
proof composition, under terrific 
pressure, wires can never work loose 
or become exposed. 


av 
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A handsome table for everyday use. Has ti | new cig 
and liquor-proof ROTOWOOD plastic finished top. 


—~ 
A RN Sa ociancmatmo 


A warming table to keep coffee, tea and food from cooling off. 
Never dangerously hot—just comfortably warm. 


ee 


A safe, handy, inconspicuous space heater for extra heat wherever 
and whenever needed. 


‘ DUAL PURPOSE FURNITURE WITH @ggr 2, HEATING UNITS 


< 


HIGH POINT, NORTH CAROLINA 


* 
h a NEW YORK OFFICE: 141 EAST 44th STREET, NEW YORK 17, N. Y. 


o 
f;) N 
Yer, cQ.! 
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DO YOU SELL ONE OF 
THESE FAMOUS MAKE 
E HEATERS ? 


ALLEN'S 

BARNES 

BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Canada) 
CREST (Canada) 
CUSTOM-AIRE 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Canada) 
ESTATE-HEATROLA 
FINDLAY (Canada) 
FLORENCE 

H. C. LITTLE 
HERCO (Conada) 
INTERNATIONAL 
JUNGERS 

LACcO 

LONERGAN 
MAGIC CHEF 
MONARCH (Canada) 
MONARCH 
MONOGRAM 
NESCO 
NORGE-HEAT 
PERFECTION 
PREWAY 

QUAKER 
SAFEWAY 
SIEGLER 

SILENT FLAME 
SUPERFLAME 
TORRIDAIRE 


WASHINGTON 
FRUGAL 





if you do... 


NOW YOU CAN EARN 


EASY ADDITIONAL 
PROFITS BY SELLING 
A-P AUTOMATIC 
HEAT CONTROLS 


Yes, if you sell one of the famous-make space 
or trailer heaters listed here you can offer 
every customer the luxury of true automatic, 
thermostatically controlled heat! This means 
easier selling, because you can offer comfort 
and convenience equal to the most expensive 
kind of heating, with no wasted heat — and 


substantial fuel savings! 
What's more, this easy-to-sell comfort means 


ApprrionaL Prortrs for you. Write now for 
Bulletin T-2 on A-P Comfort Controls. 





EASY TO INSTALL ‘ 


-“s an A-P Electric or Mechanical 
mtrol actually engineered 
seaters. Just mount co 

present manual 
thermostat and plug 
transformer. Mechanical thermost 


even eliminates wiring! 


Full Line or Multiple Brands? 





line, we split the question two ways: 
(1) in major appliances; (2) in radio 
and/or television. The answers justi- 
fied the division. It turned out that 
ilthough on major appliances most of 
the dealers (64.8 percent) concentrate 
yn full-line brands, less than half of 
them (46.2 percent) handle radio and 
television this way. 

When asked whether they thought 
the full line under one brand name 
had a sales advantage, 636 (62.8 per- 
cent) said “Yes,” 255 (25.2 percent) 
couldn’t see any advantage, and 121 
lidn’t answer 


The Service Angle 
Since one objective of our survey 
was to investigate the service situa- 
tion among dealers, we asked all types 
of stores handling appliances whether 
they were operating a service depart- 
ment for major appliances. It turned 
out that 69 percent of them do. Spe- 
cialty dealers as a group do even bet- 
ter—79 percent of them have service 
departments. Out of 699 dealers who 
do service work, 682 reported a total 
of 1,424 appliance service employees 
(10 of them part-time), which aver- 
ages out to 2.1 service men per dealer. 
For specialty dealers the average is 
2.2. Of the 699 dealers, 557 reported 
yn the percentage of new business they 
could trace to their service operation. 
It ranges from a low of 21 percent 
for furniture stores to a 38 percent 
high for contractor-dealers, averaging 
out to an overall figure of 33 percent. 
Specialty dealers, with 34 percent, 
seem to be typical. 

Although 69 percent of the dealers 
reported a major appliance service 
department, only 41.2 percent reported 
a service department for radio and/or 


CONTINUED FROM PAGE 85 





television. Out of the 417 dealers who 
have one, 399 indicated a total of 642 
radio-television service men employed 
—an average of 1.6 per dealer. The 
percentage of new business that 321 
of these 417 dealers could trace to 
the service operation hit an average 
of 40 percent, improving on the major 
appliance figure of 33 percent. Furni- 
ture stores were again low with a 
20 percent figure, contractor-dealers 
very high with a figure of 60 percent, 
and specialty dealers coincided with 
the 40 percent average. 


Salesmen—Inside and Outside 


The question, “How many salesmen 
(both inside and outside) for major 
appliances-radio-television do you em- 
ploy?” drew replies from 776 dealers. 
Their sales employees total 2,090, of 
which 822 (39.3 percent) are outside 
salesmen. Of the 776 dealers, 461 
(59.4 percent) reported that they have 
outside salesmen working for them. 
The average dealer, then, employs 2.7 
salesmen, 1.1 of whom sell on the out- 
side. Something like 40 percent of 
major appliance-radio-television busi- 
ness can be credited to these outside 
men, according to 361 of the 461 deal- 
ers who employ these men. The spe- 
cialty dealer’s average is 42 percent. 

As far as methods of paying out- 
side salesmen are concerned, a big 
percentage of the 439 answering deal- 
ers made it clear that thev like salary- 
plus-commission best (45.8 percent). 
About one-third pay on a commission 
basis only, and 13.2 percent have a 
straight salary setup. A few dealers 
(7.3 percent) use “other methods”— 
usually a combination of the three 
above. 

(Continued on page 304) 








DEPENDABLE Controls 


A-P Comfort Controls are designed and built to exact space- 
heater specifications by A-P Controls Corporation — for 19 years 
America’s foremost manufacturer of controls and valves for oil 
and gas-fired furnaces and space heaters. Makers of famous A-P 
valves, controls and accessories for refrigeration equipment. 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
2400 N. 32nd St. © Milwaukee 45, Wis. 


In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 
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manufacturer? 


No. 
Dirs. Type of Dealer 


619 Appliance-Radio-Tv. Dlrs 
102 Furniture Stores 
15 Department Stores 
Hardware Stores 
42 Contractor Dealers 


Others 


Total Dealers. . 
% of Dealers 


Type of Dealer 


Appliance-Radio-Tv. Dlrs 
Furniture Stores 
Department Stores. . 
Hardware Stores 
Contractor-Dealers 


Others 


Total Dealers 
% of Dealers. . 





QUESTION: Do you concentrate on the full line of one 


Number of Dealers Concentrating 
on Full Line of Major Appliances 


ia 4 No Answer 


33 
2 


9 

2 

24 

286 70 


64.8% 28.3% 6.9% 


Number of Dealers Concentrating 
Full Line of Radio and/or Television 
Yes No No Anewer 
313 64 
42 2 
10 2 
54 
13 15 
36 40 


468 412 132 
46.2% 40.71% 13.1% 
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Your customers are more interested than ever in buying a hot water heater that 
will last. Protection from corrosion—with DOW MAGNESIUM RODS—is a sales story 
with a timely punch. When you sell a heater protected with a Dow Magnesium 
Rod—you have the best sales story possible . . . longer heater life . . . cleaner, 


clearer water . . . no annoying leaks . . . and all this protection at amazingly low cost. 


; 
% 
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Leading manufacturers are equipping their heaters with Dow Magnesium Rods. 
There’s no substitute for this proved product. Manufactured to carefully controlled 
specifications that assure maximum life and efficiency, Dow Magnesium Rods are 
tops in quality. When you sell a heater equipped with Dow Magnesium Rods, 


you’re selling the best. And you'll find they’re the easiest to sell, too. 


There’s a plus value in handling heaters protected with Dow Magnesium 
Rods. Every protected tank you sell means a potential customer for a replacement 
rod—for eventually the original magnesium rod is expended in protecting the 


water tank. 


Get the facts on this profit booster—the sales story that is made to order for 


bigger and better sales. Ask your manufacturer—or write to Dow. 


Magnesium Division, Dept. MG91 
THE DOW CHEMICAL COMPANY * MIDLAND, MICHIGAN 


New York © Boston «+ Philadelphia + Washing * Cleveland «+ Detroit * Chicago «+ St. Lovis 
Houston . San Francisco Los Angeles . Seattie 
Dow Chemical of Canada, Limited, Toronto, Canada 
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THERE’S “COME IN” APPEAL in this Moline, Iil., appliance store. 
Pittsburgh Polished Plate Gloss, set in lustrous Pittco Premier Metal, 
is used extensively to create a clear, open-vision front that catches 
the eye of the passer-by, draws him inside. The open-vision design 


is complemented by a Herculite Door and Herculite Sidelights. The 
colorful facia and bulkheads are of Carrara Structural Glass. Use 
the magnetism of a modern Pittsburgh Store Front to attract more 
business to your store. Architect: William A. Schultzke, Moline, Ill. 





How to give your store 


a sales-winning front ...clear to the back 


A CLEAR, open-vision Pittsburgh Store Front is a 
powerful aid to sales. It permits the passing 
. “ 9 . ° ‘ 

public to “shop” the entire store interior, front to 
back . . . brings prospective customers inside to buy. 
Even after the store is closed this silent salesman goes 
“ ? ” . 
on “selling” . . . not only the displayed merchandise, 

but your store as an ideal place to do business. 
In today’s keenly competitive market, it’s the at- 


tractive, inviting store that gets the most customers. 


5 





Store fronts 
and Interiors aa 


by Pittsburgh | | 


ae 











PAINTS + GLASS -: 


i oe 
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So get the jump on your competitors by dressing up 
your store with sales-winning Pittsburgh Glass and 
Pittco Store Front Metal. And when you modernize, 
... the better the 
store’s appearance the better the business. 


do a complete job, inside and out 


Meanwhile, why not send for our free moderniza- 
tion book containing descriptions and examples of 
actual Pittsburgh installations? No obligation . . . 


just return the coupon below. 


Pittsburgh Plate Glass Company 


2031-1 Grant Building, Pittsburgh 19, Pa 


Without obligation on my part, please send me your rree booklet on modern 


Modern Ways for Modern Days.” 


BRUSHES PLASTICS 


GSiass COMPANY 


JANUARY, 





Full Line or 
Multiple Brands? 
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The last phase of dealer activity our 
survey investigated is total dollar 
volume. We asked, “What was your 
approximate 1949 dollar volume in 
all appliances, radio and television 
sets?” Answers came from 751 deal- 
ers with more or less normal opera- 
tions, and from 20 others whose figures 
were so high that they would have 
thrown the general averages out of 
line. The 751 “normal” dealers did 
a total 1949 business of $41,580,350, 
which means an average volume of 
$55,400. The fact that department 
stores did the highest average ap- 
pliance business ($112,500) should 
surprise no one. It is encouraging, 
though, to note that the specialty dealer 
was well ahead of his other competi- 
tion in 1949 with an average business 
of $63,760. Other types of outlets 
ranged downward from a $51,900 aver- 
age. The 20 dealers whose volume 
was abnormally high did a total busi- 
ness of $8,545,000 for an average of 
$427,250 per dealer, and brought the 
general average up to $65,065. 


General Conclusions 


This EvectricAL MERCHANDISING 
survey covered a wide enough sam- 
pling to make several conclusions al- 
most inescapable. In the first place, 
if a full line under one brand name 
doesn’t mean everything to every 
dealer, it means everything to a lot of 
them, especially when you take away 
the sour grapes that some dealers who 
haven’t got a full-line franchise are 
chewing on. Secondly, some dealers 
who are without service departments 
might consider making some changes 
—they seem to bring in plenty of busi- 
ness. And a good part of what is left 
over comes in because an outside sales- 
man is making calls. It might be well 
to note that a great many dealers be- 
lieve you can’t do better than to pay 
your salesmen  salary-plus-commis- 
sion. Finally, if you are a specialty 
appliance dealer, take comfort from 
the fact that your tribe is doing more 
business than most of its competition. 


End 


QUESTION: Does the full line 
under one name have a Sales 
advantage? 


No. Type of 
Dirs. ealer 


619 Appliance- 
Radio-Tv. 
102 Furniture 
Stores 
15 Department 
Stores 
134 Hardware 
Stores 
42 Contractor- 
Dealers 29 
100 Others 62 
1,012 Total 
Dealers 636 255 121 
100% % of 
Dealers 62.8% 25.2% 12.0% 
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ss lt reaches women who shop in your reighborhood! 


Family Circle is sold through chain grocery stores—by your next-door merchant! 
By selling Family Circle to shoppers in your neighborhood, he endorses the 
magazine ...and delivers advertising on products you sell to your best prospects— 


sn holds high readership! neighboring housewives. a eo 


Family Circle editors know what interests housewives ... fashion news and 
brand-new recipes! Interior decorating tips, how to run their homes more efficiently! 
That’s why women like Family Circle so much they step up and pay cash for it! 
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Ss It builds greater interest in home appliances! 


Last year alone, Family Circle carried over 50 pages of editorial material 
devoted to home appliances and equipment. In a monthly magazine, this is 
a remarkable share of home-service news... one that really helps 
“pre-sell” your housewife prospects. 


These 13 leading grocery chains with a store in your 

| neighborhood bring Family Circle to your prospects 
CIRCULATION 

| CHAIN STORES GUARANTEE 

ALBERS 58 30,000 

| AMERICAN 1,612 

BOHACK 281 

| BUTT (begins February) 55 

DIXIE HOME 137 

| FIRST NATIONAL 1,009 

] 


| 


GRAND UNION 284 
JEWEL 155 
KROGER 2,130 
RED OWL 702 
SAFEWAY* 2,106 
WEINGARTEN 25 25,000 
WINN & LOVETT 171 60,000 
*Six editions: California, Northwest, Mountain, Midwest, New York, 
W ashington-Richmond, Canadian circulation not sold as a unit. 


A higher percentage of housewife-readers 
than any leading woman’s service magazine! 


2,300,000 Cash-and-Carry Circulation— 
In 8,725 Sales Centers. 
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IN ANY LANGUAGE, FREE- 
WESTINGHOUSE sewing ma- 
chines mean more dollars for 


prospects will read FREE- 
WESTINGHOUSE ads in national 
magazines in 1951! Turn your 
store traffic into sewing ma- 
chine sales with colorful FREE- 
WESTINGHOUSE window dis- 
plays, counter cards, mailers 
and many dealer sales aids 


you in 1951. Home sewing is 
booming. Cash in on this 
demand by prominently featur- 
ing FrRee-WESTINGHOUSE in 
1951. More than 40,000,000 


Get the complete FREE -WESTINGHOUSE story for 1951 at the Chicago show 
January 6-18. Suite 1450, Merchandise Mart 


Tree-Westinghouse 


America's Finest Sewing Machines 


MANUFACTURED BY FREE SEWING MACHINE CO 


slif . R kf 
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Help Wanted 





displaying these utility fixtures. The 
average fixture dealer might find it dif- 
ficult to justify installing a model 
kitchen for the sole purpose of showing 
off lighting. The appliance store already 
has the “props” for displaying kitchen 
and laundry fixtures “in action”. 

In addition, consumer interest in 
better lighted kitchens is currently very 
high. When the first of the light con- 
ditioned homes built in accordance with 
G. E’s new campaign was opened last 
fall, guides on duty reported that more 
visitors were interested in relighting 
their kitchens than in any other room 
in the house. (Of this group, the ma- 
jority specified better lighting over the 
sink as their first requirement. ) 

Two recent developments in the fix- 
ture market would seem to indicate 
that the present is an ideal time for 
getting into the fixture business. In 
the first place, evidence of some or 
the shrewdest merchandising in the 
field in many years is turning up among 
manufacturers of kitchen and laundry 
fixtures. The end use designation of 
fixtures as “laundry lamps” or “kitchen 
lights” has served to eliminate hesita- 
tation on the part of the salesman 
in recommending an otherwise un- 
identified fixture for a specific use. 
Such designation also convinces the 
consumer that the particular fixture is 
tailor-made for a particular use. 

In addition, governmental restric- 
tions on building may lead fixture 
manufacturers to devote more of their 
energies and promotional funds to 
opening up the market in existing 
homes. 


Campaign Effects 


To all these advantages must be 
added the benefits which should accrue 
from General Electric’s light condi- 
tioning program in the next five years. 

The thousands of model homes sche- 
duled to go up around the country and 
the enthusiastic support already lent 
the program by utilities and the press 
should produce intensified consumer 
interest in residential re-lighting. 
Much of this will center on improved 

















“EVER HAVE ONE OF THESE DAYS WHEN 
EVERYTHING SEEMS TO GO WRONG?” 


JANUARY, 


CONTINUED FROM PAGE 80 





lighting in areas in which the ap- 
pliance dealer is regarded as an ex- 
pert—kitchens and laundries. The 
dealer can insure himself a direct 
part in the light conditioning program 
by making arrangements with the local 
utility to be listed as a source of sup- 
ply for the fixtures shown in the homes. 

The program’s recipes for specific 
lighting tasks can be used by retailers 
as guides in limiting stocks to one or 
two fixtures of each type which meet 
the specifications detailed in the recipes. 
In addition the recipes serve a positive 
purpose in presenting specific recom- 
mendations for installations which 
heretofore have raised questions in the 
minds of dealer and customer alike as 
to what type of fixture should be used. 
Now the dealer can confidently rec- 
ommend specific lighting for specific 
tasks ; the “recipes” will, in effect make 
lighting experts out of both dealer 
and householder. 


Merchandising Opportunities 


The dealer who goes into the fixture 
business must be prepared to do con- 
siderably more than “handle” such ma- 
terial. He must be ready to capitalize 
on the merchandising opportunities 
which fixtures present but which have 
been overlooked up to this time. 

There is, for example, the possibility 
of merchandising “lighting packages” 
for the kitchen and laundry. Such a 
package, combining all the fixtures 
necessary for good lighting in these 
rooms, would carry a unit price suffi- 
cient to merit adequate promotional 
effort. In addition, these packages—or 
any fixture business—could be used 
as “account holders” for the store 
which is anxious to keep its customers 
on the books. Furniture stores, for 
example, have been notably successful 
in using portable lamps as account 
holders with their trade. 

It might be possible, also, to sell a 
new fixture with every new appliance. 
Sale of a new washer might be accom- 
panied by that of a special light for 
the laundry area. Simple suggestive 
selling like this could, in many cases, 
up each unit of sales $10 to $20. 


Opportunity Knocking 


The lighting business in all its phases 
has always been an attractive market 
but one which, for one reason or an- 
other, has failed to interest appliance 
dealers as much as might be expected. 

To the dealer willing to apply his 
specialty selling techniques to it, the 
lighting business—lamps, accessories 
and fixtures—holds promise of de- 
veloping traffic for the store and earn- 
ing a worthwhile return, 

As 1951 opens, the ambitious light 
conditioning program being under- 
taken by General Electric and the 
electrical industry furnishes an ad- 
ditional stimulus for retailers who have 
so far ignored this market to recon- 
sider their stand. 

One fact stands out: the market 
lies open and continues to grow. And 
somebody is going to get the business. 


End 
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Quality Leaders 
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Fully automatic — just plug in and forget it! 
imple to use as ordinary percolator. Dual ele- 
ents start automatically; perking begins with- 
L one minute. Keeps coffee serving hot for 
its! Modishly smart design. Highly polished 
minum, with black plastic handle. Two sizes 
and 8 Cup. , 
No. 1921—5 Cup— $7.50 
No. 1922—8 Cup— $8.50 


EMPIRE “Aristocrat” Electric Toaster 


For golden brown toast 
it"! Smartly modern 


“just the way you want 
lustrous chrome finish—flat 
top for keeping toast warm. Toast turns automat- 
ically by flipping doors. Extra 
Listed Underwriters’ Laboratories. 


large element. 


No. 769—To Retail at $4.50 
New EMPIRE Sandwich Toaster & Waffler 


Combines beauty of design with utility. 
Toasts 2 large or 3 small sandwiches— 
fries bacon, eggs. griddle cakes—grills 
steaks and chops at the table. Remov- 
able and interchaneable waffle grids. 
Chrome finished 

cool handles. 





No. 788 
Retails at $12.95 





Ideal for sportsmen, mot- 
torists, vacationists. 2 
lights—extra brilliant side light and top flood light. 
Exclusive pivot base spots beam up or down. Twin 
switches for lighting one or both bulbs at same time. 
Bail and side handle. No. 870—$4.50 Retail 


See us at the National Housewares Show, 
Navy Pier, Chicago, Booths No. 468 and 470. 


THE METAL WARE CORPORATION 


NEW YORK 
200 Sth Avenue 


TWO RIVERS 
WISCONSIN 


CHICAGO 
Reom 1411)A Merchandise Mert 


PAGE 308 


| Dishwashers Are “Luxuries” No Longer 





that would occur in normal 
| times, Taylor believes. 

The leading reasons why consumers 
bought dishwashers in 1950 were 
headed by “saves work,” 55 percent; 

| and “saves time,” 31 percent. (Chart 
No. 4) This compares with tabula- 
tions of 1949 where 42 percent of the 
consumers listed time saving, and 36 
percent named work saving as the prin- 

| cipal influencing factors. The switch 
from emphasis on saving time to sav- 
ing work indicates that women are 
seeking appliances that reduce the 
drudgery of housekeeping rather than 
merely save time. 


costs 


| Big Cities Best Markets 


The part of the survey related to 
| the population center in which the 
consumer lives indicates that nearly 
half of the sales are being made in 
cities of over 50,000 population. (Chart 
No. 6) Cities of 10,000 to 50,000 ac- 
counted for 23 percent of the sales; 
19 percent of the sales were made in 
cities of 2,500 to 10,000; 9 percent in 
towns under 2,500; and 7.9 percent 
to farm homes. Taylor said that this 
general distribution of sales follows 
1 pattern closely related to the de- 
velopment of electric living which is 
farthest advanced in the nation’s large 
netropolitan areas. He predicted that 
farm and small town users would in- 
crease sharply during the coming 
period of national defense when there 
will be a migration of workers to de- 
fense areas. This will heighten the 
shortage of hired help on the farm, 
ind will place a larger burden of work 
yn the farm housewife. 

Taylor noted that while the north- 
west and the southeast lead the nation 
in low electric service rates, these areas 
were surpassed in dishwasher sales 
by the more heavily populated middle 
eastern region including states such as 
New York, New Jersey, and Pennsyl- 
vania. The state of New York was the 
highest, accounting for 18.4 percent 
of national dishwasher sales in 1950. 

A separate phase of the dishwasher 
market analysis dealt with the types 
of outlet making the sale during 1950, 
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and a comparison with 1949 and 1948. 
(Chart No. 7) These figures are pro- 
jections of actual sales records by 
dealer types. Electrical dealers again 
dominated in the sale of dishwashers 
in 1950, accounting for 47 percent of 
the total volume. Taylor noted, how- 
ever, that the percent of total sales 
made by appliance dealers has regis- 
tered a steady decline since 1948. In 
1948 this type of outlet accounted for 
54.7 percent of the business, decreasing 
to 49.2 percent in 1949, 

The tabulations indicate that the loss 
suffered by appliance dealers is being 
made up in the plumbing and builder 
category. In 1948, plumbing outlets 
made 4.4 percent of the sales; 6.9 per- 
cent in 1949, and 8.9 percent in 1950. 
The reputation gained by many years’ 
experience with water bearing appli- 
ances makes the plumber an excellent 
businessman for selling as well as in- 
stalling. In the last year plumber 
dealers have shown new interest in the 
profit opportunities in this business. 

The post-war emphasis on work-sav- 
ing equipment in new building can be 
seen in projections showing the in- 
crease in dishwasher volume handled 
by builders. In 1948, they made about 
5 percent of total dishwasher sales; in 
1949, increasing to 9 percent, and in 
1950 builders accounted for 12.6 per- 
cent of the business. These tabulations 
place builders second only to elec- 
trical dealers, followed by furniture 
stores with 5.6 percent of the sales. 

Discussing the seasonal sales pat- 
tern of the dishwasher, Taylor said 
that it is not yet possible to establish 
a conclusive curve. For marketing 
purposes, the dishwasher is primarily 
a post-war development. Only 68,000 
were in use in 1941. The peculiarity 
of the post-war market and the low 
pre-war volume of business does not 
readily lend itself to a reliable sea- 
sonal pattern, he said. Based on statis- 
tics of comparable appliances, however, 
it is reasonable to assume some seasonal 
traits of the dishwasher. Factory ship- 
ments normally should be the heaviest 
in the spring months, declining in July 
and August, rising again in September 
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and October, and then tapering off in 
the winter months. He said that there 
should be less variation from high to 
low than in refrigerator and freezer 
patterns, and more closely resembling 
the range sale pattern. He estimated 
that approximately 700,000 automatic 
dishwashers now are in use in the 
nation. 

An interesting highlight of the 1950 
market was evidenced following the 
opening of Korean hostilities. Taylor 
said that the increase in Hotpoint dish- 
washer sales during July and August 
exceeded the increase in refrigerator 
sales. This occurred during a time 
when refrigerators are normally in 
strong demand. Investigations in the 
field revealed that many people who 
had held off buying dishwashers did 
so when they thought that they might 
not be available later on. Some of 
these were bought and stored for new 
homes not yet completed. 

Taylor said that “scare buying” in- 
duced by the Korean war cannot be 
discounted as a factor in the high de- 
mand for major appliances during the 
last half of 1950. He noted, however, 
that after this type of buying tapered 
off in September, dishwasher demand 
continued strong through the fall 
months. 

In 1951, recently imposed consumer 
credit restrictions will unquestionably 
have a strong bearing on the appliance 
market, Taylor said. While a semi- 
military economy of “guns and butter” 
should assure high levels of production 
and earning power for years to come, 
credit restrictions will act as a brake 
on the consumer’s ability to buy. 

“Families in upper-middle or higher 
income brackets who are going to in- 
vest from $300 to $500 for a built-in 
dishwasher usually will not have diffi- 
culty in meeting a down payment of 
around $100,” Taylor said. “Installing 
this appliance is in the nature of a 
major home modernization, like a new 
bathroom, or a converted heating unit. 
For this reason a dishwasher is looked 
on as being a long-range home im- 
provement, and we don’t anticipate 
that Regulation W will appreciably 
affect the 1951 market for built-in 
models.” 

In the building field, Regulation X 
has come in for considerable discus- 
sion as it will affect the appliance mar- 
ket in 1951. While the arbitrary goal 
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of 850,000 new house starts may seem 
low compared with the record 1,300,- 
000 units in 1950, building industry 
spokesmen point out that 1951 prob- 
ably will be the fourth largest home 
buildiing year in history. 

Taylor believes that this will con- 
tinue to be a strong market for dish- 
washers. It is anticipated that build- 
ers of homes in the $20,000 bracket 
will continue to offer dishwashers and 
other new work-saving equipment as 
an inducement to buy. In the $10,000 
and lower class, however, builders 
can be expected to trim extra equip- 
ment in order to keep down payments 
at a minimum. 

Higher income taxes will take a 
bigger piece out of disposable income, 
but this should be partially offset by 
strong business activity and industrial 
activity. The home remodelling pro- 
gram anticipated for 1951 should more 
than compensate for credit restrictions 
and higher taxes, Taylor asserted. 
The building industry looks for a $10 
billion home remodeling boom in 1951 
that should open up a vast market for 
dishwashers and other new kitchen 
equipment that are installed during 
kitchen modernizations. Lumber, wall- 
board, and other remodeling materials 
will be plentiful, and more subcontrac- 
tors will be available to do the work. 

As a result, appliance dealers can 
expect stronger competition from build- 
ing materials dealers in the sale of 
dishwashers and other appliances, 


Taylor believes. This again points up | 
the importance of a close relationship | 


between electrical dealers and elec- 
tricians, plumbers and other trades- 
men who will be consulted on home 
remodeling projects. 


Taylor concluded that on the basis | 


of this survey and other marketing 


data brought to light by the dishwasher | 


study, the dishwasher industry can 


look for continuing strong gains in | 


1951. Although defense production 
may mean an over-all appliance cut- 
back of some 20 percent in 1951, 


Taylor predicted that factory ship- | 


ments will reach 300,000 units. While 
some manufacturers have indicated 
they will reduce promotion budgets 
in the coming year, Hotpoint -wvill 
expand advertising and merchandising 
support of the dishwasher and com- 
plete kitchens and home laundries, he 


said. End 


1951 








We've provided the spark... 
Now you provide the EQUIPMENT! 


Families with children are America’s itd eng - 

ctically everything, a fact proven re) y by 
person Families with children today are demanding 
homes designed and equipped to meet their special 
requirements. 


What are YOU doing to help fill the urgent and 
specific needs of young families with children . . . 
your largest market? 


PARENTS’ MAGAZINE'S EXPANDABLE HOMES PRO- 
GRAM was developed to answer the specific needs and 
wants of families with children. The influences of this 
program have created a demand far beyond Parents’ 
Magazine's audience of more than 1,250,000 families 
with children. 


Families with children want these homes NOW! They 
want to enjoy the time-and-labor-saving benefits of the 
latest home equipment NOW! That's why thousands of 
sets of working drawings for the PARENTS’ MAGAZINE 
EXPANDABLE HOMES have been built and equipped 
all over the nation... 


And that’s why more and more manufacturers of 
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The present and future plans of families with children 
for home building or buying. for home equipping and 
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1950 on the Pacific Coast 
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Sales of Other Appliances Climb 


Home freezers w 
both in unit sales and i 
sold per 1,000 customers 
the hich in this categr w . 
report of 58 freezers , ner 1.900 
vhile Ari is close 
with a rec Utah 
iwton and Idal 


customers 
behind 
Washi 
done an excellent 
Colorado was 
but still 


whether or 1 e\ 
included, althoug! 
seems to have been done 
New Mexico leads with a figure of 44 
per 1,000 customers reported bv one 
company, with Arizona ranking next 
with a record of 26 sold for every 
1,000 homes. California with 
14 sales per 1,000. Utah follows with 
10, Colorado with 5. Many mpanies 
do not keep records on this appliance 
Washer sales dropped in New Mex- 
ico as compared with last year, but this 
may be due solely to the different basis 
for figures as between the two vears. 
In all other figure was 
markedly up. In California and Idaho 
the sale of automati 
of the 


next 


states the 


*s outdistanced that 
conventional type of washers 
numerically, as well as in proportion to 
the number of customers. Washer sales 
were high in all of the Pacific Coast 
states—131 per 1,000 for Oregon, 70 
for Washington and 64 for California 
in the automatic column, with 137, 75 
and 58 conve nal washers sold per 
1,000 customers for the three states in 
the same order. Arizona sold 52 auto- 
matic washers per 1,000 customers and 
130 of the conventional type, Idaho 43 
automatics and 25 conventionals, 
Wyoming 166 of both types, of which 
77.6 percent were conventional 
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PERCENT OF AUTOMATICS IN 
WASHER SALES PER 1,000 CUSTOMERS 
Total Washers Percent of 
Sold Per 1,000 These 

Customers Automatic 
Idaho 68 63.3 
Wyoming 166 22.4 
Colorado 84 247 
New Mexico 65 43.1 
Arizona 182 29.3 
Utah . 105 36.4 
Nevada . 105 38.5 
Washington .... 145 48 
Oregon . 268 49 
California 103 51.9 
British Columbia. 79 92 


Area 


Both ironer and dryer sales were up 
n all reports except those from Idaho, 
Washington and British Columbia. 
Washington reports a unit sale of dry- 
ers higher than last year, but the per 
1,000 sales dropped 5 per 1,000. The 
Oregon figure of 37 ironers sold per 
1,000 customers was highest. Wyoming 
eported 21, Idaho 18 and Utah 17 per 
1,000. At a figure 
f 6 ironers per 1,000 customers. Dryer 
sales varied greatly, from a figure of 
19 per 1,000 customers for Idaho, 17 

Washington and 32 for Oregon, to 


low 


izona was low with 


xtremely figures from the desert 
tates where sunshine does most of the 
Irying. Unit sales were up everywhere 
is much as 21 per 1,000 


reported from Oregon. 


increase being 


According to the reported figures, 
es 

ne ironer was sold to every 3.7 wash- 
ers in Idaho, one to 6 washers in Utah, 
ne to 8.5 in California. Other states 
reporting show a | to 8.1 relationship 
n Wyoming, | to 7.3 yrado, 1 to 
6.19 8.7 i Ari- 


in New 
ma, l ; 


1 Col 
Mexico, | to 2 
in Ne 


V 
Washington 3 
lo 17 . 


} 
tdad, 


Dryer mewhat the 


drop to 


showed 
washers, as « 
ratio reported from Idaho 


sales 


were reported even higher than 

ironers 
Vacuum enjoyed a high 
1 


sales per 1,000 customers, with consid- 


cleaners 


erable increases this year over last, as 
high as 20 more per 1,000 customers in 
Utah. Figures given from Idaho, Colo- 
rado and New Mexico, however, are 
hth; ler those of 1949. High 

» in the number of vacuum cleaners 

per 1,000 Oregon, 

vith a reported 142. Utah is next with 
72, Wyoming third with 56. Low state 
is Arizona, with 10 vacuum cleaners 
sold per 1,000 customers. Oregon re- 
ports 14 more cleaners sold 
per 1,000 customers this year than last 
Dishwashers and food-waste units 
sold in larger number than last year in 
every section of the West, although 
sales of the latter appliance were re- 
ported to be slightly lower per 1,000 
both California and 
Idaho. The 14 per 1,000 customers sold 
in California was still fourth from the 
top reported in the West. Wyoming 
topped the list with 22; Nevada was 
second with 17 per 1,000 and Arizona 
third with 15. Nevada reports itself 
tops in the sale of 23 dishwashers, 


itly un 


customers is 


vacuum 


-ustomers in 


Wyoming second with 21 and Oregon 
third with 15 dishwashers sold per 
1,000 customers. Idaho sold 9, Ari- 
zona 7, Washington 8, Utah 6 and 
California 5. In some areas, such as 
Wyoming, Arizona and California, 
more food-waste units were sold than 
dishwashers. 

Radio still remains one of the largest 
items in dealer sales. It is interesting 
to note, however, that in California, 
where television is also available, sales 
of radio dropped off 4 per 1,000 cus- 
tomers, as compared with figures for 
1949. High state in the radio sales col- 
umn in relation to population was Ore- 
gon, followed by Wyoming, Washing- 
ton, Idaho and Utah in that order. 

Television sales were affected by the 
number of western states still without 
Montana, Idaho, Colo- 
rado, Wyoming and Nevada still sell 
sets at all. Oregon re- 
ports about 1.5 sets sold per 1,000 cus- 
tomers. Figures from the states report- 
ing are not strictly comparable be- 
cause they are given by companies, 
some of which report for areas far be- 
yond the reach of the signals. It is 
interesting that in Los Angeles, where 
the entire area served by the Los 
Angeles Dept. of Water and Power is 
within the range of television, there 
were 350 sets sold per 1,000 customers, 
which compares with a figure of 161 
[TV sets per 1,000 customers in 
ther sections of the state, averaging 
161 for all areas reporting. No com- 
parable figures for 1949 sales of tele- 
vision are available, but the figure was 


any stations 


no television 


far above last vear for every section 


f the West 
Saturation Increase 


It might be expected that with the 
rapid growth of population and of new 
domestic customers, the 
§ many appliances 
until the 


time to purchase 


average 
would 


use 
decrease 
new customers 
their full allot- 

nt of equipment for the home, but 
for the most part has not been 
the case, if reported saturation figures 
ire to be trusted. Some of the reported 


porarily, 


figures are undoubtedly nothing more 
than “enlightened guesses”, as it is 
lifficult to determine without a survey 
just how many appliances are in use. 
Range and water heater figures are 
most reliable, as many companies keep 
accurate records of these connections. 
A careful check of television installa- 
tions has been kept in most areas. 
Many of the major companies at one 
time or another have made either com- 
plete surveys or samplings of their ter- 
ritory to determine saturations of other 
appliances and since that time have 
kept track of sales and probable pro- 
portion of replacements, which gives 
them a fairly accurate picture of their 
area. In general, however, saturation 
figures are less reliable than others in 
these tabulations. 

rhe picture as painted by these re- 
ports, however, seems at least fairly 
reasonable. Refrigerator saturations 
are reported high throughout the 
West, from 88 percent in Idaho to an 
average of 74 percent in Arizona, with 
increases during the last year up to 
10 percent. Range saturations are said 
to have dropped a little in New Mex- 
ico and Colorado, but are up elsewhere 
in the West, as much as 10 percent 
increase being reported from Wash- 
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ington. The highest range saturation 
is reported by the Southern Nevada 
Power Co. at 92 percent, but Eugene, 
Ore., is not far behind with 80 and 
Tacoma with 73.8. The Idaho Power 
Co. reports a 72 percent range satura- 
tion. Wyoming, California, Arizona 
and New Mexico, where inexpensive 
natural gas is available, are lower in 
the scale. 

Freezer saturations were reported 
highest from Idaho (15 percent) and 
next from Washington at 12 percent. 
Colorado and Nevada report average 
saturations among companies report- 
ing of about 10 percent. In California 
and Wyoming the average was 6.6 per- 
cent, in Arizona 7.5 percent, in Utah 6 
percent. 

Room conditioners, interpreted as 
evaporative coolers, had a saturation 
of 45.5 percent in Arizona, of 5 percent 
in Nevada and 4.8 percent in Cali- 
fornia. New Mexico figures are not 
given for most areas of the state. 


Washer Saturations 


Saturation of automatic washers is 
reported highest in southern Nevada 
at 48 percent. The Washington Water 
Power reports an automatic. washer 
saturation of 30 percent. Averages for 
California, Oregon, Arizona, Colorado 
and Idaho are all between 13 and 15 
percent, New Mexico and Utah sat- 
urations are 5 and 8.7 percent, respec- 
tively. Conventional washer satura- 
tions are relatively high in many states, 
averaging from 80 to 90 percent in 
Idaho, Wyoming, Colorado, Utah, 
Nevada and. Washington. California 
figures reported average 60 percent 
saturation, Oregon 61, and Arizona 67 
percent. 

Nevada reports the highest ratio of 
ownership of automatics as compared 
with conventional washers—1 to 1.66. 
Oregon homes own one automatic 
washer to every 3 of the conventional 
type, California 1 to 4. In Utah the 
figure is 1 to 9, in New Mexico 1 to 
15. Other ratios, between automatic 
and conventional washers are: Idaho, 
1 to 5.5; Wyoming, 1 to 7; Colorado, 
1 to 5.5; Arizona, 1 to 5.1; British 
Columbia, 1 to 23.2. 


lroner and Dryer Saturations 


California has done by far the best 
job of selling ironers in past years and 
now reports an average saturation 
from the companies reporting of 19.9 
percent. The next highest saturation 
figure is from Washington at 15 per- 
cent, followed closely by Colorado with 
14.8 percent. Wyoming, Oregon and 
Nevada are from 9 to 12 percent, 
Idaho, Utah and New Mexico center 
around 5 percent, while Arizona re- 
ports a low average of 3.5 percent. 

Dryer saturation reports are spotty. 
Oregon tops the list at 7 percent sat- 
uration, with Washington, Idaho, Colo- 
rado and Arizona following in that 
order, all between 6 and 4 percent. 
All others are below 2 percent satura- 
tion. 

Vacuum cleaners are reported to 
have reached a saturation of about 90 
percent in Idaho and Washington. 
Elsewhere in the West they range from 
81.6 percent in Wyoming to a 50 per- 
cent average saturation reported from 
Arizona, 

Dishwashers are said to 

(Continued on page 312) 
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“Tver Bofoe has Man Obtained 
SQ MUCH for SO LITTLE 
aa from a TELEVISION SET" 


k a Television Set were selling for $2,500 today, you would be lay- 
ing away your money to buy one—to see the great cultural, news, educational, sports 
and entertainment programs now being telecast. 


You certainly should buy a good, large screen television set —at the present prices of 
$100 to $400. You'll really be living —if you own a set. 


Leave it to the engineers, the experimenters, the industrial users and the “firsters” to 
buy Color Television now. They'll spend the necessary years to develop it to the 
same stage of PERFECTION and SIZE that Black and White is today. When it is 
perfected to your satisfaction, you will buy a color set also. 


By that time you will have bought 2 or 3 Black and White Television Sets from 
your dealer—a three-television-set-home will be the normal thing. 


WHILE THEY’RE STILL AVAILABLE AT YOUR DEALER 


BUY A TELEVISION SET TODAY 


SHELDON ELECTRIC COMPANY 


Tube Manufacturers of Sheldon “TELEGENIC” Television Picture Tubes 
A Division of ALLIED ELECTRIC PRODUCTS INC. 


Irvington 11, New Jersey 


SHELDON TELEVISION PICTURE TUBES SPRING-ACTION PLUGS & CUBE TAPS e SHELDON ALUMINIZED REFLECTOR FLOOD & SPOT LAMPS 
SHELDON INFRA-RED HEAT LAMPS SHELDON PHOTOFLOOD AND PHOTOSPOT LAMPS e SHELDON & FLASH FLUORESCENT LAMP STARTERS 
SHELDON RECTIFIER BULBS TAPMASTER EXTENSION CORD SETS ~ TAPMASTER RUBBER CUBE TAPS 


© ALLIED ELECTRIC PRODUCTS INC. 





Pp U T This advertisement appeared as a full page in many of the leading newspapers, 
with a total circulation of over 6,000,000, and will appear in many others. 


TH | S AD Whether by coincidence or not, wherever this ad appeared, it helped to sell 


Television Sets. 


DEALERS, JOBBERS! Ask your set manufacturer for reprints (18” x 23”, full 
TO WORK newspaper size) for use as a window display. DEALERS, SERVICEMEN! Ask 
your set distributor or parts jobber for reprints. 


for you! SET MANUFACTURERS, DISTRIBUTORS, PARTS JOBBERS! Write us for 
FREE reprints. 
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SEND 
TODAY 


HERE IT IS! 


THE NEW 


WATER SOFTENER 


Flick @ switch—for complete, auto- 
matic regeneration. 

Sealed electric power unit—elim- 
inates field service and adjustment. 
High capacity—210,000 to 420,000 
grains weekly if desired. 

Fully guaranteed—10 yeor war- 
ranty on softener—1 year war- 
tanty on electrical parts. 
Triple-acting: softens—removes 
iron—fiters sediment. 

Easily installed—plugs into any 
110-115v A.C. outlet. 

Remote control optional, extra cost. 


WRITE FOR DETAILS AND PRICES 


MODERN 


WATER EQUIPMENT COMPANY, WEST CHICAGO, ILLINOIS 


WATER SOFTENERS + FILTERS * WATER HEATERS 


“Slingabouts 


SAVE US TIME 
AND TROUBLE” 


says Mort Farr 


“It only takes seconds to slip on a Sling- 
about to assure safe, damage-free appliance 
delivery", says this leading Philadelphia appli- 
ance dealer. 

Slingabouts can do this for you. Heavily 
padded canvas jacket cushions appliances. Thick 
layers of cotton padding with soft flannel lining 
protect mirror finishes. Sturdy sling enables safe 
maneuvering through narrow doors and halls. 

Slingabouts are made for all major makes of 
appliances listed on coupon below. 


Ask about Wrapabouts for TV sets. 
proccccc rn -------------- 
WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model # 
moke____ Refrigerators 


| 

| 

| 

z os 
| Sango 
| 

| 

| 
1 





Washer 
Address Oth 


(please specify) 





City 
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reached a 20 percent saturation in 
southern Nevada and 7.4 percent in 
Colorado. The next highest saturations 
reported are from California, Wash- 
ington and Idaho, all of which report 
an average of 4 percent or a little bet- 
ter. All others are around 2 and 3 
percent saturation. 

Food-waste units are high in south- 
ern Nevada, with a reported satura- 
tion of 5 percent. Arizona is not far 
behind with an average saturation of 
4 percent; Colorado has a 3.8 average 
saturation. The California figure is 2.8, 
Utah—2.33, Wyoming—2.16 and the 
others 2 percent or under. 


Radio and Television Saturations 


Radio saturations are reported to be 
from 87.2 percent (Colorado) to 98 
percent (Washington). British Colum- 
bia estimates a 123.5 percent saturation, 
or more than one per home. Television 
saturations can be given only by com- 
panies—and these in most instances in- 
clude only the territory served. The 
Utah Power and Light Co. reports a 
25 percent saturation for the territory 
served. Los Angeles says 45 percent 
saturation; the California Electric 
Power Co., 30 percent; the Southern 
California Edison Co., 40 percent. The 
City of Burbank reports 20 percent TV 
saturation. In the northern part of 
California, the Pacific Gas & Electric 
Co. reports a 6.8 percent saturation, 
the City of Alameda 15 percent, while 
the Coast Counties Gas & Electric 
Co. says its television saturation is 
2 percent. New Mexico and Wash- 
ington give no figures. The Central 
Arizona Power & Light Co. says 8 
percent. British Columbia reports a 
trace. 


Report from the Largest State 


In this picture, California is the 
largest state reporting and hence domi- 
nates the picture in the number of 
appliances sold. Its average kw.-hr. 
use per domestic customer is only aver- 
age as regards other western areas, 
because abundant natural gas means 
that range and water heater satura- 
tions are not high—only 20.38 per- 
cent and 8.26 percent, respectively. 
From the standpoint of the dealer, 
refrigerator sales, automatic and, to 
a lesser extent, conventional washers, 
radio and television are the important 
items. Vacuum cleaner sales showed 
an increase of nearly 100 percent over 
last year’s record. The state has always 
done a good job in selling ironers 
and the saturation figure is high. 
Evaporative coolers are important in 
the valley areas of the state. 

Problems reported by northern Cali- 
fornia companies include LPG com- 
petition, problems arising from im- 
properly engineered space heating and 
improperly installed TV _ antennas, 
shortage of trained salesmen, cost of 
range installations and, from most dis- 
tricts, a shortage of major appliances 
and television sets. The southern part 
of the state suffered acutely from dis- 
count selling problems and trade-in 
difficulties before Korea, but now 
complains chiefly of a shortage of 
appliances. Since this has been con- 
tinuous since the war, except for a 
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brief period last year, dealers have 
not developed sufficient staffs of trained 
salesmen and there is a lack of active 
promotion, according to the sales man- 
ager of one utility. Some of the smaller 
communities complain that a large 
percentage of the sales are made by 
outsiders. ; 


High Kw.-Hr. Use in Northwest 


The Pacific Northwest boasts some 
of the highest range and water heater 
saturations of the country and its 
kw.-hr. consumption per domestic cus- 
tomer is correspondingly high. Few 
power companies in Washington, Ore- 
gon and Idaho report less than 4500 
kw.-hr. as an annual figure, and single 
areas go as high as 6,000 kw.-hr. used 
per home. Because of the rapid in- 
crease in population, combined with 
the greater use of appliances in es- 
tablished homes, this area has not 
fully caught up with its generating 
system since the war and still suffers 
from the threat of a power shortage in 
case of climatic or other emergencies. 
Although electric househeating is now 
definitely discouraged by all of the 
major power utilities, nevertheless 
there is a considerable load of this 
nature already on the lines. Problems 
reported from this area include short- 
ages of major appliances, of radio sets 
and of electric housewares, in that 
order of importance. Lack of trained 
salesmen and problems due to low 
dealer margins are considered im- 
portant. Cost of range installations 
is felt as a major hindrance. 


Pacific Southwest Expands 


One of the fastest growing areas 
of the nation is to be found in the 
states of New Mexico, Arizona and 
Nevada. Arizona is an agricultural 
mining and winter resort state, with 
many military installations in any war 
training program. New Mexico, 
formerly chiefly scenic, with scattered 
mining and agricultural centers and a 
large Indian and Mexican population, 
has been growing rapidly under the 
stimulus of the government research 
projects located here. Nevada con- 
tains the fabulous Las Vegas, where 
the kw.-hr. use per domestic customer 
has now reached an annual average of 
9,100. In central Nevada, Sierra Pa- 
cific Power serves the Lake Tahoe 
region, a fast growing area of summer 
homes which use electricity for cook- 
ing, water heating and food storage, 
not to mention the natural agricultural 
and mining development of the state. 
Problems reported from these areas in- 
clude the new credit restrictions, short 
supply, particularly of ranges and re- 
frigerators and, in Albuquerque and 
Phoenix, of television sets. Deming, 
N. M., says there is at present a lack 
of cooperative promotional effort, but 
“this is being corrected.” The Sante 
Fe utility has adopted a program of 
contributing toward range and water 
heater installation costs, which is ex- 
pected to increase the sale of these 
apppliances. The Salt River Valley 
suffers from a power shortage. Ari- 
zona Edison Co, says there is “need 
for cooperative sales promotion.” 

(Continued on page 314) 
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g00M FOR Mes 


Says M. Krentz, Appliance dealer, 
80-09 37th Avenve, Jackson Heights, L. I., N. Y. 


The Phenomenal REMIND-A‘SAVER Plan Actually FORCES 


My “Appliance Hungry” Customers To Save the 25% Down Payment! “Talk about 
merchandising magic! | found it. My appliance store is in a highly competitive 
territory. Yet, I'm banging out sales every day, while my competitors are sitting 
around moaning about regulation “W” discouraging sales. My secret? I'M 
MAKING SALES TO FOLKS WHO CAN’T GET UP 25% AT THE TIME OF THE 
TRANSACTION: | accomplish this with a Remind*A*Saver . . . thereby effecting a 
fantastically successful lay-a-way plan that automatically assures appliance 
deliveries through COMPULSORY SAVINGS over a prescribed period of time!’ 


For instance: 


A Mrs. Reilly came in on November 
23. She wanted a $200 television 
set for Christmas but couldn't lay 
out the $50-down payment. | col- 
lected only five dollars — and a 
signed contract and | gave her a 
Remind*A*Saver to take home; | 
set it to take 6 quarters a day. A 
week before Christmas she came 
in with the cointainer... 1 
unlocked it, took out the $45 
which completed the down pay- 
ment and Mrs. Reilly enjoyed her 
television set that night! 





The minute that the daily quota of quarters is 


ee ee = a, 
overdue, the Remind*A*Saver sounds off. It buzzes 
until payment is made. (goes for as long as 500 
[)- tt i FTER hours). Pulling out the plug WILL NOT STOP THE 
BUZZING! Here at last is a meter that eliminates 


- - the very human weakness of forgetfulness. Here is 
THE “DADDY” OF REMIND-A-SAVER mat merce fe fr gut “Wo 
ASSURES BANK FINANCING BECAUSE Note: The Remind: A*Saver need not be hooked 


up to any appliance. 


IT GUARANTEES COLLECTIONS! There are two Remind*A*Saver collection plans; 


one in which the store representative collects the 
money at the customer’s home — the other in which 
the customer removes the locked “Cointainer” from 
With tightened credit controls, the Remind*A*Saver, and brings it to the store . . . 
bankers welcome Remind: A: Meter’s this latter plan of course, creates added store traffic. 


compulsory saving feature which Remind*A:Saver cost is very moderate. Contact 


eliminates delinquencies. Finan- us now and learn how YOU can stay a step 
cing-wise, here is “prime paper!” ahead of competition! 














REMINO-A-METER Corp. 
455 Eleventh Avenue + New York 18, N. Y. 
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THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT... ! 


i 
‘i 


Hb AE 


B 


tan Ani 
2 


weree mame | 


Ditterent, because it is FIRE-SAFE, grease laden air is NOT drawn over motor: 

Difterent, because intake grill may be d above king range even on 
inside wall: 

Different, because ordinary 6” stove pipe will serve for making connection 
between intake grill and exhaust fan; 

Different. because it is QUIET. operating mechanism is mounted OUTSIDE 
the wall; 

Ditferent, because it is weatherproof, back draft damper protects against 
heat loss, operating mechanism is housed in corrosion-free aluminum. 

Yes. the Kitchen-aire is different. It is electrically operated, can be installed 

anywhere in new or old houses, keeps kitchens cool and odorless, bathrooms 

and recreation rooms fresh and basements dry. Underwriters Approved. 

Advertised in Better Homes and Gardens. A fast seller: Inquire today: 


STEWART MANUFACTURING COMPANY 
3202 E. Washington Street 





Indianapolis, Indiona 

















Which °LIFT-GATE Type 


Will cut YOUR Costs Most 


ANTHONY ALONE 
GIVES YOU A CHOICE... 


SAVE HANDLING TIME 


GENERAL PURPOSE TYPE Gate used 
with or without DETACHABLE romp for 
general commodity handling (diapers 
to dynomite) Level Lift” Sofety 
toe clearance ...Non-Slip surfaced 
aluminum alloy gate floor. Choice of 
New Spring “Powered’’ or “Hydro 
Power" closing. 


SPEEDS UP DELIVERIES 


RAMP TYPE has ramp attached for 
wheel-on loading of bulky items 
Anthony “Lift Gotes" can be stopped 
at ony elevation. Exclusive sofety fea- 
tures, speed, and light weight identifies 
the Anthony Lift Gate. Choice of New 
Spring “Powered” or “Hydro Power” 
closing. 


STOP DAMAGE, ACCIDENTS © 


“PICK-UP” Type for Yo and % ton 
trucks. The handiest, fastest “helper 
you con hire at a cost less than you'd 
expect to pay! Light weight. Hydraulic 
Power. Simple and sofe. Stops ex- 
pensive double handling. 


SOLD BY ALL AUTO- 
MOBILE TRUCK DEALERS 


ANTHONY CO. Sevacmnh, Illinois 
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rated centers. 


The 


have 


central Intermountain states 
shown a steady increase during 
the past year. Wyoming, with its oil 
levelopment and prosperous cattle and 
sheep ranches reports an increase in 
lomestic customers of 7.2 percent, and 
the annual 
consumption per domestic cus- 
113 kw.-hr. This state is 
a number of relatively small 
companes sepa- 
All of them merchandise. 
ie number of dealers reported had 
ncreased slightly the figure 
1949. Many of the major ranches 
have their own power supply. 

Montana, prosperous with agri- 
cultural and mineral wealth, is one 
of the relatively high saturation areas 
for electric and water heaters. 
Che Montana Power Co., which serves 
nost of this area, reports a 3.3 increase 
in domestic for the year. 
Its kw.-hr. use per home went up by 
205 kw.-hr. No special problems are 
reported. 

Colorado is divided in its 
chandising, three of the major power 
companies being active in selling ap- 
pliances, while smaller and city 
projects leave all selling to the dealers. 


nm average increase in 
kw.-hr. 
tomer -of 

rved by 


ower serving widely 


abov e 


tor 


ranges 


customers 


mer- 


the 


| This state has done an above average 


| Competitive 


| years, 


washers, 
units. 
satura- 


freezers, 
food waste 
keep range 
the not-low average 
the state. Water 


sale of 
and 
fuels 
tion figures to 
of 38.4 percent for 
heater saturation is 17.4. Denver lists 
among its problems a shortage of the 
major appliances and housewares, 
trade-ins and discount selling. High 
installation charges lessen _ sales. 
Pueblo mentions credit restrictions. 
None of this area is served by tele- 
vision, 
Utah, 
tion by 


job in the 


dishwashers 


which increased in popula- 
24.8 percent in the past ten 
continued about the same rate 
of growth, as reflected in the increased 
number of domestic customers reported 


| during the past year. Consumption per 


| by Utah 


|none of 
| through 
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domestic customer showed an aver- 
increase of 173 kw.-hr. as com- 
| pared with 1949. The state is served 
Power and Light and numer- 
ill companies and city plants, 
which merchandise. Sales 
dealers are steadily above 
for most items. All appliances 
an increased sale this year over 
last, both in unit sales and in sales 
per 1,000 customers the saturation 
for ranges is 44.6 percent, for water 
heaters 32.7 percent. Washers owned 
are predominantly of the conventional 
type, automatic and conventional-to- 
gether being found in better than 90 
percent of the homes. Television sold 
in the Salt Lake area has reached a 
saturation of 25 percent. Few special 
problems, other than a shortage of 
appliances and television are reported 
from this area. 


age 


ous sm 


average 
show 


Hawaii Thrives in Spite of Strike 


In spite of the crippling strike of 
the early months of the year and the 
effect of war across the Pacific, Hawaii 
reports an increase of 2.4 percent in 
the domestic customers served this 


year over last. Consumption of elec- 


| tricity per home went up 148 kw.-hr. 
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in Oahu, 122 kw.-hr. on the “By 
Island” of Hawaii. Both power com- 
panies reporting used to be active in 
merchandising but now report that 
they are out of the business. 


British Columbia Sells Major Appliances 


Outstanding in the report from 
British Columbia is the increase in the 
sales of refrigerators, ranges and water 
heaters, in 1950 as compared with 
1949. Canada, like the United States, 
experienced a flurry of buying in mid- 
summer which has now died down, 
but increased sales in these items seem 
to have preceded and continued after 
this period. On the other hand, 
freezers, washing machines, ironers, 
dryers and radios all fell off in the 
sales per 1000 customers. Neverthe- 
the over-all increase was sufficient 
to account for an increase of 323 and 
463 kw.-hr. respectively for domestic 
customers in Vancouver and Victoria. 
These two divisions of the B. C. Elec- 
tric Railway Co. serve 186,800 custo- 
mers, up 3.9 percent over the figure 
of last year. 457 dealers serve the 
territory, an increase of 47.9 percent 
over 1949 and 224 percent over pre- 
war numbers. There are now 408.7 
customers per dealer. 

Saturation of ranges in this area 
averages 24.99 percent and of water 
heaters 10.95 percent. Refrigerator 
saturation is low as compared with the 
states, about 32 percent. Conventional 
washers are much preferred to auto- 
matic, automatics comprising not more 
than 9.2 percent of the sales and less 
than that in saturation percentages. 
Freezers have not yet found general 
acceptance and ironer and dryer 
and saturations are low. Di 
and food waste units seem hardly to 
have been heard of. Radio sales and 
saturation, on the other hand, are 
among the highest reported. Vacuum 
cleaner sales per 1000 customers and 
per dealer are high. 

The territory has suffered under the 
ban against dollar imports which has 
kept out U. S. appliances. This is to 
be lifted at the end of 1950, which will 
provide a stimulus to British Columbia 
sales, providing there are any appli- 
ances available for export from the 
States. A partial shortage of major 
appliances and housewares is now 
being experienced. Slight discount 
selling and some multiple-sale troubles 
are reported as well as customer 
rebellion against high installation 
charges. There is no power shortage 
in this area. 


less, 


sales 
shwashers 


The West Is Optimistic 


In general it may be said that the 
Pacific Coast and Intermountain areas 
are increasing in national importance 
as markets for appliances. Like the 
rest of the nation, they suffer from 
conditions arising out of war prepara- 
tions, plus a few added troubles caused 
by transportation shortages. But al- 
though the supply of electrical appli- 
ances will undoubtedly be somewhat 
shorter than in 1950, and although the 
easy market of long term credits will 
be gone, the active dealers of this 
area expect to maintain high levels 
of selling during 1951. End 
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WHATS Your HURRY, MYRTLE? 


YOu pike ge ROCKET, CAN'T STOP NOW, HIRAM...1M DASHIN' 


to THE FAOF EXHIBIT, ROOM 508 B, 
AMERICAN FURNITURE MART, 
TO SEE THE BIG NEWS! 


BOY, IT'S BIG! you know aut or ¢ 
Shor's FAMOUS FIRSTS. 


FIRST WITH ACOMPLETE ALL-ELECTRIC WASHING MACHINE... 
FIRST WITH A PORCELAIN TUB... 
FIRST WITH A HIGH VANE AGITATOR... 


FIRST WITH AN UNDERWRITERS’ APPROVAL... 
FIRST WITH A PORTABLE IRONER... 

FIRST WITH A FOLDING ROLL-A-WAY IRONER,.. 
FIRST WITH A SINGLE TUG SPINNER WASHER... 


FIRST WITH A COMBINATION CLOTHES WASHER 
“~~ AND DISHWASHER... 

FIRST WiTH A COMBINATION WASHER -AND- 
~  OISHWASHER SINK... 

FIRST WITH THE NOW FAMOUS 


ad 

SELECTIVE DEALER FRANCHISE Jape 

PLAN. ® 
e 


WELL,..NOWCOMESANOTHER BIG FIRST,,, 
ONE THAT'LL PUT CASH \N THE POCKETS OF 
MANY AN APPLIANCE DEALER... A REA! 

SALES PRODUCER... 


COAST A MINUTE, 


WHATS THE NEW BIG CY s NOBODY COASTS 
AND KEEPS Up 
a 


WITH 


START YOUR MOTOR BIG NEWS! 


AND FOLLOW 
Shor 


EXHIBIT * 


rou Peta ATTEND ff 
agg wh ale tpn 
wits GIvE cn f 





ATION SOON. 
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General Electric Co. 


RALPH J. CORDINER 


Ralph J. Cordiner has been elected 
president of the General Electric Co., 
succeeding Charles E. Wilson who has 
been named chairman of the Defense 
Mobilization Board (see page 251). A 
24-year veteran with G-E, Cordiner 
was most recently 
president of the firm. He joined Edi- 
son General Electric Appliance Co 
on the Pacific Coast in 1923. When 
the heating device section of this firm 


executive vice- 


was consolidated with G-E’s appliance 
and merchandise department, Cordiner 
became section manager. In 1935 he 
became manager of the radio division 
and in 1938 succeeded Wilson as man 
ager of the appliance and merchandise 
department. From 1939 to 1942 he 
was president of Schick, Inc After 
six months as vice-chairman of the 
War Production Board he returned to 
G+E and in 1945 was elected a vice- 
president 


Hotpoint, Inc. 


CLIFFORD C. GRAMER 


WILLIAM C. BARTELS 


Clifford C. Gramer has been ap- 
pointed advertising manager of 
Hotpoint Inc., succeeding Richard 
S. Holtzman, who has been pro- 
moted to zone manager in the Los 
Angeles. Gramer formerly was assist- 
ant merchandising manager. 

William C. Bartels has been 
named sales promotion manager for 
Hotpoint. 
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Cory Corp. 


WALTER S. SHELDON 


Walter S. Sheldon has _ been 
named advertising manager of Cory 
Corp. He was formerly with Hot 
point and prior to that had been ad- 
vertising manager for Otarion, Inc 


Domestic Sewing Machine 
Co., Inc. 


JOHN C. ROEDER 


John C. Roeder has been named 
advertising manager for Domestic 
Sewing Machine Co., Inc., formerly 
with radio stations WGAR, Cleve- 
land, and WHKK, Akron. 


Automatic Washer Co. 


FRANK BRECKENRIDGE 


Frank Breckenridge has been elected 
president of the Automatic Washer Co. 
to succeed the late W. Neal Gallagher. 
Breckenridge has been active in the 
home laundry equipment field for 25 
years. He joined Automatic in 1929 
and had later experience with West- 
inghouse and International Telephone 
and Telegraph. He returned to Auto- 
matic in 1946 


Apex Electrical Mfg. Co. 


HARRY G. McDAVITT, JR. 


Harry G. McDavitt, Jr., has been 
named advertising manager of the 
Apex Electrical Mfg. Co. A veteran 
ad man, he has been with Apex since 


1948. 


Deepfreeze Appliance Div., 
Motor Products Corp. 


JOHN FELLMANN 


Che Deepfreeze appliance division 
of Motor Products Corp. has re 
aligned its field sales force. The firm 
has divided the country into 13 sales 
districts and the head of each dis- 
trict will report directly to the gen- 
eral sales manager 

In line with the new organiza- 
tion, John Fellmann, formerly cen- 
tral regional manager for Deep- 
freeze, has been named manager of 
field sales 


Sparks-Withington Co. 


JOHN J. SMITH 


John J. Smith has been elected 
president of Sparks-Withington Co. 
He succeeds Harry Sparks. 
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Appliance Mfg. Co. 


R. F. DOYLE 


R. F. Doyle has been appointed 
executive vice-president and gen- 
eral manager of the Appliance Mfg. 
Co. He was formerly president of 
Alliance Mfg. Co. and had been one 
of the founders of that firm. 


Airtemp Div., Chrysler Corp. 


C. E. Buckholzer, formerly vice- 
president and director of the Air- 
temp division of Chrysler Corp. has 
been named president of the di- 
vision, succeeding W. C. Newberg, 
who has become a vice-president 
and director of the firm’s Dodge 
division. Buckholzer has been with 
the company for 14 years 


A. J. Lindemann & 
Hoverson Co. 


JOHNSTON P. SCOTT 


RALPH E. HALVORSEN 


Johnston P. Scott, sales manager for 
A. J. Lindemann & Hoverson Co., has 
been made a vice-president of the 
firm. He was formerly sales director 
for the Universal Cooler division of 
Newport Steel Corp. 

Ralph E. Halvorsen has been 
named sales promotion manager for 
Lindemann & Hoverson. He has been 
with the firm since 1944. 
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4 Hoe. 
All-America 


Sure to Score! 


Bulla, All, New 
TV Line-Up 


Sure to Win 





With the BIG Line... BIG Pictures... BIG Features 
America Wants Most in Television 


Hexe’s THE “kickoff” for the fastest sell- 


mote Control to change station, picture 
ing television you've ever known! 


and sound automatically from clear 
across the room. Here the spectacular 
Zenith 2-in-1 Screen—with Two picture 
shapes, Giant Circle or Rectangular 
Type, in one set. Here also is the super- 
powerful, “Super-Range” Chassis... 
transforming even weak and distant sig- 
nals into pictures of outstanding new 
clarity, definition and steadiness. ALL in 
competitively priced models that make 
Zenith quality —the finest in television— 
easy for everyone to own. 


Thrillingly new 1951 Zenith TV . .. with 
superbly designed cabinets—the most 
beautiful in television—each one a mas- 
terpiece of quality and good taste .. . 
new, exclusive “years ahead” Zenith 
features ... and big, new, amazingly life- 
like pictures that make this the most 
exciting Zenith line ever! 


Here—available on all models—is the 
sensational Zenith® “Lazy Bones” Re- 


Heavily, Powerfully Advertised in the 
Nation’s Leading Magazines 


The biggest and best magazines in America will carry the “big value” story of these 
magnificent new Zeniths. So don’t wait. Call your Zenith Distributor now, today. 
Get your order in. Get your sales promotion material. Get excited because you're 
ready for your biggest year with Zenrrn! 


New Zenith “Aldrich” TV 


Console. 18th Century cabinet 
in Mahogany veneers and se 
lected hardwoods. 165 sq. in 
Refiection-Proof Screen 


New Zenith “Hawthorne” TV- 
Radio-Phonograph. Cabinet of 
genuine Mahogany veneers 
with full length doors. 165 sq 
in. Reflection-Proof Screen 


New Zenith “Byron” TV Con- 
sole. Distinguished 18th Cen- 
tury cabinet of genuine Ma- 
hogany veneers and selected 
hardwoods. Giant 238 sq. in. 
Reflection-Proof Screen. 


New Zenith “Wordsworth” TV-Radio-Phono- 
graph. Blonde modern cabinet in Gold Coast 
Afara solids and veneers. 165 sq. in. Reflec- 


tion-Proof Screen. 


p [fr / 


Lath he 


Superiority you can see 


New Zenith “Burton” TV Table Model. Beautifully 
finished Mahogany Pyroxylin cabinet with gracefully curved 
top and sides. New 154 sq. in. Rectangular “Blaxide” Tube. 





Team Up with these “Most Wanted” 
Television Features. You'll find them ALL in 
Zenith and Nowhere Else! 


Zenith’s new Giant 238 sq. in. screen—wider than 
a newspaper page! 

Zenith’s ‘‘Super-Range” Chassis—reaches out for 
stations. Tunes even weak signals into clear pictures! 
Zenith’s Reflection-Proof Screen—bans window and 
room light reflections! 

Zenith’s Blaxide Picture Tube —brings out far richer 
contrast and clarity! 

Zenith ‘’2-in-1"' Screen—gives you two picture shapes 
in one set—Giant Circle or rectangular type! 


Zenith Pre-Tuned Built-in Antenna—works where 
many others fail! 


Built-in Provision for Tuner Strips to Receive Pro- 
posed Ultra-High Frequencies on Present Stand- 
ards. 








and TELEVISION 





Quality you can trust 


Zenith Radio Corporation, Chicago 39, Illinois * Over 30 Years of “Know-How in Radionics® Exclusively ¢ Also Makers of Americo’s Finest Hearing Aids 
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See the Great* New 


=) Gnel\inule 


/ At the American 
Furniture Mart 
Chicago 17th Floor 
Spaces 94 & 95 


NEW in styling 
NEW in value 
NEW in sales appeal 


FULL LINE OF TUBS AND WASHERS ON DISPLAY 


Gnefllinute 


WASHER COMPANY, KELLOG, IOWA 











ONE MAN 
tastead of two 
DELIVERS 

APPLIANCES * 


Your customers will 
get along like 
newlyweds with 
their electrical ap- 
pliances, if the cord 
sets are CORNISH... 
the sure guarantee 
of perfect contact 
and long wear... 
the happy farewell 
te CORDelirium! 





SLED RUNNER 
FRAME SLIDES ——> 
LOAD UP OR 
DOWN STAIRS 


WHEELS 
MOVE BACK 


* PAYS FOR ITSELF IN A 
WEEK because one man can 
handle appliances weighing 





Selected by leading manufacturers . . . | 


up to 800 lbs. Wheels swing 
forward to slide truck under 
the appliance; swing back to 
center the load. 

Sled-runner frame slides up and 
down stairs, in or out of truck. 
Appliance is strapped on and 
cinched tight with ratchet cincher. 
Rubber pads protect appliance. 


Order yours today only $53.50 
COLSON EQUIPMENT & SUPPLY CO. 


1317 Willow Street Los Angeles 13, Calif 


Easload apeiance truck 
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why not by YOU 
ad 
A full line of Flexible 
Cords for the Repair and 
Service industry, 


obtainable through 





Jobbers and Distributors 


CORNISH WIRE COMPANY, , 


13 Park Row New York 7.NLY 





NEW POSITIONS 


YOU DON'T HAVE 
TO BLOW ABOUT 


Nikin ng 





Telechron, Inc. 


M. J. DUNN 


M. J. Dunn has been made field sales 
manager of the clock division of Tele- 
chron, Inc. He will be 
all sales activitie 
clock sales division 


responsible for 
of the standard 
He was formerly 


sales siudintieh manager for the firm 


Crosley Division 
Avco Mfg. Corp. ... THEY 

SPEAK FOR 
THEMSELVES 
WITH A LONGER 


ss ie MARGIN 
Reis 


S. L. FAUST 


S. L. Faust has been named prod 
uct manager for Crosley home and 
farm freezers, succeeding Thoben 
F. Elrod, who has been made man- | 
ager of the firm's distributing branch 
in Atlanta, Ga. Faust was 
regional representative on freezers 
and refrigerators in Kansas City. 


previously 


Pathe Radio and 


| Television Corp. 


AIR CONDITIONING CORP. 


5601 Walworth, Cleveland 2, O. 


IDNEY A FF 
= ashes Send me facts about the longer margin for 


Sidney A. Joffee has been electe« extra profit on Viking Window Fans 


dent of Pathe Radio and Tek 
on Corp. He was formerly vice- 


t and general manager of 


Nome... 


; Company 
and prior to that had serv 
monic Radio and Apex Street. 
j lowscintr F 
lelevisiot City Zone State 
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Mhamen (ee the Cmpenin 


NE Ae 


ANA YOY Ch T90/ 


Eye-catching and purse-opening — three 
exciting articles in the January COMPANION 
ideally suited for counter and window dis- 
play. 

=F “Get the Jump on Your Pet Peeves’ — 
household helpers including plug-in fluo- 
rescent light for kitchen counters, new elec- 
tric light bulbs designed to give semi-indirect 
light. 

EMF ‘‘How to Revive an Ironer Roll” —in the 
Picture COMPANION, illustrated instructions 


on how to keep an ironer in constantly good 
working order. 


DF “Your Bathroom Is a Real Room” — 


bright ideas, including fluorescent lighting 
inside a triple-mirror recess cabinet, infra- 
red heat lamp, and wall mirror with indirect 
lighting, ideal for makeup or shaving. 


DF Tie up to the woman's purse strings— 


always highlight merchandise advertised in 
the COMPANION (listed at right). 
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ALREADY PRE-SOLD 
FOR YOU! 


Air-Way Sanitizor 
Vacuum Cleaner 

Bendix Automatic Dryers, 
Washers & lroners 

Cadillac Vacuum 
Cleaners 

Casco Heating Pad 

Domestic Sewmachines 

Farberware Automatic 
Percolator Robot 

Firestone Home 
Appliances 

Frigidaire Electric Range 

General Electric 
Visualizer Iron 

General Electric Washers 
& lroners 

General Mills 
Automatic Toaster 

General Mills Steam 
Ironing Attachment 

General Mills Tru-Heat 
lron 

Handyhot Quality 
Appliances 

Maytag Washers, 





lroners, Ranges & 
Freezers 
Necchi Sewing Machines 
Pfaff Sewing Machine 
Presto Vapor-Steam Iron 
Speed Queen Washers 
Dryers & lroners 


: 
f 


Sunbeam Mixmaster 
Sunbeam Waffle Baker 
Toastswell Automatic 
Pop-up Toaster 
Universal Coffeematic 
Universal Cook-a-matic 
Westinghouse 
Roaster-Oven 


White Sewing Machines 





Youngstown Kitchens 





PeNUirelaalelite 





Dishwasher 





Youngstown Kitchens 
Electric Sink 
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DISTRIBUTOR NEWS 





Indiana Distributor Opens 
New Offices in Fort Wayne 


Appliance Merchandisers, Inc., has 
opened new quarters on Hayden St., 
Fort Wayne, Ind. The firm is a dis- 
tributor of Norge, Hallicrafter, and 
Simplex products in northern Indiana 


Distributing Company Sold 
To Benjamin E. DeGroot 


Benjamin E. DeGroot has purchased 
Northern Ohio Appliances, Inc., 
Cleveland, and will distribute Bendix 
washers Sylvania 
television sets, and Vornado fans 

DeGr 


Lewyt cleaners, 
vot will serve as president of 
the firm renamed 
Northern Ohio Appliance Corp. He 
will continue to serve as director and 
vice-president of R. V. Lynch, Inc., 
of Providence, R. I 


which has been 


Sam Brechner Named To Head 
Sales for Jacobs & Rogovin 


Sam Brechner hag been appointed 
vice-president in charge of sales for 
Jacobs and Rogovin, Inc., New York 
City. He formerly was with the Frost 
Stores, N. Y.C., Andrea Radio Corp 
Long Island City, D. W. May Corp 
and the Davega Stores Corp 


WESCO Announces Changes 
In Three Districts 


Personnel changes in three districts 
of Westinghouse Electric Supply Co 
have been announced. In Detroit, 
Edward V. O’Hara had been named 
branch appliance manager succeeding 
John W. Carson who moves to Cedar 
Rapids, Ia., for a similar post. 

Paul W. Horn has been appointed 
to coordinate major appliance sales 
in eastern Pennsylvania, southern New 
Jersey, Maryland, and Delaware. He 
succeeds the late J. L. Greene. 

Harold Koenig has been made man- 
ager for the WESCO branch at New- 
burgh, N. Y. He was formerly stores 
manager for the branch and has been 
with the firm for 13 years 


Long and Short Of It 


HOUSTON’S John Bell towers over 
John Hauserman (left) and Robert 
MacDonald during a three day meet- 
ing of General Electric distributors in 
New York in late November. Hauser 
mann is with G-E Appliances, Pitts- 
burgh, Bell with GESCO and MacDon- 
ald is Dallas district manager for G-E 
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G.E. Appliances, Inc., Moves 
To New Pittsburgh Building 


Work has been completed on a mod- 
ern warehouse-office building to be 
occupied by the Pittsburgh branch of 
G-E Appliances, Inc. The new build- 
ing is located on Penn Ave., across 
from the new Mellon Park. The one- 
story warehouse section covers 40,000 
square feet. The office portion of the 
building is a two-story structure. An 
auditorium accommodating approxi- 
mately 100 persons has been included 


Grosscup Made Promotion Head 
For Danforth Co., Pittsburgh 


P. Benjamin Grosscup, Jr., has been 
appointed promotion manager and 
assistant sales manager of the Dan- 
forth Co., Pittsburgh. He has been 
with the firm several years. 


Crosley Distributing Honors 
300-man Vim Sales Force 


The New York branch of Crosley 
Distributing Corp. last fall played 
host to the 300-man sales staff of Vim 
Electric Co., Inc. William J. O’Brien 
of Crosley, Max and Nat Kassover, 
co-owners of Vim, spoke at the meet 
ing. Leon Mesnick, Vim ad director, 


was master of ceremonies 


Graybar New York Adds 
Two Branch Managers 


John T. Porter, formerly manager 
of the Albany branch house of Gray- 
bar’s New York district, has been 
made manager of the Rochester 
branch. Frank C. Sweeney has been 
named to succeed Porter in Albany. 
Porter has been with Graybar since 
1936. Sweeney was formerly manager 
of telephone sales and _ broadcast 
equipment sales for the New York 
district 


Thurow Appoints Three 
To Posts in Company 


William McNulty has been named 
sales manager of the Miami and West 
Palm Beach branches of Thurow Dis- 
tributors, Inc., Tampa, Fla, and 
Richard Everette has been given a 
similar position with the Jacksonville 
branch. Howard Miller has been made 
director of purchasing for the firm 


Edwards Named To Sales 
Post with Florida Firm 


Norman H. Edwards has been 
named sales manager of Wimpee Dis- 
tributing Co.'s new appliance depart- 
ment. The Jacksonville firm will han- 
dle a complete line of Norge appli- 
ances 


Boston Distributor Runs 
Survey on Merchandising 


Equipment Distributors, Inc., Bos 
ton, Mass., last November conducted 
a merchandising survey among 1100 
dealers in the area in an attempt to 
determine inventory, rate of 
movement, price-lines 
selling best and changes in consumer 
demand. The poll endeavored to out- 
line the short-term 
picture in the area. 


dealer 


which were 


merchandising 


Japanese Visitors 


MASAYOSHI YASUI, president of the Nippon Sewing Machine Mfg. Co. of 
Nagoya, Japan, visits the Roman Raichert Co., Inc., Chicago distributor of 
sewing machines to learn American methods of distribution and promotion. 
Yasui is touring this country in search of machine tools and equipment for 
expansion of his plant. From left to right are Edward Raichert and Val 
Serafine of Roman Raichert, Yasui, Mike Ogawa, interpreter, and Koichi 
Yamada, chief engineer for Nippon. 





Moulton Named Manager 


Arnold Wholesale Completes 
Of New American Branch 


Building, Modernization 


Harry A. Moulton has been made 
manager of the new American Kitch- 
ens distributing outlet in the metro- 
politan New York area. Other person- 
nel for the new branch located at 1114 


Arnold Wholesale Corp., Cleveland, 
Ohio, has almost doubled its ware- 
house facilities with completion of a 
new one story warehouse building. In 
addition, the firm has installed mate- 
First Ave., are A. J. Gillespie, Jr., rials handling equipment which dras- 
S. Toddo Irolla, Jr. M. J. Breen, tically cuts the time required to un- 
M. R. Scheiber and Leonard Bass. load and store merchandise. 


| “Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 
CHICAGO FURNITURE MART + KALAMAZOO STOVE & FURNACE CO. + SPACE 512-8 
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One thing 


about electricity 


ANY woman 


can understand! 








What goes on inside a piece of electrical equipment 
may be a dark mystery to the average woman. But 
she’s definite about what she wants from it in the 


way of performance. 


Before any electrical appliance can be advertised 
in GOOD HOUSEKEEPING or earn the Guaranty 
Seal, it must demonstrate its ability to perform 
satisfactorily. Millions of women know this and 


make the Seal their guide to buying. 


You're speaking the consumer's own language when 
you feature merchandise with the Guaranty Seal. It 


builds confidence, speeds sales, insures satisfaction. 


; REFUND or 


$" Guaranteed by © 
Good Housekeeping 


“4 NS 
SZAS ApvenristD THES 


Women know — the product 
How a Refrigerator Earns the Seal. In the labora- that has it, earns it 
tories of Good Housekeeping Institute, engineers — 
check design and construction for serviceability, 
determine if refrigerator uses power economically 
while maintaining proper storage and freezing tem- 
peratures. This is typical of the way electrical 
appliances are constantly being investigated by 
GOOD HOUSEKEEPING, to safeguard the integrity 


GOOD HOTSEREEPING ss gn 


Se THE HOMEMAKERS’ BUREAU OF STANDARDS 9,971,000 
oe 57TH STREET AT 8TH AVENUE, NEW YORK 19, N. Y. readership 
copy 
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APPLIANCE | | cave actiities | AQ sat acne 
TESTERS 
| Tri Cities Institute Hears 


Thermo-electric | Kingsley of Anaconda 
Direct Reading 





L. P. Kingsley, Des Moines distrtict 
The most versatile Testing manager for Anaconda Wire & Cable 
Equipment on the market Co., was the speaker at the November 
meeting of the Electrical Institute of 

Assures accuracy, time the Tri Cities. He spoke on “Power 
ALL-TEST Model 455 DeLuxe Flat end cost savings Up and Be Prepared” and during 
his speech emphasized the importance 


! ) wil . : ° . . 
~— Tester, (pictured) will test all t preventing electrical circuit failures. 


types of flat irons. With the addi This equipment is not to be confused 
tion of a special thermocouple, the with bi-metal or thermometer testers. 


Heffelman To Head RMEL 


same tester may be used for test ELEMATIC instruments are  preci- 
4 In ‘51: Convention Set 


ing waffle bakers, toasters and sion-built electric pyrometer type. 
sandwich grilles. This instrument is M. C. Heffelman, vice-president of f 

equipped with 2 test lights and a the Public Service Co. of New Mexico, fw cal 
switch. The white light is for was elected president of the Rocky 7; rT; _ 
sheila, Male ak ll ot bakers, toasters, sandwich grilles, cic. Mountain Electrical League during CLEASON 5505 A Li 


accalieantediehaiiiiaith tis die tuan This specially designed equipment is the group’s annual meeting last fall. 


test, ond the neon light is for eS OS ee eee, J. W. Cryder of Colorado Central Handler is easier to use! 


4 rf t i dealers and service shops. It is cutting Power Co., H. H. Lenhart of the fs 

checking the “make” and “break the corners in testing requirements for Cheyenne Light, Fuel and Power Co., The right way to handle ap- 
of the contacts without the appli dues. Arthur Prager of the Public Service | pliances is the easy way, with 
ance heating, for the cold test Co. of New Mexico and Albert W. | ' ( a Gleason “5505” Appliance 
DEALERS See your distributor and Tracy of Anaconda Wire & Cable Co. | = Handler. Finger-tip balance 
get complete details, or write us vere named vice-presidents. C. S. | under load, turns on a dime, 
Sterne and Harry Adler of the Arvada | big 10" ball bearing puncture- 

DISTRIBUTORS — Certain territories Electric Co. were named treasurer and proof tire wheels. Heavy felt 
are Open at present write for further issistant treasurer. The group passed padded support plates, and 
information. a resolution setting the administra- safety webb straps. 23 feet of 
tive year as January 1 to December | Y securely welded steel tubing 
ELEMATIC EQUIPMENT CORP. B, Eee ha gi will be held | | ope age with a beauti- 
at the <atonda otel, Santa fe., | u white inish. Ask your 

1150 W. Marquette Rd. September 9-12 jobber, or write the factory. 


Chicago 21, Ill. 
Morris Shlensky Addresses GLEASON CORPORATION 


Kansas City Housewares Club 528-534 .N. 9th St. Milwaukee 3, Wis 


Cees fee ee ee 


The modern and dependable answer for 
making heat tests on electric irons, wa‘le 


We are prepared to make 


immediate deliveries 











Over 140 members and guests of the 
Kansas City Housewares Club heard 
Morris R. Shlensky, vice-president 


and genera! manager of the Katz Drug 1IG 1A G 
« 








* ( discuss “In‘ation—Its Atomi 
| Effect”, at the organization's Novem- a 
[ far | her meeting. He emphasized the prob- BUTTON LING 
ability of greater inflation unless price DARNING MONOGRAMMING MENDING 


and wage controls are instituted DOUBLE LOCK STITCHING 


. : EMBROIDERY BINDING HEMMING 
Elects Pfeiffer President 


oo ” >. 
utomat ~ J i . os TUCKING PLEATING HAND ROLLING 
| . . \ } Ben Pfeiffer has been elected presi- 


dent of the Nebraska-Iowa Electrical RUFFLING QUILTING SHIRRING 


ELECTRIC CLOCK ( “es gp war Clarence R —— With simple, slip-on attachments 


sen oster and Dewey B 


REVERSE and FORWARD 
Ai ENEVA ; ~~ Nebraska-lowa Council 


were named _ vice-presidents with 


REFRIGERATOR \ ‘ ya : Harry Binder elected secretary. Con 
rad Bangh wiil be treasurer. Dealer 
DEFROSTER | repre sentatives on the board of dire 
tors include George Roth and Saul 
Suvalsky. Morris Levey and Earl 
Morton represent distributors 
* Eliminates messy defrosting 
and cleaning aaa refrigerator. Rochester Group Leads Move 
& Keeps foods fresh longer. To Extend Telecast Hours 
* No more food odors. Rochester, N. Y., television distrib- 
* Saves up to 30% on electric bills. itors and retailers, working through 


: 1¢ city’s Electrical Assn., have suc- 

x Completely automatic. y : > 
Mitte eeded in having WHAM-TV’s pat 
tern put on the air at eight o'clock 
* Adjustable for any refrigerator. each morning 


* Defrosts twice in 24 hours. 


three hours earlier than 

* Noiseless, self starting. it had been. The distributors and large 

tailers share th st of the extra 

h the Association 

lling < letail new starting 

Already proven uur allows installation men and 

one of the hottest items ber service men three hours earlier 
in the appliance business at . « « r 


SEE IT ioe Nil tiliaticeiieeneielas alee Television Installation 3 a 
AT THE GEORGE T. STEVENS & ASSOCIATES Code Discussed by Group li, a 
MARKET 447 American Furniture Mart = SMBS SecA Yeap “Eater = ere 
Chicago, Illinois t ip television aerials w as dis- | joe 
1 t t of the Corp. 
estow! N. } ectrical . Dealers 
MPANY, INC. sI N. *. "s.. Sane re 57 


— 
Exclusive Agents for 
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BIG NEWS FOR 51 


NEW VALUES — NEW PRICES 


BIG DEMAND ... BIG PROFITS 


Dealer Mark-Up Better Than 50% 
National Advertising Creates Demand Among 
5 Million Electrified Farms 
Gem Dandy Electric Churn—The Leader in Sales 
and in Value 
Over A Million Satisfied Users 


You can make more sales and bigger profits on the new improved Gem Dandy Electric 
Churns for 1951. New, improved, costlier motors—absolutely cool-running—sturdier, 
better looking. THEY WILL MIX MOST ANYTHING. 

The nationally advertised 1951 Gem Dandy Electric Churns are fast selling, quality 
products . . . the last word in appearance, performance, sanitation and ease of operation 

Enthusiastic owners on hundreds of thousands of electrified farms testify to the out- 
standing performance of Gem Dandy Electric Churns, which banish the drudgery of hand- 
churning. Churns milk or whole cream in about 15 minutes. 


Sanitary White Motor—Switch in Cord Six-Foot Neoprene Cord With Plug 
Slow-speed Motor gives Longer Life Detachable Aluminum Shaft 
Mounted on Sanitary Aluminum base with Adjustable Aluminum Dasher 

four Neoprene covered supports Easy to Clean 
Bakelite Handle One Year Warranty 


Standard Model has black motor, bakelite handle—no switch in cord. 


DELUXE MODEL (Recommended Dealer's Cost) 
STANDARD MODEL (Recommended Dealer's Cost) 


F.O.B. Distributor’s Shipping Point. 8 cu. in. carton, weight 8 lbs 
Order today from your distributor 


Deluxe and Standard Models are adjustable to fit owner's crock or jar up to 6 gals. Most 
customers prefer Duraglas containers in 3- or 5-gal, sizes. Sold separately. Recommended 
Dealer's Cost $1.80 for 3-gal. or 5-gal. Duraglas jar. 


DANDY 
GEM | cHURN 


MODEL 4-QT — A SENSATIONAL VALUE 


Churns up to 3 quarts of heavy cream or whole milk in a few 
minutes. High quality, heavy-duty, slow-speed motor with 
chrome steel housing. Aluminum shaft and dasher—detachable 
and adjustable. Here's a fast moving, big profit item that prac- 
tically sells itself. Mixes most anything. 


Recommended Dealer's Cost (complete with jar) ...$9.97 
Shipping weight 9 Ibs. 


Extra 4-Qt. Gold and Black Duraglas Jars 
Recommended Dealer's Cost—90¢ Shipping weight 41% lbs 


ALABAMA MANUFACTURING COMPANY 
Dept. A-178 Birmingham 3, Ala. 
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TWO GREAT BURKS SALES 
ADVANTAGES BRING PROFITS 


When you represent the BURKS line of Super 
Turbine Water Systems you have LIFE-LOK and 
DUAL PURPOSE features to clinch sales for you. 
LIFE-LOK makes BURKS Systems last 40% longer. 
DUAL PURPOSE System is changed from a shal- 
low well to deep well without touching the pump 
. . » Powerful sales advantages that every buyer 


wants. 


In addition BURKS Dealers are backed up with 
consistent national advertising, sound sales policies 


and 100% company loyalty. 


Write us for details. 


“BEST” 








SAY LEADING 
MANUFACTURERS * 


for Installing 


AUTOMATIC 
WASHERS 


This Guardian Inlet Control Valve will 
answer your installation problem! That's 
what leading manufacturers of automatic 
washers tell their dealers in their service 
bulletins. You can cut costs to the bone 
on every installation by using this Guar- 
dian valve which is especially designed 
for automatic washers. Simplifies plumb- 
ing problems . . . saves installation time 

. saves cost of extra tees, ells, nip- 
ples, etc. Provides dual outlets for hot 
and cold water with valve controlled 
inlet supply to automatic washer and 
through-waterways to existing faucets or 
tub lines. Try a pair on your next instal- 
lation and see how you can save! Write 
for complete specifications and typical 
application drawings given in Bulletin 
V 102 


*Names on request. 
1 
| MAIL COUPON NOW 


Guardian Products Corp., Valve Division Dept. 
E-t1, 1215 E, Second Street, Michigan City, Ind 
Please send me bulletin V 102 
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Another 
Guardian 
First 


Pat. Pending 
No. 1800 Series 


Inlet Control Valve. Brass or Chro- 
mium finish. Left or right hand hose 
outlets. Standard 42" LP.T. male and 
female ends at outlet and inlet of 
through-waterway. let hose con- 
nection male for %“ standard hose 
coupling. 











For general applications 
washer supply lines use 
Guardian Valve. Inlet '2” 


the No. 
hose coupling. 


To be sure you get 
Guardian quality 
took for the name 
Guardian stamped 
on the body of the 
valve. All Guardian 
valves are Guaran- 
teed Valves. 


PROOUCTS CORP 
VALVE DIVISION 
Dept. E-6, 1215 E. Second Stree 


higan 


on automatic 
1500 
or %” male 
taper thread, outlet male for %4” standard 


city 1 diane 





| Counter,” by 


| “We Answer Leading Questions About | 


“How to 
| January, 


| “After the Holidays” 


| laundry by slow stages. 


“Laundry or 
Ethel Hall—December Family Circle | 


Appliances 
in the Magazines 


WOMEN’S SERVICE GROUP 


Good Housekeeping 
“A Kitchen With a Quick Meal 
Helen W. Kendall— 
January, Good Housekeeping —fea- 
tures a “lazy suzan” cupboard for 
storing the many electric housewares 
now in use in modern 
quick meal preparations. 


Washers,” by Lee Chapman—a ques- 
tion and answer review with basic 


| data on most washers on the market | 


| today. 


Woman's Home Companion 

Revive An Ironer Roll’— 
Companion — step-by-step 
photos show the procedure for keeping 
an ironer roll in 
“Get the Jump 
Peeves,” by Bernice 


ances are solved. 

by Martha Fer- 
ris—suggestions for repairing damages 
that may occur to furniture and equip- 


; ment during the holiday season 


Mc Call's 
“This is How I Keep House—On An 


| Illinois Farm,” by Elizabeth S. Her- 
| bert — January, 


WcCall’s —how one 
farm wife achieved an electric kitchen- 
This 1s No. 
18 in a series of how America keeps 


| house 


Parents 
“The 1951 Outlook for Building, Buy- 


| ing or Modernizing,” by William H. 


Schieck—January, Parents—a discus- 
sion of the problems ahead in building 


| and modernizing. 


Sunset 


“Thanks to Freezers”—December Sun- 
| set—meal 


planning 
are no strain with 


and entertaining 
a freezer in the 


| house. 


| GROCERY CHAIN GROUP 


Woman's Day 


| “This is The House That We Built,” 


by Darrell Huff—December, Woman’s 
Day—an all-electric kitchen is part of 
this house built by the Huff family. 


Family Circle 


Breakfast Room,” by 


—an automatic laundry room can lead 


| a double life with a handy snack bar 


| for quick meals. 


HOME ECONOMICS GROUP 


Forecast 


“Is It Washer-ble?” by Mary K. 


| Dougherty—December, Forecast—how 


to wash various fabrics in electric 


washers—including the new synthetic | 


| fabrics. 


| 





Practical Home Economics 


“Tint In the Washing Machine,” by 


Elsie Stark— December, Practical 
Home Economics—the electric washer 
aids in home tinting. 


“How to Use and Care for the Refrig- 


erator’—proper storage of various 


foods is as important as proper care. 


What's New in Home Economics 

“Ironing Can Be Simplified,” by 
Amber Ludwig—December What's 

(Continued on opposite page) 
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homes for | 


first class ironing | 
| condition at all times. 
| On Your Pet 


| Strawn—9 common household annoy- 


MODEL 


AIR-FLO A-555 


AUTOMATIC SHUTTER 
WEATHER-SEALED 























FRONT VIEW- -CLOSED 


It Leads the Field 


In Features 


There is every reason why you should 
use AIR-FLO shutters on your job. New 
heavy reinforcement strip adds strength 
and long life to the louvers, assures quiet 
operation and perfect counterbalance, pre- 
vents rattling. Aluminum louvers open 
fully, permitting capacity fan operation. 
Deep shroud protects shutter from high 
winds. e-rod, brach and bearing 
inside frame, not exposed to weather. 
Special finish resists corrosion. Many 
other features. Write for illustrated cata- 
log 42-A of the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 














‘CORD SETS 


from 


“The Home of Good Cord Sets” 


In every field, there is always a 
leader! ORDER TODAY and see why 
“Columbia” is the leader in the 
Wire and Supply field. Our Cord 
Assemblies are made of the finest 
U/L Approved Cord and Plugs. 








Cord Sets for: 


Television 
Clocks 
Portable Tools 
Electrical Appliances 
U/L appliance hookup wire from 
22 to 16 Go. in 10 colors is an- 
other “Columbia” quality product 


Refrigerators 
Radios 








COLUMBIA WIRE & SUPPLY CO. 


2850 Irving Park Rd., Chicago 18, II. 

“National Distributors and Warehouse for 

Anaconda Densheath Television and Radio 
Wires and Cables.” 
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GRAWLS 


On Roller Bearings 
Up and Down Steps... .Over Obstructions... 
Rolls Smoothly Over Fiat Surfaces 


HAND TRUCKS 


@ Patented Roller 
Bearing Crawler 
Tread 


@ Sturdy Construc- 
tion -- Aluminum, 
Steel or Wood 

@ Safety Straps 

@ Patented Strap 

ightner 














Model S-2-S-T 





Never have you or your men experienced 
such complete utility with comfort as that 
offered by the Escort hand truck. No lifting 
...Mo fatigue. Carries a full load safely up 
and down steps, over obstructions. This 
truck simply crawls over on roller bearings. 


Write for Catalog. 


Stevens Appliance Truck Co. 


(0 S#VANNAM #8040 


AUGUSTA GEORGIA 


SEE NO EVIL 





Ik is evil to 
gloat upon man’s errors. But 
only a monkey blinds his 
eyes to the evils man suffers. 
We must open our eyes to 
the facts of cancer in order 





to defend ourselves against 
this dreaded scourge. For hu- 
manity'’s sake — and our own 
preservation — we must sup- 
port the crusade against this 
mortal enemy of man. 


GIVE TO 
CONQUER CANCER 


AMERICAN 
CANCER 
SOCIETY 
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MAGAZINES (Continued) 


New—best methods for ironers and 


| irons are discussed. 


“New Sewing Machine Versatility 
and Appearance,” by M. Frances 
Henry—pictures the wide variety of 
electric sewing machines now avail- 
able 


Retailers Told Their Role 
In Helping Nation Rearm 


Retailers can best serve their coun- 


| try by exercising leadership in of- 


fensive rather than defensive terms, 
Edward S. Marcus, vice-president of 
Neiman-Marcus, Dallas, told a south- 


western marketing conference recently. 


Marcus listed four ways in which 


| retailers may take leadership in their 


communities : 

1) use of their advertising space in 
newspapers to ask the public for co- 
operation with the government in 


various phases of the defense pro- 


|} gram; 


2) assistance in the interpretation of 


| defense measures to the general pub- 


lic and to meetings of local organiza- 
tions ; 

3) refusing to mark up goods to re- 
placement levels even though prices 
may be rising; 

4) publicizing of information rela- 
tive to the civilian defense program. 


Deepfreeze Dealers Compete 
For Window Display Prizes 


Grand national prize winners in 
Deepfreeze’s window display con- 
test will be announced this month. 
The national winners will be se- 
lected from the dealers taking first 
place in local contests sponsored by 
Deepfreeze’s 65 distributors. The 
contest began on November 1 and 
ran through the end of the year. 


Lavenson and Savasta Win 
L & H Championship Plaque 


Lavenson and Savasta, San Fran- 
cisco area representatives for the A. J. 
Lindemann & Hoverson Co., have won 
the firm’s traditional national cham- 
pionship award plaque for 1950. 


“Christmas Carol” 
Tee 


vor > ae 


LIONEL BARRYMORE reads a passage 
from Dickens’ “Christmas Carol’ to 
H. L. Bilsborough of A. O. Smith Corp. 
The firm this year sponsored the tra- 
ditional Christmas Eve broadcast over 
527 stations of the Mutual network. 


1951 

















“Wow! That's really big news from Kalamazoo!” 


TO BE ANNOUNCED AT MID-WINTER FURNITURE MARKET, JAN. 8 TO 19 


CHICAGO FURNITURE MART + KALAMAZOO STOVE & FURNACE CO. + SPACE 512-8 











How to test, repair, and service 
all home electrical appliances 





THEORY 
CONSTRUCTIONS 
TROUBLE- 
SHOOTING 
REMEDIES 


everything from toast- 
OM ‘Sie to refrigerators 


Electrical 
Appliance 


" croust 


wae 


Shows how to service and repair 
electrical appliances such as: 


© heaters 


® broilers and roasters 


© wafflebakers 

© fans and blowers 

© washing machines 

© water pumps, lawn 
mowers, and floor 
waxers 

® food mixers 

© irons and ironers 

® toasters 


HERE is a complete and practical handbook for all who want 

to cash in on the continually growing and profitable field of — 
electrical appliance servicing. It contains all the necessary elece 
trical and mechanical fundamentals, along with clear instruc” 
tions and over 700 illustrations—sectional, exploded, operational, 
and servicing views of equipment—picturing details of electrical 

appliance construction, operation, and servicing. Explains thé 
WHY as well as the HOW of electrical devices . . . gives bee 
principles, methods, and advanced technical know-how you n 

to solve everyday problems . . . includes suggestions on how t@ 
set up and operate a servicing business of your own. 


Just Published! 


ELECTRICAL APPLIANCE 
SERVICING 


By William H. Crouse 
Formerly Director of Field Education. Deleo-Remy Division, General Motors Corp. 
854 pages, 727 illustrations, $7.50 


This on-the-job manual begins with basic principles that will help you better 
understand how electrical and mechanical machinery operates. Then, it proceeds 
through home wiring systems, te i heating appli t 

pli and refrigerati and air conditioning appliances . . 
construction, operation, and servicing of each. 


SEE THIS BOOK 10 DAYS FREE 


fewer see ee ee ee eS 
McGraw-Hill Book Co., Inc., 1 
330 W. 42nd St., New York 18 


waa ‘ 
sewing machines 4 me Comer’ ELECTRICAL APPLIANCE exRy. § 
© ranges CING for 10 days’ examination on porerel. In » i 


© vacuum cleaners (te pay for delivery if you remit 1 
; urn privilege.) 

© clothes dryers 

© garbage disposers 

© water heaters 

© coffee makers 

© clocks 

© dishwashers 

® air conditioners 

® etc., etc. 








« covering 


This offer applies to U. S. only. 


ee ee eee oe oe ee ee 
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REPLIES ( Box No.): Address to o me e y nearest you 


| 
MemioaGe: fis X aehegt ac c21 EXPERIENCED SALES CUT delivery time, SAVE 


SAN FRANCISCO: 68 Post St. (4) “i unnecessary damage and work 


cms erseanmate dee {tee 2 \ with the YEATS APPLIANCE DOLLY 


MANUFACTURER WANTS representation on | | Former National Sales Manager of Appli- Second story delivery problems are ended when you use the dolly 
pesteme. slectric Bumiiiier. selling te ance Manufacturer for over 18 years, with the caterpillar STEP GLIDE. This unique feature 
a magn Ex eshloat ana : tio 7 fo Bon available after Jan. 1 for position as Sales eases the largest appliances over stair edges without 


men, with following in electrical Suphence or District Manager with solid manufac- any marring. Aluminum alloy frame, 56” tall, has , 





field. Full de 1 repl 85 oo . 
“a Menadives RM turer or distributor of appliances. Pre- smooth runners on back for easy off-on truck loading, ‘curved cross 


vious activities included utility and retail members in front for round appliances and is ee felt. y 
sales experience. Prefer Middlewest but web strap fastens appliances tight with the patented ( secon 

2 __ BUSINESS OPPORTUNITIES __ | | will locate anywhere. action) strap ratchet—a Yeats exclusive. Write for full infor- 

bottled we gn va | PW-8532, Elect 1 Merchandising = 2124 N. 12th St 

ottled gas, television appliance sto for sale. -8532, Electrical Mercha +4 . 

Northern Indiana money "ynekes pe nes 330 W. 42nd St., New York 18, N. ¥ Yeats Appliance Dolly Sales Co. MILWAUKEE 5, WIS 

Write BO-8504, Electrical Merchandising, 520 

N. Michigan Ave., Chicago 11, Il | 


’ anutacturing Suatean cor eal eines | SAN yeti eeng — RMAT RES REWOUND 
establishec anc € “ 25 state Cc 
1946 ig ts fully latest AGA Bes = rement 7 AREA DISTRI BUTOR 
Wil) sell p dies all rights, and | 
; s x esponsible persons or organi- Long established—thoroughly reliable—ade- AS LOW AS 
“4 nanufac une 1e r contract wi ‘ae quately financed distributor of nationally known FRACTIONAL HORSE-POWER 
m, who makes shipments fo ners. Can major appliances including refrigerator—gas $235 ARMATURES REWOUND 


“3 ated by tae eat BO-8531, Blec- | | and electric range—and electric clothes drier 
A ‘ For: Vacuum cleaners, electric tools, 
covering Northern and Central California can * business machines, polishers, 


lines—located in San Francisco Bay Area and 
SUCCESSFUL SALES GROUP | additionally handle good line of home laundry pan oe pat and all smail 

















wants major furniture and appliance lines | equipment, television, etc. Permanent show- Rex: Suniel qutinnats 4 
—— to dealers and distributors in | | | room facilities maintained at Western Mer- Price, lists on armatures and sais Or: ee ae ae eae 
—— St. Louis and Missouri and | chandise Mart, San Francisco. cleaners parts sent on requ guaranteed armatures. 


P. O. Box 2204 RA-8103, Electrical Merchandising ARMATURE DIVISION 126 S$. 2ND ST 
Gardner Station, St. Louis, Mo. 68 Post. St., San Francisco 4, Calif PENN APPLIANCE DISTRIBUTORS, INC. HARRISBURG, PA. 














FOR SALE || LONG ISLAND, NEW YORK FREE °,“°°:° FREE 
Electric Bowl Heater Department New supply distributor with largest showrooms in Catalog of 

Consisting of tools, dies, assembly fix- Long Island now open for electric supply lines (no Washing Machine & Vacuum Cleaner Parts. 

tures, etc, and inventory, used for manu- | | Sette an tty Onn thie vas Net ee Save money by ordering all your supplies 

facture of famous EAGLE 14” bow! heater. | | | tory of | million people. Large warehouse facilities; from one dependable source. 

EAGLE ELECTRIC MFG. CO. INC experienced staff; central location | Quality, Service, Low Prices 

23-10 Bridge Plaza, So. Long Island City, N. Y. | | A ee tee handising | | MIDWEST APPLIANCE PARTS CO. 
Dept. JP : 3645-51 W. Fullerton Ave. Chicago 47, Illinois 


























MEND -1T- SLEEVE | 


ot s5, 
<a u 
Permanently repsirs broken cot!s 
. in electric appliances and indus 
trial Le ae Splices apoli- 
0, my ance cord, auto and truck . 
4 ej tion wire, and all similar wis 
y paade, in 5 sizes. 
iw) m 
eer ‘Write for Catalog 


iterates _ MEND- iT SLEEVE "so" 
Your advertisement in ELECTRICAL | [Sane shee 150 sonia Av. Plowmant $3, cal 


MERCHANDISING will... HAND TRUCKS for Sate & Easy THE NEW KEEN MODEL SR 


Bene zu , All-Purpose Home Delivery Adjustable 
@ Announce new products to the largest number of retailers in the DEEP FREEZE AND AIR ( . Magnesium Appliance Truck. Appli- 
shortest time, at the lowest cost CONDITIONING UNITS, « 4 ences con be moved horizontally, diog- 
: ‘ . santo G TELEVISION % onally and vertically and also has a spe- 
@ Acquire new dealers in “open territories” and improve the type of | ciol feature of 4 3” swivel caster which 
distribution in current markets. SELF-LIFTING PIANO TRUCK co. permits the truck to also be moved side- 
ways. This is ad in 
Keep dealers sold on the line after they have signed up. i , wells. Photograph shows a man with o 


; ? : ’ | perfect hand-hold lifting deep-freeze onto 
Increase dealers’ appreciation of the value of the franchise. 4 [ ) delivery truck. 


Get dealers and sales clerks to spend more time in selling the adver- \\ \ SH | \ ( Vl \ (; | | \ | (() Write for your catalog to 


tiser’s line. : oye gba 
er's line | NS: of porns KEEN MFG. CO. 


Educate the dealer on how to sell a product. | , 505 Dogwood Harlingen, Texas 























Help stimulate volume in off seasons. 








Show the trade how to sell-up . . . selling-up by promoting higher- | LOVELL WRINGER ROLLS Modern Appliance Displays 


priced, higher-profit lines. Factory Machined Rolls Save Time 


WASHER AND IRONER PARTS 
Increase the effectiveness and use of point-of-sale literature and IRONER PADS AND COVERS Need oy MOTION! 
displays. ALL SIZES FOR ALL MAKES The Action 


=e WASHER COMPANY Display-W. 
Sell the soundness of a “house policy” and a company’s stability. 14, Onto ty 7 Poto'sh, Sho 





Your Sales! 
Get dealers to compare “lines” as to their relative completeness . . . 


or. etc THE OLDEST NAME b 
turnover, ete. ELECTRIC RANGE PARTS yeu profitable, mA wy “Speetion 


Support and augment the dealer contacts which are made by the UNITS — SWITCHES que "deen ane Tn Ro TO'SHO 
advertiser's own sales force. | ASBESTOS COVERED WIRE ae at = 3 Mew yh Pye 8 oe 
mits novel, self-contained lighti ‘ects 

RESISTANCE COILS as well as operation of sectsianl Goviens. 
It pays to let... Standard Electric Stove & Mfg. Co. Table 18" diameter. A.C. only. Sturdy 
| 831 W. Central Avenue Toledo, Ohio steel construction. Guaranteed. Write to- 


ELECTRICAL MERCHANDISING || = Sy Si a ht 


© Carries up 
MERCHANDIZING SUPPLEMENT 
... tell your dealer story Section pet kt 


© Lights turn 
sie aaa a, o> genes citer serene OF Eas with toble 
a 7 
est 42nd Street, New York 18, N.Y. * ABP and servicing of electrical appliances ‘and in GENERAL DIE AND STAMPING CO. 
A McGRAW-HILL PUBLICATION | other merchandising opportunities. egrity Si 
| Electrical Merchandising Dept. 66, 267 Mott St., os York 12, N.Y. 
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ORIAL 


CEN ca Piph Gea 24 


P “ue year 1950 has come and gone; it joins the 

dim shapes of other years as a statistic, as a 
remembered experience and, perhaps, as a milestone 
to mark the beginning of the fateful era that lies 
ahead. The new year looms portentously ; it is devoid 
of the great promise and the high hopes of previous 
years. It slips apologetically into the circle of time, 
bearing only its grim burden of fresh hardships to 
be endured, of new sacrifices to be made. The tradi- 
tional celebrations that marked its birth were tinged 
with foreboding and resignation and a nameless 
frustration. War, the unbidden guest, had joined 
the party. 

We know now that a long iron road stretches 
before us. We know, even if we have not been told, 
that “police actions,” and “ten percent wars” were 
wishful thinking—part of our naive faith that our 
civilization and our way of life would, somehow, jog 
along at close to normal. The awakening has not 
been pleasant; it has taken time and many an appre- 
hensive chill to stick our nose out from under the 
covers. But it is out, sniffing the alien air and 
mustering the body for the following plunge. 


Looking back on that lone statistic—1950—we 
may in the days ahead feel a touch of pride in what 
we accomplished. The depression neurosis of 1949 


‘had been banished; employment, incomes and sav- 


ings were at an all-time high; factories broke all 
records for production; the building of new homes 
progressed at an unheard-of rate; and the public 
evinced an almost inexhaustible capacity to buy our 
goods. The appliance and radio industries alone sold 
over 7 billion dollars worth of merchandise, nearly 
50 percent over 1949 and surpassing even that 
golden year of 1948. All this was achieved, too, in 
the face of the rumblings of war: the hiking of 
prices and taxes, the cutbacks in production due to 
material shortages, the reinstatement of credit con- 
trols and the mobilization of our manpower. In 


addition, we were selling in a market which had 
absorbed vast quantities of our goods during the 
years following V-J Day—a market pushing close 
to theoretical saturation, despite the addition of mil- 
lions of new customers to the lines. 

Yes, it was a good year— a bright re-affirmation 
of faith on the part of the public in the American 
standard of living. And we may be some time com- 
ing back to it. For we are in a vulnerable business. 
Food, clothing and shelter come first and, in the 
years ahead, the materials of war may very well 
come next. Cutback orders on critical metals at about 
the 25 percent level have been issued and may be 
expected to be stiffened. Inventory limitations have 
been instituted. Eventually, it is entirely possible 
that end-use, or finished product, restrictions may 
be put into effect as they were in the last war. As 
we write, price-and-wage controls are on the docket ; 
higher income and excise taxes scheduled and even 
more stringent credit controls slapped on. Contracts 
for war materials, slow to date in reaching the 
manufacturing level, may soon be crowding pro- 
duction lines now happily spewing forth consumer 
goods. 

It is not a pretty picture. And we may, conceiv- 
ably, be taking too pessimistic a view of the pros- 
pects in store. But we can see little virtue in making 
like Pollyanna when the mailed fist is already rapping 
at the door. An all-out war effort would have 
profound repercussions throughout our whole in- 
dustry—and especially on the distributing trades. 
Up to now, we have been living in the hope that 
we would not have to face that imperative—that we 
might be permitted to carry on our business, even 
if only in a limited fashion. In the year 1951, that 
permission may be granted. But in our hearts we 
know that the respite is temporary and that sooner 
or later the inevitable adjustment must be made. 
Already— 

It’s later than we think. .. . 


Ber Qu ce 


EDITOR 

















ew Lovell release bar has windows to keep 





clothes in view as they enter rolls! 


NEW VIS-A-BAR IS LATEST OF SALES- 
BUILDING LOVELL FEATURES 


Here’s a great new feature that makes Lovell wringers easier to operate 
and easier to sell than ever! It’s the Vis-a-bar—a new pressure- 


release bar with windows. 





With these windows, a woman can feed clothes into the wringer 
easier and safer—because she can keep her eye on the front edge of 


the article right to the moment it enters the rolls! 


That's a feature every woman will want. It’s a big talking point for 
you. Add it to your list of other Lovell sales-builders—Push-Pull Con- 


trol, Pressure Cleansing, sturdy construction, economy and all the rest! 


P.S. Lovell-equipped washers that formerly had the wide solid bar 
Models 34B and 37B) will have the new Vis-a-bar. Look for it on 


the washers you sell. 


ol PRESSURE 
jV2> CLEANSING 
WF WRINGERS 


ts 


LOVELL MFG. CO., ERIE, PA. 
Also makers of gas and electric Drying Units 


WRINGER WASHERS ARE YOUR BREAD AND BUTTER—THE BEST ARE LOVELL EQUIPPED 








MESSAGE 
TO KELVINATOR RETAILERS 


« 


from CHARLES T. LAWSON 
Vice-President in Charge of Sales 
Kelvinator Division, Nash-Kelvinator Corporation 


“ IGHT NOW, we of Kelvinator are 

looking back at the past year with 

gratification ...and looking forward 
with confidence. 

“The past twelve months have been 
good ones for Kelvinator . . . in fact, the 
best in our history. For, in 1950, Ameri- 
can families bought nearly three-quarters 
of a million Kelvinator appliances... 
keeping the demand for our products consistently far 
ahead of our ability to supply. 

“Yet, though the year was a big one in sales, that 
alone calls for no loud cheering ... it has been prac- 
tically everyone's biggest year! 

“Bigger to us, and far more important, is the fact 
that Kelvinator’s sales record was made under policies 
which firmly held the retailers’ interests high above 
every other consideration. 

“It was by uncompromising refusal to depart from 
sound principles of selling . . 


. advertising . . . distri- 


bution, that Kelvinator was enabled to 
deliver so large a measure of product 
value for the retailer. And every Kelvi- 
nator dealer knows what we mean. 
“For example, it was dollars con- 
served by prudent practices and sound 
marketing methods that made it possible 
to produce a masterpiece refrigerator of 
unusually large capacity and superlative 
quality for Kelvinator retailers to sell at the same price 
many competitors asked for smaller models. 
‘*‘Kelvinator dealers profited by this kind of retail- 
minded thinking ...as they will continue to profit 
through the years to come . . . for Kelvinator builds 
loyal customers and repeat business for Kelvinator 
dealers by giving more in honest value and unfailing 
performance year after year. 
‘“We purpose to continue these principles . . . as the 
soundest means of assuring Kelvinator retailers maxi- 
mum opportunity, now—and through the years ahead!” 


Kechunatove 


DIVISION OF NASH-KELVINATOR CORPORATION, DETROIT 32, 


MICHIGAN 





